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Admen Viewed by 
Neighbors with 
Little Enthusiasm 


AA Depth Study Shows 
Suburbanites Wouldn’t 
Want Sis to Wed Adman 


NEw York, March 24—Adver- 


tising people think well of adver- | 


tising. Their prosperous neighbors, 
people living in the same upper- 
class suburbs, frequently think far 
less well of it. 

e Advertising people would like 


portunistic. 


e Advertising people think far 
better of themselves and of their 
work than their neighbors do. 


|m These are some of the high- 
| lights of a three-part study of ad- 
vertising people which begins in 
| this issue on Page 87. 

| The articles are the result of 
| depth interviews done for AA last 
| spring by Market Psychology in 
three suburban areas where many 
advertising men live—Westport, 
Conn.; Birmingham, Mich.; and 
| Winnetka-Highland Park, III. 

| The articles explore the relation- 
ship of advertising people to the 
community, and the relative status 
| of advertising when compared with 
| other occupations. They shed con- 
| siderable light on the question of 
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Persia Campbell May 
Head White House Office 
of Consumer Counsel 


WASHINGTON, March 24—Pres- 
ident Kennedy is expected to 
move soon to carry out his propos- 
al for a White House unit to look 
after the interests of consumers. 

Persia Campbell, professor of 


inimdbohdstiotelmit@) ATA to Revive 


other advertising people as neigh- | how advertising men regard them- 
bors. In contrast, their neighbors | selves, and how they are regarded 
would prefer people with other oc- | by others. They also indicate con- | 
cupations. | siderable misgiving about the value | 
e Advertising is not regarded as|of advertising as a social and | 
an ideal background for a pro-| 


economic force. # | 


spective brother-in-law by the 
neighbors. 
e Advertising as a career would be | 
actively discouraged by a propor- | 
tion of the neighbors, if a favorite 
nephew wanted to go into adver- 
tising. 
2 e There is a disposition—shared | 
by advertising people—to regard | 
people in advertising as heavy | 


drinkers, superficial, glib and op- | 


General Motors 


Tops ‘60 Spenders 
in Four Media 


| 
Car Giant Invests | 


$66,000,000; P&G Next | 
With $54,830,000 


(Table of 100 leaders on Page 106) 

New York, March 22—The coun- 
try’s top 100 national advertisers 
last year put more than $1 billion 
into network television, magazines, 
and supplements—an advance of | 
more than $60,000,000 over 1959. 

General Motors displaced Proc- | 
ter & Gamble as the leading ad 
investor, spending upwards of $66,- 
000,000 last year—nearly $13,000,- 
000 more than its 1959 total. P&G, 
1959 leader with an investment of 
$54,830,000, sliced its appropria- 
tions last year to just above the 
$50,000,000 mark. This figure still 
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over the third-ranking advertiser, 
American Home Products, which 
weighed in with $41,492,000. 
Rounding out the leading ten 
were: General Foods at $35,600,- 
000; Lever Bros., $33,800,000; Col- 
gate-Palmolive, $27,200,000; R. J. 


gave it an $8,000,000-plus bulge | 


NEW Twist—Rainier beer focuses on 
a single pretzel in full-color news- 
paper pages like this in its first 
promotion with its new agency, 
Doyle Dane Bernbach. 


Ratings Fair; Abused by 
Admen, Congress Told 


Report Finds Ratings 
Conscientiously Made, 
but of Limited Utility 
WASHINGTON, March 23—Radio- 
tv ratings published by seven top 


services are technically sound, ac- 
cording to a report submitted to 


Congress today, but broadcasters | 
and advertisers aren’t necessarily | 


using them properly. 


. di = | . 
Carrying the maenss of theve eie- | agreements among the rating serv- | 


tinguished members of the Amer- 
ican Statistical Assn., the highly 
technical 163-page report said all 


|seven services “are trying to do 


good jobs.”’ While the study group 
offered ideas to improve the op- 


erations of each of the services, it | 


indicated existing national ratings 


are probably as accurate as they | 
| need to be. 
The study group was less en-| 


thusiastic about the quality of the 
ratings which are published for 
small markets. The high’degree of 
error that results from small sam- 


ples and the long span between | 


studies misleads advertisers who 
are placing spot schedules, and re- 


sults in injustices to individual | 


stations, the group said. 


@ Since there is 
possibility of sampling error, the 
statisticians emphasized their be- 
lief that as far as rating services 
are concerned, there is safety in 
numbers. Stressing the fact that the 
chance of error is reduced as the 
number of studies increases, the 


Reynolds, $23,800,000; General | / ; “ti 

Mills, $23,600,000; Ford Motor, 195 invested in advertising last 

$23,500,000; and Chrysler, $22,700,- Year by the 100 leaders, media 

000. totals went like this: Network 
television, $580,107,155; general 

s Major advances in appropria- | magazines, $350,559,264; Sunday 


tions included Texaco’s leap from 
36th place in 59, when it spent $7,- 
700,000, to 24th spot last year with 
$13,100,000, and Westinghouse’s 
jump from 35th to 28th place. In 
’59 Westinghouse spent $7,700,000; 
last year the figure was $11,800,- 
000. 

Breaking down the $1,004,638,- 


magazine sections, $65,148,085, and 
farm magazines, $8,822,991. 

The totals put network tv better 
than $37,000,000 head of its 1959 
figure. Magazines enjoyed a gain 
of upwards of $30,000,000. Sunday 
magazine sections were down about 
$5,000,000 and farm magazines 
were off about $1,300,000. + 


|experts said users should compare 
two or more rating services when- 
ever possible. “When they agree, 
the chances are very good that at 
least policy decisions will reflect 
the listening and viewing behavior 
of the population of the U.S.” 
While ratings can be useful in 
measuring audience, there are 
many times when caution should 
be the order of the day, the report 
| emphasized. 
“When there are important dis- 


ices; when program or station rat- 
ings do not differ by large amounts, 
but the differences are treated 
as significant; when decisions are 
made on the basis of cost per 1,000 
and the ratings are fairly low and 
the sample fairly small, it is ques- 
tionable,” the report said, “wheth- 
er ratings 
basis for important decisions.” 


\m The report, received by the 
| House committee on interstate and 


Kennedy Seen Naming 
Consumer ‘Watchdog’ 


|}economics, Queensboro Communi- 
ty College, New York, has been 
studying the proposal for the 
| White House, and she is expected 
| to get the appointment as head of a 
/new Office of Consumer Counsel. 

| The plan for a White House 
| “watchdog” unit to speak for con- 
sumers was included in the Demo- 
cratic Party platform last fall, 
and was specifically endorsed by 
Mr. Kennedy in a speech Nov. 5. 
| It reportedly will involve a fairly 
elaborate structure within govern- 
;ment to assure that the con- 
|sumer viewpoint gets considered 
‘at policy-making levels. The 
| White House unit would “repre- 
| sent” consumers before regulatory 
| agencies, and in broad economic 


provide an adequate | 


| policy-making. In addition, it is 
|expected to encourage formation 


Ad Reserve Fund 
Plan al Confab of consumer advisory committees 


NEw YorRK, March 22—The|in such agencies as the Depart- 
Assn. of Industrial Advertisers is| ments of Agriculture, Commerce 
planning to revive an old, almost| and Health, Education & Welfare. 
forgotten plan of the early 1950s | 
allowing advertisers to establish| # The idea of a “consumer office” 
| advertising reserve funds as a| has already been extensively 
cushion against slack business/|tested in state governments. Dr. 
periods. | Campbell directed a pioneer unit 

AIA president John Freeman|of this type in New York state 
told ADVERTISING AcE he had “def-|under Gov. Averill Harriman. 
|initely decided” to put the reserve | Similar organizations operated in 
|fund plan on the agenda of AIA’s (Continued on Page 103) 
April 19 meeting. “I’d like to get) 
this idea off the ground,” he said. | 
This thee ie titre toes cel araybar Names 
roof—we only think about it when 
it’s raining.” 


While the AIA planned to re- Hicks & Greist 


examine the fund idea, the Assn. | 

|of National Advertisers said today 

it was against the plan. The ANA, | $200,000 Account Had 

which once before explored the Been at G.M. Basford 

| possibilities of the plan, explained | 

|its current stand through Peter) Shop for Two Decades 

| Allport, president. 
“When they got down to brass | NEW York, March 24—Graybar 

tacks, most advertisers felt the | Electric Co. has switched to Hicks 

idea created more problems than | * Greist after short-circuiting a 

| it solved,” he said. 20-year relationship with G. M. 

| Basford Co. 

; | Graybar, which budgets about 
lane 3 Pan et Pe eaine at | $200,000 and calls itself the world’s 
which time reserve funds would | @rgest distributor of electrical 
|have to be spent. At the end of products, had been shopping for 


|foreign commerce, has been in five years, for instance, a company 
| preparation for nearly a year. Cov- | would be forced to get rid of all 
(Continued on Page 104) (Continued on Page 110) 


Last Minute News Flashes 


| 


inevitably the | Technicolor Seeks Agency for New Products 


Los ANGELES, Marc): 24—Technicolor Inc. is screening at least a half- 
dozen agencies here ii advance of marketing two new consumer prod- 
ucts, a home movie projector dubbed “instant movies” and a new film 
product. Fuller & Smith & Ross is reportedly a leading contender. Mc- 
Cann-Erickson continues as Technicolor’s agency of record, but with- 
drew from the new products picture due to a conflict with another Mc- 
Cann account, Bell & Howell. Billings of the campaign, scheduled to 
break around mid-April, initially are estimated in the $500,000 range. 


Thompson Named Helena Rubinstein Ad Head 


New York, March 24—Alice Thompson, formerly director of market- 
ing and research for Ingenue and at one time editor of Seventeen, has 
joined Helena Rubinstein Inc. as advertising director. She succeeds 
Sara Fox, who has retired. An “entirely new” ad department is being 
| set up by the compan’. 


Fletcher Richards Snaps Up Bali Bra 

| New York, March 24—Bali Brassiere Co. has appointed Fletcher 

Richards, Calkins & Holden to handle its advertising. More than 40 

agencies solicited the account, which was resigned last December by 

Hockaday Associates. |t is estimated to bill about $150,000. 
(Additional News Flashes on Page 103) 


an agency for three months, E. Lex 

|Bacon, general advertising and 
|sales promotion manager, who has 
been with Graybar 22 years, de- 
clined to comment on the change. 
He emphasized that “we’ve been 
|dealing with very fine people and 
|have had a very good relation- 
ship with them.” 

He said the change had nothing 
ito do with personalities, nor, he 
said, is Graybar branching into 
new fields. In the search for a new 
agency, he said, he was “thrilled 
|and delighted to find so many fine 
people in this business.” 


|}# Other company sources, how- 
|}ever, indicated that the switch 
grew out of “dissatisfaction” with 
the agency. Nevertheless, Basford 
reportedly was among the agencies 
invited to solicit the business. 

Graybar “seriously considered” 
five agencies, but limited presenta- 
tions to three. One of these was 
Ellington & Co., which had hoped 
to land the account via its recent 
acquisition of John Mather Lupton 
Co. The Lupton shop had handled 
a small section of Graybar busi- 
ness. = 


a peer tog 7 ee” ae me > oe eS gee er ee eet” pare Ae es : ea 5 feaererrerarss 
pW oops a ee. i Vhs ee a ee SO “ee ee ee Se a Bene te > ee Seber ee eae: Say CRE a ph la Re. Sh ee RO A 
i eee me Rees eat, vs! gir keg nea age A ee ee. Se eee cee ae en mag <i aeeetages: © 
MRE Dice ae | are ge i Ot 7 Eo a | See RN Ug RRs Pt ence ae yal eaters Co, pee SEED coe a eM es MR ey ae i ANG : ae, ees aes 
Sa) neg ae a ee ae Se a ee tere Sie IE Ce LGM. i uae, « 7S ee Bas eC reee e aan ee eee Seven ee: eer eee 
ay ae = A eR aes RR Py RM I ES Sea a tt Se. SERRE eater ee, oe ere ec eee 2S eens ea 
; ; ee : Sx riszead : : : i 3 asia es eer ee Beas as SI ae 8 Sat « 
7 Dhtnet = pats 
Ry Sen gia 
: es 
. ee rs 
‘ Pr oe ait 
: Sere 
Fy ie 
wae i oat ’ 
Lt es ee 
TS : 
Sgeie artes ea 
ce ey ee 
-_ 
- 
= ce ee Am << ee nee ae sha Bree aes SS Se ‘ : : 
cE Sa SRNR RE Cn er Oe a, << OK Be ek hay Ben OR Oe _ 
ae See — aes eee ss sae = Ae oo Ae oe So ee i 
eet es mo DEE ec _ = ee ; Sy Oriste NK ST So Be 2 Pee OS et” 2a 
as 
ia 
" . aan Oe 
fo oO ee 
oo ? 'e wee as 
4 « a eM ye 
-_- * ; : : a5 
“YP “~ > eee sie eo 
es a, Sone 
? be “~ = Pak sia ies 
ay ete 4 ‘i 
ca 2 $ pa Pe 
; z are 
. a’ / Pe 
é 2 Bes 5 ae 
ps a Paris 
, wg oe aCe ee eee 
~ 4” = e. Beane eres : 
. ae Rader RE een y 
: 4 — @ * aT aera. oi alee 
. te a «a ae i pe 
rad 7 5h 
se ‘2B « a peer 
‘ a Sk ol 
; ‘ - Fae 
> iy “E Rusekbtaiet. 7 oe 
, 2 a ye 
ae ee . 
Pe . 1 oe 
. ‘ 
» ‘ 
° 
_— 7 . L 
’ > * : 
. - . 7 : ‘ 
& a a perio aes Oe oats 
| — S; 
ae | ii 
be eas 
pu Sey a Oras 
G ry ee ee 
ey agate a: 
Fars eons meer yo, 2 Ty 
vil aie .3 aed eee 
‘ an Lbs 
ee r oe : 
Aghes sae 
re eo tne: 
ae 
ae | ie 
. i; ae 
cee gett Meee 
TT SE ED eer ae 
we Ta De Wee ss eee 
Po sie Paka 
- eo ee ree 
wee a eS 
rm Jeane ee 
oo ae yee 
f aes 
Bane a) es =, 
‘ ee ne i a 
ea ay ee 
i , Y a 5 ee 
e Fe gee 
aaa rail wae 
nS , ae 
So eg 
a SS ii: 
. ae 
3 as 
J ; Pe , | . 
. | , 
a Cs aE 
s Be ae 
2 
ae : | om a ‘ 
wea + se 
oe ae ee 
6 = m 
- ae ——— i oH - siti 
: i agian 
ie d = 
ae. a8 | 
ae a oe —— Sm 
, P - ’ z i 7 
a5 . i Sf 
5 y . ~~ -+ : “ = ve a 
Tare a eae ‘ 
; ; VF ie ae ges Wea peed Ze * Aaa oe ; : a 


2 


Ford of Canada 
Shifts Cockfield 
Share to Vickers 


Move Builds Portion 
at Vickers & Benson 
to About $3,400,000 


Toronto, March 23—Ford Motor 
Co. of Canada and Cockfield, 
Brown & Co. yesterday ended their 
fast-cooling 20-year-old associa- 
tion. 

The portion of the Ford account 
which was at Cockfield, Brown, 
estimated to bill $900,000 a year, 
has been moved to Vickers & Ben- 
son. J. Walter Thompson retains | 
its segment of the account. 

The development was not unex- | 
pected in advertising circles. The 
two companies, once very close (at 
one time Cockfield, Brown han- 
dled all the Ford business), had 
been growing apart for a number 
of years. 

Ford, which has been using three 
agencies—C ockfield, Brown; J. 
Walter Thompson, and Vickers & 
Benson—now will use only two for 
its product advertising account, es- 
timated to involve $6,000,000 a year 
in billings. 

John D. King, Ford’s vp of mar- 
keting, said the move was designed 
to “minimize duplication of day- 
to-day, yet costly, agency services.” 

He said it would also align 
agency responsibilities to match as 
closely as possible the product 
lineup of Ford dealers. 


@ While Ford and Cockfield, 
Brown, were very close at one 
time, it is understood that neither 
company is spilling tears over the | 
split. In fact, the development al- 
lows Cockfield, Brown, Canada’s 
second largest agency, to go after 
another automobile account with- 
out hesitancy. 

Informed sources have known 
for some time that the agency has 
not been happy with the relatively | 
small amount of automobile bill-| 
ing it has had, and they expect it 
to move swiftly to acquire a re- 
placement for Ford. | 

The piece of the Ford business 
Cockfield, Brown lost to Vickers 
& Benson ($900,000) was the small- 
est of the three segments. 


® Vickers & Benson’s Ford billings 
reportedly are running at the rate 
of $2,500,000 a year, while those 
at J. Walter Thompson are at the 
$2,000,000 level. 

Acquisition of the Cockfield, 
Brown segment of the account will 
push Vickers & Benson’s share to 
an estimated $3,400,000 a year. 

It is understood, however, that 
Ford is still considering the use 
of a third agency for a public re- 
lations campaign, which may in- 
volve advertising. The company 
has interviewed about six U.S. and | 
Canadian shops. 


s This is how Ford’s realigned 
agency assignments shape up: 

J. Walter Thompson—Ford 
Monarch, Falcon and Thunderbird 
ears and Ford trucks. 

Vickers & Benson—Mercury, 
Meteor, Comet and Lincoln cars 
and Mercury trucks, plus the fol- 
lowing accounts formerly at Cock- 
field, Brown: the British Ford line, 
including Anglia, Consul, Zephyr, 
Zodiac and Thames; Fordson and 
Ford tractors and equipment; parts 
and accessories; and “all-product” 
or institutional advertising. 


s While there is nothing official 
to go on, it is generally known that 
most automobile companies oper- 
ating in Canada are reviewing 
their advertising programs and_| 


year in billings. 


agencies with a keen eye. 

Among these companies are 
Studebaker-Packard and General 
Motors. The Studebaker-Packard 
account, which bills about $400,000 
a year, is lodged at Tandy-Rich- 
ards. MacLaren Advertising Co. 
handles all of the General Motors 
business in Canada, an account es- 
timated to involve $12,000,000 a 


— 
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‘BH&G’ Adopts New 
Rates, Base, Discount 
Plan; Adds Editions 


Des Mornes, March 24—Mere- 
dith Publishing Co. will inaugurate 
continuity and impact discounts, 
will add four regional editions and 
will raise the circulation rate base 
and advertising rates for Better 
Homes & Gardens, effective with 


| the October issue. 


The rate base will be increased 
4.9%, from 5,100,000 to 5,350,000. 
Rate for a b&w page in the national 
edition will be increased 4.9%— 
from $23,045 to $24,175. Rate for a 
four-color page also will be boosted 
4.9% —from $31,480 to $33,025. 

Instead of the present southern, 
western, eastern and central re- 
gional editions, BH&G will offer 
the New England, middle Atlantic, 
east central, west central, central, 
southeastern, southwestern and 
Pacific regional editions. 

Two new discount plans—con- 
tinuity discounts and impact dis- 
counts—are being added to the 
volume discounts currently avail- 
able. Continuity discount is earned 
on a minimum dollar equivalent 


DO YOU KNOW YOUR 


The secret: timesaving O & C French Fried Onions 


Stee . 
At your act! ound bartecee. y have thet steak 


| TIMESAVER—O Le y & Carpenter, 
Wolcott, N.Y., will run ads like this 
from May through January in 
|Family Circle and Woman’s Day 


featuring recipes embellished with | 


|O&C french fried onions. Rumrill 
Co., Rochester, is the agency. 


| Helene Curtis Ads 
Seek Distributors 


in Appliance Field 


} 


Cuicaco, March 23—Helene Cur- 


Smith, Kline Views 
Proprietary Field, 
Names Foote, Cone 


PHILADELPHIA, March 23—Smith, 
Kline & French Laboratories con- 
firmed that it has appointed Foote, 
Cone & Belding, New York, to re- 
search the possibility of entering 
the proprietary medicine field. 

The company told ADVERTISING 
AGE this week it had not made any 
decision on when or if it will enter 
the field or establish a subsidiary 


for this purpose as it has in Canada | 


(Franklin Laboratories). 

The appointment of Foote, Cone 
was made very quietly several 
months ago, but it is not known 
whether a particular product has 
been selected for testing as yet. 
SK&F is playing this new project 


| very close to the vest because of 


the competitive situation 
industry. 


® The SK&F move parallels Up- 


john Co.’s recent appointment of | 


McCann-Marschalk to conduct a 
study to help determine whether 
Upjohn should advertise its vita- 
mins to consumers (AA, Jan. 
2, 16). 

Doremus & Co., Philadelphia, 
handles the regular Smith, Kline 


|& French advertising. + 


|tis Industries has turned to the | 


| radio-television-appliance field in 
lan effort to find distributors for 
| its beauty supply and equipment 
| products. 


The cosmetics giant ran a page 


of a b&w page in each of 12 con-|ad in the March 21 issue of Home 
secutive issues, with a maximum| Furnishings Daily to recruit new 
of 4% for $132,100 and over. Im- | distributors. The company said it 


imum dollar equivalent of three| because their operations, services | 


four-color pages appearing as con- | and capital investments closely ap- 


|secutive pages or on consecutive | proximate the operations of beauty 


spreads in a single issue, with a| 
maximum of 3% for $165,125 and | are planned at this time. 
over. | Although it declined to 
Kary: Van, vp and ad director, | specific figures on how many dis- 
said the new regional editions! tributors it currently has or how 


supply distributors. No other ads | 


have been made possible by an 
investment of $15,000,000 in new 
plant and equipment. + 


— 


Starrs Adds Two Accounts 
Tronomatic Machine Mfg. Corp., 


| Helene Curtis said it planned to 
| expand into areas which now are 


|not represented, and to replace | 


| : . 
| some current distributors who are 
| retiring or selling their busi- 


manufacturer and designer of plas- | nesses. + 
. . . . | 
tic heat sealing, die cutting, vacu- | 


,;um forming and pressure forming Wander Buys Piece of Suchard 


machinery, and Customode, New 


| York, designer of hi-fi and stereo 


cabinetry and electronic equipment 
and components, have appointed 


John Patrick Starrs Inc., New! 


York, to handle their advertising. 


| Wander Co., Chicago, has ac- 
|quired a_ substantial interest 
Suchard Co. of Switzerland’s can- 
|dy business in the U.S. Wander 
will take over management of the 
business immediately. 


Sylvania Ads Back 


Its Wired TV Setup 


New YorK, March 23—Sylvania 
Electric Products has launched the 
first advertising for its direct-wire 


in this | 


Advertising Age, March 27, 1961 


U.S. Tobacco 
Appoints D&C, 
Doherty, Clifford 


New York, March 23—U:S. To- 
bacco Co.—maker of King Sano 
cigarets, pipe tobaccos and snuff— 
has split its business between Don- 
ahue & Coe and Doherty, Clifford, 
Steers & Shenfield. 

The move follows a long and 
complicated series of disagree- 
ments with its old agency, C. J. 
LaRoche & Co., which had handled 
the whole account since December, 
1956. 

U.S. Tobacco began conducting 
preliminary screening sessions at 
the end of 1960. Robert J. Steinle, 
ad manager, said the account for 
| the coming year would be about 
| equally divided between the two 
| agencies. Total billings were esti- 
mated at $1,200,000. 


# The business originally went to 

LaRoche in two pieces. The agency 

had a small portion, including 

some pipe tobacco brands, such 

as Old Briar. After about two 
| years, the rest of the business was 
| added. 

With the switch, DCS&S will 
| handle Copenhagen snuff, Old 
| Briar and Dills Best smoking to- 
baccos, Encore cigarets and a new 
| product not yet announced. En- 
|core is still in the test market 
| stage. 


Donahue & Coe will handle King 
Sano and Sano cigarets (the com- 


tv systems. A six-month campaign 
pany’s top cigaret brands), Model 


calls for six insertions each in 


| Business Week, Fortune and the | tobacco, and the premium tobaccos 
pact discount is earned on a min-j| approached appliance distributors | 


Wall Street Journal. —Lion Head, White Cloud and An- 
Advertising began this month, | tique Mixture No. 38. In addition, 


| more than a year after the product | it will handle Skoal chewing to- 
|was introduced. Copy will include | bacco and a product not yet an- 


cite | 


: . > | 
testimonials from current users in | nounced. + 


commerce and industry. 
The Sylvania tv camera weighs 
15 lbs. The manufacturer’s suggest- 


/ed list price is $650. 
| many distributors are being sought, | 


Kudner Agency has the ac- 


| count. + 


’ 


AB-PT Gets Final Payment 
American Broadcasting-Para- 

mount Theaters, New York, re- 

ceived $5,497,500 from Walt Disney | 


| Productions, which is the remain- | 


in | 


der of AB-PT’s saie price of $7,- 


500,000 for its stock interest in Dis- | 


neyland Park. This prepayment, 
originally payable over five years, 
will add capital gains of $3,846,000, 


after taxes, to AB-PT’s first quar- | 


| ter 1961 earnings. 


Highlights of This Week's Issue 


A complete tabulation of all planned adver- 
tising readership studies for 1961 of general 
magazines, newspapers and busi- 


and farm 


Henry Heide Inc. switches its advertising 
account to Fuller & Smith & Ross after 
18 years with Kelly, Nason Page 3 


General Mills launches four new cereals 


on the British market through its sub- 
sidiary, Latham Foods, under the family 
name “Big G Cereals” Page 4 


Eagle Pencil Co. offers a free hand- 


writing analysis with every boxtop from | 


Eagle’s Mirado and Verithin pencils and 
Stickpin ballpoint pen as an added in- 
centive for writing with its prod- 
wets .... ‘ Page 8 


Smith-Corona Marchant Inc. pegs its sales 
hopes on its compact electric type- 
writer 


Advertising Federation of America study 
reveals what qualities advertising ex- 
ecutives possess Page 30 


Advertising Requirements survey reports 
plaques and trophies can perform a 
definite, long-range function as sales 
promotion tools or they can cause ani- 


mosity, bad publicity or worse .Page 34 


Marketing consultants Nicholas Samstag 


and- Daniel Yankelovich say marketing | 


needs less 


research, more philoso- 
phy ' 


Page 38 


Newspaper r.o.p. color advertising totaled 
10,214,770 lines in January, 6.6% 
crease over January 1959 


Brand Names Foundation names Mc- 
Inerny Ltd., Honolulu, “Specialty Store 


Page 18) 


in- | 
Page 46 


Retailer-of-the-Year” 


Arts & Publicity 
units, 


Page 52 


Ltd. splts into two 
Stewart-Johnson & Associates 
Ltd., operating a full-service agen- 
cy, and Art & Publicity, operating 
mainly as an advertising production 
house 


Fairchild Camera 


as 


& Instrument Corp. 
will use print and spot tv to promote 
its talent search contest, being con- 
ducted in conjunction with Warner 
Bros. pictures for its forthcoming movie, 
“Parrish” spindle Page #4 


| Doyle Dane Bernbach Inc. shares top 
honors with Young & Rubicam and 
Look at the New York Art Directors 
Club’s annual exhibition of advertising 
and editorial art and design Page 76 


| Washington passes law prohibiting out- 
door advertising within 660’ of inter- 
state highways or along state highways 
in sections designated by the legislature 
as scenic areas Page 85 


| Advertising Age probes advertising prac- 
titioners and their suburban neighbors 
on the question, ‘‘What kind of a person 


| is an adman’’? Page 87 


Walter Guild, president of Guild, Bas- 
com & Bonfigli, charges that many 
large companies and industries have 
created idea-vacuums of ‘‘pompous per- 
fection” Page 102 


| WITMJ-TV preference study shows that 


Page 58) 


ness papers is presented in this issue on Pages 
37 and 38 by ADVERTISING AGE. The tabulation 
was compiled by Max Berking Inc. 


the overwhelming proportion of Great- 
er Milwaukee's tv viewers feel their 
needs are best served by pure enter- 
tainment programs ..Page 107 


Washington passes law prohibiting ‘false, 
deceptive and misleading advertis- 
ing” poiieieebemmanieinnitians Page 111 


FIGURES TO FILE 


Farm Publication 


Linage — Page 47 
100 Top Magasine, Tv 

Advertisers in 1960 Page 106 
Videodex Network TV ... Page 1% 


REGULAR FEATURES 


Advertising Market Place 
Agencies Ask Us 

Along Media Path 

Biz Quiz , 
Coming Conventions 
Creative Man's Corner 
Editorials 

Farm Publication Linage 
Getting Personal 
Information for 
Obituaries 
Peeled Eye Dept. 
Photographic Review 
Production Tips 
Rough Proofs 


Advertisers 
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This Week in Washington 107 | 
Voice of the Advertiser .... mo 
What They're Saying 16 


| 
Bristol-Myers, 
| 


Merling, Plough 
Defend Ad Claims 


New York, March 24—Three of 
| the four major analgesics market- 
ers, which were cited last week by 
the Federal Trade Commission for 
alleged misleading advertising 
claims for their headache remedies 
(AA, March 20), this week de- 
fended their advertising. The 
\fourth company—American Home 
| Products, which makes Anacin— 
| declined to comment. 

Following are the statements is- 
sued by Sterling Drug Inc., Bristol- 
| Myers and Plough Inc.: 


| 
|@ J. N. Cooke Jr., vp of Sterling 
| Drug Inc. and president of its 
Glenbrook Laboratories division, 
| which markets Bayer aspirin: 
“The Federal Trade Commission 
has instituted proceedings against 
| Sterling and three other companies 
| questioning certain advertising 
|claims for proprietary analgesics 
“For years aspirin—the most 
| widely used medicinal prepara- 
|tion in the world—has been dis- 
| paraged by claims of others that 
|certain analgesics act ‘faster’ or 
jact ‘twice as fast’ as aspirin in 
| the relief of pain. 
| “Sterling, as well as responsible 
medical authorities, have conduct- 
ed studies to evaluate such claims 
These studies, in which the aspirin 
used was Bayer aspirin, show that 
the claims in behalf of other an- 
algesics of ‘faster’ and ‘twice as 
fast’ are not supportable. Further 
they show that the addition of buf- 
fering agents to aspirin serves m 
clinically detectable useful pur 
| pose. 
| “The results of these studies 
(Continued on Page 103) 
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Advertising Age, March 27, 1961 


Du Pont to Spend 
$43,000,000 for 
Ads in ‘61: Dean 


WILMINGTON, March 23—E. I. du 
Pont de Nemours & Co. will spend 
about $43,000,000 for advertising.in 
1961, Joel Edward Dean, director 
of advertising, has disclosed in a 
statement defending the role of ad- 
vertising. It appeared in the cur- 
rent issue of the company’s em- 
ploye magazine, “Better Living.” 

Last year, Du Pont ads appeared 
in 1,583 trade and consumer maga- 
zines, newspapers and other publi- 
cations in the U. S. and Canada, in 
511 foreign publications, 1,942 tele- 
phone directories, and 1,184 radio 
and tv stations, he reported (for a 
report on another aspect of Du Pont 
advertising, see Page 3, AA, March 
6). Handling this communications 
effort are 275 people in Du Pont’s 
ad department, and its three adver- 
tising agencies, Batten, Barton, 
Durstine & Osborn, N. W. Ayer & 
Son and Charles Rumrill Co. 

In the “Better Living” article, “A 
Useful & Decent Practice,’ Mr. 
Dean pointed out that there are 
two reasons why mass produced 
goods cannot be brought directly to 
the customers: One is the trend to- 
wards self service; the second is the 
high cost of face-to-face selling. 


s “With few exceptions,” the Du 
Pont ad chief wrote,” I find adver- 
tising and the profession of adver- 
tising to be an enormously vital, 
useful and decent segment of U.S. 
life. Advertising has created new 
industries overnight. In fact, it is 
hard to conceive of a new product 
today that can be successfully 
launched without advertising. 
There aren’t enough salesmen to 
tell us about it. Advertising is the 
only economical way to get the 
message across.” 

He said further that without ad- 
vertising, just about every radio 
and tv station would go off the air, 
newspapers and magazines would 
have to increase prices sharply, 
and trade papers would have to 
cease publication. 


8s Admitting that there are some 
black marks against advertising, 
Mr. Dean pointed out that these 
represent a small minority of ad- 
vertising in this country. 

“It’s ridiculous to condemn a 
group for the poor behavior of a 
few,” he said. “And this blame 
should not fall exclusively on those 
engaged in advertising. The re- 
sponsibility for this kind of adver- 
tising must fall equally on the com- 
panies that pay for it. You can’t 
divorce the management of the 
company from the advertising it 
sponsors.” 


es Some of the charges critics use 
to belittle and condemn advertising 
are often malicious, contradictory 
and unfounded, Mr. Dean wrote. 

“For instance, we are accused of 
manipulating and swaying the 
minds of the public to buy what- 
ever we want to sell. What non- 
sense! It’s all we can do to antic- 
ipate what the public wants. Often 
we're not successful,” he admitted. 

Revealing that Du Pont’s ad costs 
average about 2¢ for every sales 
dollar, he stressed that advertising 
helps to sell vast quantities of 
products, allowing the producer to 
manufacture at lower costs. 

Mr. Dean has an unusual back- 
ground, as advertising director of 
one of the country’s largest adver- 
tisers. He reportedly has never 
written an ad. He came up from a 
background in production and up 
through sales. In 1950, when the 
film department was organized, he 
became director of sales until Jan- 
uary, 1960, when he was named to 
his present post. + 


‘Canadian Adman’‘s 
‘Daughter Inspires 
Prize Jell-O Slogan 


(For other General Foods news 
see story on Page 84.) 

MontTrREAL, March 22—Thank 
heavens for little girls! That’s the 
current refrain at General Foods 
Ltd. 

For when eight-year-old Mo- 
nique St. Denis sat down for a 
quiet lunch one day last summer 
she sparked an advertising cam- 
paign that has sent Jell-O sales 
zooming in Quebec. 

Lunching with Monique was her 
father, Gerry St. Denis, manager of 
Baker Advertising Agency’s Mon- 
treal office and a man with a mon- 

,umental problem. 

® He had to find the French equiv- 
alent of Jell-O’s English advertis- 
ing theme—‘Jell-O has built-in 
yum”—a slogan that could not be 
translated literally. 

It was a rather gloomy lunch 
until pretty young Monique tasted 

her dessert and said: “J’ai l’eau a la 


bouche,”’ which means, “My mouth 
is watering.” 
At that point, a wide grin} 


spanned Mr. St. Denis’ face and) 
things returned to normal in his | 
household. Young Monique had hit | 
the jackpot. 

Mr. St. Denis substituted “Jell-O” 
for “J’ai l’eau” in “J’ai l'eau a la 
bouche” and thus created a subtle 
French advertising slogan. 


8 “Jell-O a la bouche” taken loose- 
ly (especially for broadcast me- 
dia), can mean either, “I have 
Jell-O in my mouth” or “My mouth 
is watering,” a play on words which 
is appreciated by the French- 
speaking Canadian. 

To wit: The Quebec chamber of 
commerce at Quebec City was so) 
impressed with the slogan (this | 
could only happen in French Can- | 
ada) that it asked Mr. St. Denis to 
address one of their meetings on 
“Why women like Jell-O.” 

As yet, Mr. St. Denis has not 
given the speech in English, which, 
of course, he is perfectly capable of 
doing. If, one day, he does, no 
doubt he will title it, “Why mum 
likes yum.” + 


‘Heide Switches to 
F&S&ER in New Shift 
Into Broadcast Ads 


New YorK, March 22—Henry 
Heide Inc. has switched its adver- 
tising account to Fuller & Smith & 
Ross after 18 years with Kelly, Na- 
son. 

Gene Sullivan, general sales 
manager, said the switch was made 
because of a company change in 
marketing orientation towards 
television and radio, which the new 
agency is better geared to handle. 
F&S&R won over about five com- 
peting agencies. Mr. Sullivan de- 
clined to name them. 

The account has billed an esti- 
mated $150,000-$200,000 at Kelly, 
Nason. It is best known for its Ju- 
jyfruits and Jujubes brands, al- 
though it also makes a line of 
standard candy items. 

At the new agency, advertising 
will be concentrated in key cities, 
in a program now under prepara- 
tion. + 


‘Petrochemical Industry’ Sold 

Petroleum Engineer Publishing 
Co., Dallas, has purchased all pub- 
lishing rights of Petrochemical In- 
dustry from Producers Publishing 
Co., Bradford, Pa. The acquisition 
of the publication “will add more 
useful editorial content for our 
readers and will also increase the 
paid circulation base for adver- 
tisers in Petro/Chem Engineer,” 
Joe B. Woods, president of the 
Dallas company, said. 


sPLit—Lanolin 


Plus Inc., Newark, 
is launching its new Color Plus 
nail polish in magazines. This ad 
will run in the May Vogue and the 
| June Harper’s Bazaar. Daniel & 


| Charles is handling the promotion. 


Howard Is Named 
to Presidency of 
C. J. LaRoche & Co. 


New York, March 24—William 
H. Howard, once a senior vp in 
|charge of new business at Young 

ae x & Rubicam and 


account man- 
agement staff 
of J. Walter 
Thompson Co., 
has been named 
president of 
C. J. LaRoche & 
Co., effective 
April 1. He will 
succeed James 
D. Webb, who 
died of a heart 
ailment last September at 52. 

Chester J. LaRoche, who took 
over from Mr. Webb, will revert 
to chairman of the board. 

Mr. Howard, who was exec vp 
and advertising head of R. H. Macy 
& Co. before joining Y&R in 1948, 
also has been associated with 
Montgomery Ward and Gimbel 
Bros. 

The LaRoche agency said John 
Graetzer and John Goodwillie 
would continue as exec vps and 
that Jerome Roscoe and Tom Lewis 
would remain as senior vps. C. R. 
LaRoche will continue as general 
manager. + 


Wm. H. Howard 


Bowling Supplement Set 
for Three Dailies 

Bowling U.S.A., a_ separately 
edited rotogravure magazine, will 
appear in the Sunday, Aug. 27, 
1961, editions of the Chicago Trib- 
une, Detroit Free Press and St. 
Louis Post-Dispatch. It will be 
published by Bowling Inc., Skokie, 
Ill., which inserted a similar sup- 
plement in the Tribune last fall. 


more recently a | 
member of the 


NEw YorK, March 23—West- 
inghouse doesn’t go along with 
suggestions made by some adver- 
tisers (AA, March 20) that tv spe- 
cials no longer carry a solid ad- 
vertising punch. 

Quite the contrary. This long- 
time major television enthusiast 
will invest its entire national tv 
budget in a package of 18 one-hour 
specials to be spread throughout 
the 1961-’62 season over the three 
major networks. 

Ironically, CBS, which lately 
has been cool to the spectacular 
concept of programming, ends up 
with most of the Westinghouse 
specs—-seven. NBC will carry six 
and ABC five. 


a OnCBS, Westinghouse will pitch 
at dramatic fans; on ABC, the 
company will concentrate on mu- 
sic lovers; on NBC, there will be 
public affairs programs aimed at 
the intelligentsia, plus two enter- 
tainment shows. 

The dramas will be produced by 
Gordon Duff. The musicals will 
range from “An Old-Fashioned 
Thanksgiving” to “Nutcracker 
Suite” to a Meredith Willson musi- 
cal variety stanza. Chet Huntley 
and David Brinkley will narrate 


Bowl-Mor Appoints 
Chirurg & Cairns to 
Push New Pinspotter 


LITTLETON, MaAss., March 23— 
Bowl-Mor Inc. is branching out in- 
to the ten-pin setting business and 
has named Chirurg & Cairns, Bos- 
ton, to handle the advertising. 

Bowl-Mor’s other automatic pin- 
setting machinery (Candlepin, 
Rubber-Band duckpin, duckpin 
and German ninepin) will remain 
with Harry M. Frost & Co., Bos- 
ton. 

The company is currently await- 
ing approval of the American 
| Bowling Congress for its new ten- 
pin machine, which is to be man- 
ufactured, installed and serviced 
by Otis Elevator Co., New York. 
Otis manufactured Brunswick 
equipment before the company 
launched into its own manufactur- 
ing. 

A company spokesman said ad- 
vertising for the ten-pin apparatus 
in the second year could reach the 
same proportions as Brunswick’s 
and American Machine & Foun- 
dry’s. This would put it in the 
$1,000,000 category. + 


Perkal Joins Stebbins 

Rudolph Perkal has joined Hal 
Stebbins Inc., Los Angeles, as an 
account supervisor. He formerly 
was a vp and director of Charles 
A. Mott! Inc. 


rome «Heh bof = 
GET IN ON.. GREEN THUMB |= = 
SAIE~ SWEEPSTAKES |= = 


SIGN OF SPRING—Libby, McNeill & Libby, Chicago, is launching its 
annual Green Thumb store promotion with this color spread in the 
April 11 Look. J. Walter Thompson Co. is the agency. 


Westinghouse Goes All Out for TV 
Spectaculars: 18 on Three Networks 


the public affairs documentaries. 
J. H. Jewel, marketing vp for 
Westinghouse, said the aim is to 
“trx.to offer something for every- 
one. . while maintaining the 
highest levels of good taste.” 


® After nine years of sponsorship 
of the early tv favorite, “Studio 
One,” Westinghouse has had dif- 
ficulty finding another popular 
program. It stayed with the “Stu- 
dio One” replacement, “Desilu 
Playhouse,” for two seasons, drop- 
ping out in the fall of 1960. This 
January, the company bought a 
Nanette Fabray half-hour situation 
comedy on NBC; this one will last 
(Continued on Page 106) 


Circulation of 
Magazines Is Up 
4.5% in ‘60: MPA 


‘McCall's’ Pulls Ahead 
of ‘LHJ’; ‘Reader's 
Digest’ Hits 12,592,912 


New York, March 23—The 115 
member books of the Magazine 
Publishers Assn. enjoyed a collec- 
tive circulation gain of 4.5% last 
year, with total net paid averaging 


| 149,717,976. 


Among the big boys, MPA totals 
looked like this: 
e McCall’s, with 6,560,452, went 
slightly ahead of Ladies’ Home 
Journal, perennial front runner in 
this group, which had 6,550,415. 
Good Housekeeping trailed with 4,- 
961,039. The McCall’s gain amount- 
ed to 14.6%, while the Journal 
advanced 9.4% and Good House- 
keeping went up 6.8%. 
e The Life-Look-SEP competition 
saw Life wind up with 6,764,686, 
The Saturday Evening Post finish 
with 6,377,367, and Look end with 
6,322,417. 


e Reader’s Digest, off by itself in 
circulation circles, advanced 4.8% 
to 12,592,912. TV Guide, another 
big-number title, was up 3.6% to 
finish 1960 with 7,079,511. 

e The supermarket bigwigs, Fam- 
ily Circle end Woman’s Day, were 
both ahead of ’59 totals. Circle ad- 
vanced 9.8% to 5,616,029, while 
Woman’s Day jumped 18.9% to 5,- 
051,066. 

e Other books in the multi-million 
circulation bracket made gains 
ranging from slight to strong. 
American Home was up 0.3% to 
3,675,676; Better Homes & Gardens 
was ahead 3.4% to 5,037,498; Boys’ 
Life added 6.6% to 2,047,313; Cor- 
onet inched up 0.4% to 3,122,628; 
Redbook grew 8.1% to 3,220,354; 
Time tacked on 6% to 2,541,977; 
and True grew 2.3% to 2,408,348. 


® Biggest percentage gainers in- 
cluded McCall’s Pattern Fashions, 
zooming 83.9% (to 531,842); Glam- 
our-Charm, jumping 42.4% (to 1,- 
140,144); Hi-Fi/Stereo Review, up 
28.1% (to 162,950); Popular Boat- 
ing, ahead 27.7% (to 177,159); and 
Bride’s Magazine, up 27.6% (to 
184,320). 

Losers included Cosmopolitan, 
off 4.2% (to 857,669); Farm Jour- 
nal, down 2.9% (to 3,030,290) ; Hol- 
iday, with a 2.4% drop (to 921,- 


061); and The New Yorker, off 
0.3% (to 425,781). = 
Schram Joins Booth 

Laurence G. Schram, formerly 


assistant national advertising man- 
ager of the Press, Grand Rapids, 
Mich., has joined the Chicago sales 
office of Booth Newspapers. 
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General Mills to Introduce Four New 


Cereals in England; Sets Big Ad Push 


Lonpon, March 21—General 
Mills, America’s largest milling 
company and one of its biggest 
breakfast cereal producers, an- 
nounced last week it is launching 
four new cereals on the British 
market. 

This is one of the biggest de- 
velopments yet seen in the British 
cereal market. And it reveals, as 
predicted in ADVERTISING AGE 18 
months ago, one of the prime rea- 
sons motivating General Mills’ pur- 
chace of Latham & Co., 75-year-old 
British company. 

Through its British subsidiary, 
Latham Foods, General Mills is 
simultaneously launching Cheeri- 
os, Sugar-O’s, Cracka-Jacks and 
Starkles under the family name, 
“Big G Cereals.” 

Cheerios are puffed oat rings in 
a 10% oz. packet; Sugar-O’s are 


sugar-coated puffed oat rings in a 
914 oz. packet; Cracka-Jacks are 
corn flakes in a 10 oz. packet; and 
Starkles are star-shaped puffs 
made from oats and corn in a 7 oz. 
packet. 


s Advertising, handled by S. C. 
Peacock Ltd., will back the initial 
launching in London and through- 
out southeastern England. 

The cereals will be introduced 
with 45-second television commer- 
cials on the London, Southern and 
Anglia stations during peak view- 
ing times and on “Children’s 
Hour,” together with a number of 
advertising magazine participa- 
tions. 

Press advertising will include 
full pages and 15” x 6-column ads 
in the two London and eight pro- 
vincial evening newspapers in the 


| launching area. 

All advertising carries an in- 
troductory theme of, “Buy two, 
get another packet free.” This 
theme is repeated on packs which 
also carry various cut-out models 
for .children. 

The press campaign gets under 
way April 5, the television cam- 
paign April 8. 


a The “Big G” theme, being used 
in all advertising, packaging and 
display material produced by Pea- 
cock, has a double interpretation. 
It identifies the cereal as a Gen- 
eral Mills product and guarantees 
a full-price refund if the pur- 
chaser is not satisfied. 

Distribution to retailers began 
last week and the heavy adver- 
tising campaign to back the 
launching is scheduled to run six 
weeks. Further advertising is 
planned to 
year and after the cereals have 
been successfully launched in 
London and the Southeast, 
will move region by 
national distribution, 


region to 
backed in 


Planning a promotion in the Pacific Northwest? 


Washington State's Puget 
Sound Circle is a vital, grow- 
ing In 
selling this market, your dis- 
tribution, sales, and merchan- 
dising forces cover both Seattle 
and Tacoma. Your advertis- 
ing must do the same. That 
means Tacoma is an essential 
buy on every Pacific North- 
west newspaper schedule! 


concentrated market 


1. 


Tacoma must be covered if you want full selling 


effectiveness in the Puget Sound Circle—biggest 
market north of San Francisco. 


Tacoma can be covered only by the Tacoma News 

Tribune—delivering 82.1%* coverage of the metro 
area. No outside daily (or combination) can provide you 
with merchandisable coverage in the Tacoma market. 


*Newspaper Rates and Data 


TACOMA NEWS TRIBUNE —An “A” schedule must. 
Circulation now more than 86,000. 
Ask the man from Sawyer-Ferguson-Walker Company. 


run throughout the} 


they | 


SPLIT PACK—‘*21” Brands Inc., New 


mouth in these “split” 

which double as a carrier and a 

display. The packages were de- 

signed by Weyerhaeuser & Co. 

The agency is Guth, Francis & 
Richards. 


each case by heavy advertising. 


packages | 


| York, is distributing Tribuno ver-| 


| 000) 


The cereal launching, with S. C. | 


Peacock as the agency, follows the 
launching of Betty Crocker home 
baking mixes, 
Barton, Durstine & Osborn. 


ea The Betty Crocker line, repre- 
sented by Baking Mix (Bisquick), 
American Fudge Brownies and 
four pudding cakes in lemon, 
caramel, orange and _ chocolate 
flavors, was launched last Sep- 
tember, just 13 months after Gen- 
eral Mills bought control of La- 
tham and formed its successor 
company, Latham Foods Ltd. 


through Batten, | . 
| mercial 


Thus, General Mills’ first over-| 


seas operation seems to be getting | 


away to a good start. Its Betty 
Crocker line, with six entrants, is 


competing in a field with an esti- | 
mated annual turnover of £10,-| 


000,000 ($28,000,000), where the 
main competitors are Alfred Bird 
& Son Ltd. (the British subsidiary 


of General Foods); Quaker Oats | 


Ltd.; and Standard Brands Ltd. 

Now, as predicted in AA, Gen- 
eral Mills is out to carve itself a 
slice of the British breakfast cere- 
al market, worth about £3,000,- 
000 ($84,000,000) annually. 


s This is a tough market to crack. 
It is expanding at the annual rate 
of only 1% to 2%. Here a manu- 
facturer can only improve his 
competitive situation at the ex- 
pense of another brand. The situa- 
tion is characterized by heavy 
advertising expenditures and the 
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regular introduction of new brands 
by existing companies. 

The launching of four new 
brands simultaneously, however, 
is a shrewd tactical move on the 
part of General Mills and its agen- 
cy. By tying the four brands to- 
gether under the “Big G” theme, 
any success attaching to one will 
tend to attract customers to the 
other three. 

There is no immediate indica- 
tion of the size of the advertising 
appropriation for this cereal 
launching, but it appears it will be 
a pretty hefty one—certainly by 
the time these four brands go 
national. 


@® Total press expenditure on 
breakfast cereals has doubled 
from £557,000 ($1,559,600) in 1952 
to around the £1,000,000 ($2,800,- 
level, where it appears to 
have stabilized. Television adver- 
tising, on the other hand, is con- 
tinuing to expand. Currently tele- 
vision advertising for cereals is 
running over the £1,500,000 ($4,- 
200,000) level. 

Since the introduction of com- 
television in 1955 this 
medium’s share of the cereal ad- 
vertisers’ press-television budget 
has grown from 20% to 60% of the 
total. 

At present the breakfast cereal 
market is to all intents and pur- 
poses monopolized by American 
companies: Kellogg Co. of Great 
Britain Ltd., Nabisco Foods Ltd., 
Quaker Oats Ltd., and Alfred Bird 
& Son Ltd. 


s Recent market surveys show 
the cereal field breaks down this 
way: 
Kellogg brands 61% 
Shredded Wheat (Nabisco) 13% 


Weetabix Ltd. 12% 
Quaker Oats Ltd. 12% 
Alfred Bird 1% 
Others 1% 


The dominance of Kellogg re- 
sults mainly from the popularity 
of Kellogg’s corn flakes, the mar- 


ket leader, which accounts for 
about 46% of all breakfast cereal 
purchases. 


Even if General Mills can only 
achieve 1% of the market with its 
cereals initially, it will be a healthy 
$1,000,000 a year business. + 


Wade to Move to New Oftices 

Wade Advertising will move its 
New York office to 10 Rockefeller 
Center April 15. 


A NEW BABY 


I$ SIZZLING HOT/ 


Fires the whole family into roaring 
action; sets off a powerful, driving 
demand for almost anything. 


GIFT-PAX will distribute samples of 
non-competing baby and family prod- 
ucts to 3,200,000 new mothers in the 
United States alone, many thousands 
in Canada and the United Kingdom — 
right at the bedside when the impact 


is greatest. 


CONTROLLED PRODUCT SAMPLING 
to NEW MOTHERS IN HOSPITALS 


if ty 


Let us tell you how your product can 
be included in this group, without 
waste and at low cost. Phone [Vanhoe 
5-0660, or write to 


Gite in 


25 Hempstead Gardens Drive 


United States 


West Hempstead, L. 1., N. Y. 
* Canada United 


Kingdom 
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Newsweek delivers 
more scientists 
per ad dollar 
than any other 
newsweekly 


Physicists, biochemists, metallurgists— 
all scientists—are wielding increasingly 
important influence on corporate 
decisions. Many of these men read 
Newsweek to get the facts and the 
meaning of the significant news... 
presented, fairly and clearly, across the 
full spectrum of human affairs. Small 
wonder that, according to a recent 
survey by Walter Gerson & Associates, 
you reach more scientists per dollar 
through Newsweek than through any 


other newsweekly. 


... ahead of the news, behind the headlines . . . for people at the top 
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Brevity Is Soul 
of Contests, P.O. 
Told by D. L. Blair 


New York, March 21—With the 
strategem of the apothegm, apho- 
rism and epigram, D. L. Blair Corp. 
is armed to do battle with the 
postal authorities. 

D. L. Blair Corp., for those who 
came late to this episode, is a spe- 
cialist in contest management and 
judging and sweepstakes handling. 
The Post Office Department, an 
arm of the government entrusted 
with (a) the responsibility of deal- 


jing with lotteries and (b) more 
| clauses, sub-clauses and parenthet- 
ical phrases (39 Ch. 1) (B) (5) 
than one can shake a lawyer <at, 
‘wants to rule out lotteries by 
lengthening the number of words a 
contestant must use in contests. 

| The result is a 13-page “brief’’ 
in which D. L. Blair defends the 
|principle of brevity. 

The company indignantly rejects 
the notion that its contests may 
come within the purview of the 
lottery statute. 


# It resorts to the thunder of great 
names in history, and some astute 
use of definition, to make its point. 
Blair insists, “Brevity itself holds 
a respected place among the cri- 
teria of scholars and critics as a 
basis of merit’ and goes on to say 


that the judgment of a last line in 
a limerick or the completion of a 
sentence in fewer than 40 words 
|falls within the scope of such lit- 
erary efforts as: 

“The epigram (‘a bright or witty 
thought tersely and ingeniously 
expressed’—Webster’s); the apho- 
|rism (‘a short, pithy, compendious 
| sentence’—Webster’s); the apoth- 
'egm (‘a short, pithy and instruc- 
tive saying’—Webster’s); and the 
proverb (‘a brief epigrammatic 
saying’—Webster’s), each of these 
a classically established and recog- 
nized literary form.” 


| Well, in support of brevity, Blair 
summons the Golden Rule, Nathan 
Hale, Patrick Henry, Sir Winston 
Churchill and Gen. Anthony Mc- 
Auliffe (‘‘Nuts!’’). The brief points 


;out that Mr. Churchill could have 
|said, ‘‘We owe a lot to the RAF,” 
instead of, ““Never in the field of 
human conflict was so much owed 
| by so many to so few,” an idea it 
| owes to but doesn’t credit to a Ken- 
yon & Eckhardt house ad which 
won a gold key award from New 
| York copywriters. 


s The brief also disputes the no- 
tion of the Post Office that 40 
| words might keep a contest state- 
ment completion out of the lottery 
|category. What’s wrong with the 
traditional 25 words or less? Blair 
wants to know, arguing that there’s 
no justification for a change to 40 
| words. 

Blair also argues that duplica- 
tion is rare in contests, with re- 
search showing that 97.8% of a 
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KPRC TV, Housion.... 


JACK HARRIS 


Vice President and General Manager 
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Uou gonna paint house? 
a 


HOW? Look for paints 
with palefaces on package 


v.@ TERTC® COLORe FOR Home sme twaderar 


ye LOWE BROTHERS COMPANY - DAYTON 2, ONO } 


| WAR PAINT?—Lowe Bros., Dayton, 
|will feature a colorful Indian 
|theme in its 1961 advertising for 
|its paints. Four-color vertical half 
pages will run in magazines start- 
ing in April. Kircher, Helton & 
Collett is the agency. 


random sample aren’t duplicates. 
The company goes on to explain 
—in a rare look inside contest 
judging mechanisms—that entries 
go through mail opening to see if 
mechanical requirements have been 
met, through junior judges who 
discard commonplace material, and 
grade entries as “reject,” “basic,” 
“merit” and “executive survey.” 
“Junior judges” are upper level 
college and graduate students, ma- 
jors in advertising, marketing, in- 
dustrial psychology and English. 
“Basic entries” form a reserve to 
be reevaluated if the “merit” cat- 
egory has to be enlarged. “Merit” 
entries go to senior judging. 


® Senior judges have B.A. or M.A. 
degrees, with heavy experience in 
the same majors as juniors. Final 
executive judging is handled like 
senior judging, with top entries 
handled in executive review. Ex- 
ecutive judges have M.A. degrees 
or doctorates, and associate or full 
professional rank, with concentra- 
tion in English or marketing. 
Judging is on the following fac- 
tors: aptness (0—25); originality 
and effectiveness of language (0— 
|50); sincerity or believability 
| (0O—10); and consistency and clar- 
‘ity (0—15). 
| In an appended newsletter, Blair 
reports these breakdowns for types 
of national centests: 


@ 25-word-statement .......... 28% 
@ Sweepstakes ...........c00 22 
© CERI crccerccesercasericenisene 20 
©. FARO seivsinrtiisccencencmenss 14 
@ Picture game ...........0.+ 12 
@ Miscellaneous ...............0 4 
A similar analysis of major 


prizes in contests shows: 


@ Merchandise 
@ Cash 


@ Cors 


Pabst Has Sales, Profits Gain 
Pabst Brewing Co. has reported 
net earnings of $2,062,577 for the 
|1960 calendar year, an increase 
lover 1959 earnings of $1,236,668 
Pabst had sales last year of $150,- 
024,376, an increase of $3,491,547 
over 1959 sales. It was the second 
successive year in the last five 


years that the brewer has finished 
| in the black. 
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SO LIGHT IS LIGHT...SO WHAT? ; 


To many men in many 
plants, light is the opposite of dark. Simply something to see by. But to 
certain men...specifically those who are paid to manage plant opera- 
tions...lighting is as much a production tool as any piece of equipment 
on the plant floor. It can be engineered to improve quality, step up out- 
put, cut costs. These men scrutinize everything with a cost-eyed view. 
And that goes particularly for the pages of FACTORY, edited exclu- 
sively for them. FACTORY is their favored source of new ideas and 
methods and equipment, the latest in management techniques and 
thinking. Can you conceive of a more compatible environment to 
advertise your equipment... light- 
ing or leveling docks, computers, 
paints, or what-have-you? 
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Eagle Pencil Aims 
Graphology Analysis 


Offer at Secretaries 


New YorK, March 21—Eagle 
Pencil Co. is offering customers an 
added incentive for writing with 
its products this spring—a free 
hand-writing analysis with every 
boxtop from Eagle’s Mirado and 
Verithin pencils and Stickpin ball- 
point pen. 

Based on the premise that “a 
large percentage of sales’ come 
from secretaries who buy the sup- 
plies for small companies, Eagle 
is running ads announcing the of- 
fer in Cosmopolitan, Modern 
Screen, Motion Picture, Photoplay, 
This Week Magazine, The Secre- 
tary and Today’s Secretary. 

Ad copy says Dorothy 
“world famous graphologist,” will 
reveal “fascinating facts about 
your character, personality and ab- 
ility.” Eagle considers this kind of 
promotion a natural, since almost 


Sara, 


15,000 people in the past 15 years 
have responded to a 25¢ hand- 


writing analysis offer buried in-| 


side the Eagle Mirado box. 

The campaign, pegged at “over 
$100,000,” will continue for three 
months, and “may be expanded” if 
enough graphology enthusiasts take 
Eagle up on its offer. The promo- 
tion is keyed to dealers with two- 


color spreads in trade journals, 
plus direct mail and statement 
stuffers. 


Shaller-Rubin Co., 
the agency. 


New York, is 


= 


Melvin Hall Agency Boosts 3 

Melvin F. Hall Advertising Agen- 
cy, Buffalo, has promoted three 
men. Dolph F. Lindgren, vp and 
copy chief, was named a member 
of the board of directors; James N. 
Felger, vp and director, was ap- 
pointed assistant general manag- 
er; and William G. Agar, account 
executive and manager of the 
agency’s Fort Erie, Ont., office, 
was promoted to market and re- 
search director. 


Westinghouse Sets New Push 
Featuring ‘Lamp Lighter’ 

The lamp division of Westing- 
house Electric Corp. will launch | 
the most ag- 
gressive con- 
sumer light 
bulb marketing 
program in its 
history this 
year. Ads will 
feature the 
“Lamp Light- 
er,” a new caricature developed by 
the company. 

The push includes ads on the 
new Westinghouse Playhouse show 
on NBC-TV; a heavy schedule of 
spots in major markets, and ads in 
Good Housekeeping and The Sat- 
urday Evening Post. McCann- 
Erickson, New York, is the agency. 


Warren Named Haywood VP 

Thorne R. Warren has 
named eastern 
Publishing Co., 


been 
vp of Haywood | 
Chicago. He for- 


Buick Ad Arouses 
Incredulity of Denizen 


| Greif, 


of Ad Photo's Locale 


New York, March 22—A four- 
color ad for the ’61 Buick (Mc- 
Cann-Erickson), now running in 
magazines, is the target of in- 
credulous comment by Lucien R. 
of Greif-Associates, New 
York publicity company, as 100% 
phony.” 

In a letter to ADVERTISING AGE, 
Mr. Greif dissected the ad, which 
showed an exurban wife greeting 


/her husband at the Thornwood, 


N. Y., railroad station after his 
day’s work in town. 

“Most of us who live in Thorn- 
wood,” wrote Mr. Greif, “are get- 


0 as cla Es 


Waiting for someone important 


\ting a real charge out of the ad, WAITING—Thornwood commuters 


and our little station, which was 
mysteriously painted one midnight 
last fall. On ONE side. The rest of 
it is still as dirty as it ever was, 
without heat, attendant, or clock, 


merly was eastern sales manager. and evil-smelling despite its miss- 


COC CSE S00 


ejej~jololojefo ejoteleo 


be ee owe oe oe we oe eee 


roe Oey 
cart 


Fs 


tire week! 


night—6 a.m. 


*Nielsen — Dec./Jan., 
Dec., 1960, Post-midnight study. Pulse 
—1960, Audience composition reports. 


RATES IN CHICAGO 


Latest rating figures* show: 


WGN Radio has Chicago’s most 
favorable image! 


WGN Radio reaches more people! 


WGN Radio has the highest aver- 
age quarter-hour audience for en- 


WGN Radio is No. 1 Chicago sta- 
tion in total audience! 


WGN Radio has highest average 
hourly share of audience—12 mid- 


WGN Radio delivers an adult au- 
dience! More than 9 of every 10 
listeners are adults! 

For full facts on why adult listeners 
like WGN Radio’s sound, adver- 
tising and programming, write to 
WGN Research for a study by 
Market Facts, Inc., 
of Chicago radio stations. 


on the images 


1961. Pulse — 


Chicago: 


New York: 


and Milwaukee 


In Chicago 


WGN RADIO 


means quality programming 
and dedicated community service 


2501 Bradley Place, 
LAkeview 8-2311 

220 E. 
MUrray Hill 2-7545 


Represented by Edward Petry & Co 
except in Chicago, New York, Philadelphia 


our j 
ap ttevision 4 


Vember of Quality Radio Group, Inc. 


42nd Street, 


~~ 


have been waiting a long time for 
their station to look as attractive as 
this, but it took a crew making a 
Buick ad to dress it up (at least the 
portion in camera range), AA is 
advised by a reader. 


ing windows. 

“About the only thing that is 
real and true to life in this photo,” 
said the disenchanted Mr. Greif, 
“is the crack in the chimney.” 


# Then he turned to other fea- 
tures in the illustration: 

“The pretty gravel? About 50 
sq. in. more than it took to cover 
the photo area. That handsome, 
gleaming, stainless steel train? 
No one around here ever remem- 
bers the New York Central being 
so lavish to its commuters. Only 
an act of Congress (or a Buick 
ad) would bring such first-rate 
rolling stock to this community. 
The rest of the time we make do 
with cars that were slated for re- 
tirement after World War I. 

“Maybe readers in Racine, 
Wis.,” said Mr. Greif, “are im- 
pressed by a Life ad_ stressing 
‘the clean look of action.’ The rest 
of us can only wonder, does that 
Buick really have an engine?” 

Mr. Greif asked, “If the Ameri- 
can public no longer trusts ad- 
vertising, could it be because most 
of us are learning to look behind 
the facade?” + 


Times Tower Sold to Leigh 
The Times Tower Bldg., mid- 
town New York landmark, has 
been sold to Douglas Leigh, it has 
been announced by Arthur Hays 
Sulzberger, publisher of the New 
York Times. Mr. Leigh, creator of 
outdoor animated cartoon displays 
and other Times Square spectacu- 
lars, said he will convert the struc- 
ture into a combination exhibition 


. hall and office building. 


Reagan Joins Western Agency 

Arthur A. Reagan has joined the 
copy and contact staff of Western 
Advertising Agency, Chicago. He 
formerly was staff account man at 
Dow Chemical Co. in charge of all 
agricultural chemicals advertising 
and promotion. 


| 


Send for a copy al FEATURE 
Magazine, America’s prime 
publicity medium. It reaches 
all editors in the 2093 larg- 
est cities of the U.S. with 
your feature releases. 
Hailed by Newsweek! Used 
by scores of major compa- 
nies and top PR firms. On 
your letterhead, please. 


CENTRAL FEATURE NEWS, INC. 
1475 BROADWAY, N. Y. 36 
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ho are the most 


important people 
a selling campaign 
should cover? 


A: Buyers-not bystanders 


Your advertisements today 
must not only compete with 
your competitors’ campaigns 
for a share of market 


they 
must compete with a// ad- 
vertising for a share of mind. 


But whose minds are your advertisements seeking? 
Just numbers of readers? If your advertising is seek- 
ing customers and prospects—ready to buy, rather 
than readers just standing by—it can find no medium 
more effective and resultful for advertising that sells 
than “U.S.News & World Report”. 

This is the only magazine that concentrates exclusive- 
ly on the important news of national and world affairs, 
and covers in depth, the impact—the scope—the con- 
sequences of such news in our business and personal 
lives. That is why it is bought and read so thought- 
fully and intently, every week, by more than 1,200,000 
important people—including the key people in busi- 
ness, industry, government, the professions—and in 
the community. 


Your advertising sells to America’s most important 
customers in “U.S.News & World Report” 


Impressive to many advertisers have been recent re- 
search studies of the people buying a wide variety of 
major-purchase products and services—corporate stock, 
new cars, business travel, air conditioners, etc. Of the 
14 magazines studied, ‘‘U.S.News & World Report” con- 
sistently gives advertisers the most known buyers of 
their product or service per dollar—i.e., the best effi. 
ciency for their investment. If you have not yet seen the 
film strips, or the printed booklets, which document the 
statement above, please call the ‘‘U.S.News & World 
Report’ sales office nearest to you for a prompt showing. 


No wonder so many outstanding advertising cam- 
paigns that sell—and sell resultfully—have made 
“U.S.News & World Report” the spearhead of the 
program. No wonder “‘U.S.News & World Report” 
achieved the biggest advertising page gain of any 
news magazine in 1960. More and more advertisers 
rate it... 


... the most important magazine of all 


U.S.NEWS & WORLD REPORT 


America’s Class News Magazine 


Now more than 1,200,000 net paid circulation 


Advertising offices at 45 Rockefeller Plaza, New York 20, N.Y. Other advertising offices in Boston, Philadelphia, 
Pittsburgh, Cleveland, Detroit, Chicago, St. Louis, Los Angeles, San Francisco, Washington and London. 
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Admen, Like Drivers, Face Tough 
Course in Mobilgas Economy Run 


Ads Must Hurdle Rules, 
Race Deadlines; Dodge 
‘Hails’ Runner-up Entry 


omy run had not submitted 
for clearance. 

He explained, however, that ads 
were withheld for reasons of econ- 
omy. “When a car didn’t have a 
strong potential for finishing first 
in class, the advertiser and agency, 
for economy reasons, took the cal- 
culated risk of not preparing ad- 
vance layouts.” 

Also not represented on the ad- 
vertising front this year, the 
spokesman said, were the various 
suppliers of auto components, 
such as spark plug, tire and battery 
makers. He could give no explana- 
tion for their apparent disinterest 
in the event. 


ads 


New York, March 23—Winning 
the Mobilgas Economy Run may 
be child’s play compared with 
what a winner goes through to get 
his advertising before the public. 

For example: 

e All advertising relating to the 
economy run results must be sub- 
mitted in advance, and approved 
by the U.S. Automobile Club. * 

e Ads for the run may not include 
references to achievements in any 
other speed or performance tests. 
e All print ads must contain the 
USAC emblem and the statement: 
“This advertisement approved and 
the data certified true by the 
USAC,” and _ similar phrasing 
must be used in all broadcast copy. 
e Specific regulations are laid 
down concerning the use of words 
like “win,” “winner,” “tops,” 
“best,” etc.; the type size and bold- 
ness of headlines; the position and 
size of the phrase ‘““Mobilgas Econ- 
omy Run,” which must always ap- 
pear; the class designation of the 
car; statistical interpretations of 
the results and many other factors 
relating to all forms of ad copy. 


e On the content of advertising 
that was submitted—and this has 
reached “tremendous” proportions 
—none were rejected outright, but 
some were returned to agencies 
for minor revisions, the spokesman 
said. Most of these, he added, 
failed to conform to Mobil rules 
on specifying the class in which 
the entry had competed, and miles 
per gallon attained in the run. 
Although the auto club does not 
concern itself with budget and 
schedules, it was learned that some 
65% of ads submitted for clearance 
were scheduled for newspapers 
and magazines, the remainder for 
broadcast media, display pieces, 


® What is called the Advertising Promotional literature, and other 


Clearance Bureau Inc. meets in the Media. 
Mobil Oil Bldg. in Los Angeles 
most of the year, according to the # Within a few hours after the 


1961 official] rules of the Mobilgas judges calculated the final stand- 


run; at USAC offices in Pasadena ings last week, newspaper ads 
from Feb. 18 to March 10; and for Mobil and the winning cars 
during the run, at various im- were in print, tv commercials were 


pounds enroute. 

The economy run is cause for 
Major promotional effort by So- 
cony Mobil as well as the winners 
in most of the seven classifications. 
Mobil has already run two differ- 
ent newspaper ads in its complete 
newspaper list naming the win- 
ners in all classes and mileages 
of all other entries. 

The first week in April, two 
additional ads will break announc- 
ing a sweepstakes contest in which 
duplicates of the 25 winning cars 
will be prizes. Winners who an- 
swer three questions regarding 
the economy run correctly will 
also receive a cash bonus. Coupons 
attached to the ads may be 
dropped at Mobil stations. 


rolling and radio spots were an- 
nouncing the winners. 

Falcon, winner in Class A, for 
manual transmission compacts, 
was the over-all leader, with 32.68 
miles per gallon for the 2,560-mile 
run from Los Angeles to Chicago. 
A Ford Fairlane also won in Class 
E, for low-price V8s. 

J. Walter Thompson Co. was 
ready to go with fast-breaking ads 
in 110 newspapers in 60 markets. 
The ads were standing, and 
Thompson wired the results to 
newspapers, releasing the ‘“win- 
ner” ad. 

Ford also ran immediately a live 
tv commercial on the “Tennessee 
Ernie Ford Show” and repeated it 
this week on the Ford show and on 
“Wagon Train.” A _ special radio 
campaign also is set. 

All of the special Ford adver- 
tising plays up the Falcon, with a 
tie-in message on the Fairlane. 


® In Los Angeles, meantime, the 
Advertising Clearance Bureau is 
continuing to pass on stacks of ma- 
terial submitted by the various 
participants in the event. 

A spokesman for the bureau—a 
Mobil pr man on loan to the club 
—said only three of the 16 auto 
makers represented in the econ- 


® Chevrolet ran a taped commer- 
cial on “My Three Sons,” boosting 
the Corvair Monza, winner in Class 
B. Chevrolet released a newspaper 
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DO’S AND DON’TS—U.S. Automobile Club demonstrates to contestants 

exactly what they may and may not do on ads by preparing sample 

ads for the agencies, with marginal notes to guide them. These are 

from a set of five mock ads which explain various points of the ad 
restrictions. 


LEADFOOT LOSES MOBILGAS ECONOMY RUN 
TAKES 2ND (GETS ONLY 23.0156 MILES PER GALLON| 


STANDARD OR 
YOU GE] A GREAT DEAL wilh 


REBEL—A ‘“‘non-approved” ad from 
Dodge on the Mobilgas economy 
run gently chides the extreme ef- 
forts made by contestants to boost 
gas mileage. The b&w ad is sched- 
uled for newspapers in Detroit, 
Chicago, New York and Los Ange- 
les, and in the March 31 issue of 
Life. 


o THE GOLOEN KEYS. OUR 


ad in 20 major markets. 

Chrysler division, making a pitch 
for volume saies with its Newport 
series, released ads in about 200 
newspapers in 150 cities. Newport 
was the medium-price winner. 
With a series of fast phone calls, 
Young & Rubicam was able to 
change the script on scheduled ra- 
dio spots to include the Mobilgas 
angle. 

Buick, winner with its compact 
Special in Class C, ran CBS and 
NBC radio network spots’ two 
days, and major market newspa- 
per ads, also for two days. Plym- 
outh hit 150 newspapers on a one- 
day program, and will follow with 
network tv on March 28. All au- 
tomobile advertisers will, of course, 
use the Mobilgas economy run in 
some fashion in most of their up- 
coming scheduled programs. 

Cadillac beat an Imperial 
two Lincoln Continentals for the 
Class G award, but the division 
elected not to enter the advertis- 
ing competition. 


and 


s But not all auto companies are 
content to have USAC regulate 
their advertising activities. Dodge 
division of Chrysler Corp. startled 
Detroiters March 22 with a news- 
paper ad headlined “Leadfoot 
Loses Mobilgas Economy Run. 
Takes 2nd (Gets Only 23.0156 Miles 
Per Gallon).” . 

The ad—not cleared through 
USAC—goes on to explain how the 
Dodge Dart driver wore his shoes 
instead of driving barefoot, rolled 
down the windows and draped an 
elbow over the window sill. Nev- 
ertheless, the Dart “only missed be- 


ing first in its class by 00.1384 
mpg.” 
The same ad is scheduled for 


dailies in Chicago, New York and 
Los Angeles, and in Life March 31. 

Dodge’s disenchantment with 
the advertising committee comes 
on the heels of American Motors’ 
disaffection with the run itself 
and has raised some question about 
the future prospects of the run. 
Unofficially, Dodge (which won in 
its class in 1959, 1957 and 1956) is 
said to be less than sanguine about 


the ability of the run to help 
Dodge sell cars. 
American Motors has made 


marketing history with the econ- 
omy appeal of its Rambler series 
and the car has been a heavy 
winner in past runs. This time 
controversy arose over price brack- 
ets and what constitutes standard 
equipment on the Rambler, and 
AMC withdrew in a huff (AA, 
March 20). 


® Ford Falcon was highly favored 
in some circles to take the honors 
in its class, which Rambler previ- 
ously had, and there was specula- 
tion that this might have been 
Rambler’s way out of a losing deal. 

Rambler reportedly held off its 
withdrawal until the morning of 
the start of the run to prevent Mo- 
bilgas from getting a dealer-entry 
from the Angeles area. If 
Rambler had pulled out even 24 


Los 


hours earlier, Mobilgas could have 
scrambled up a last-minute dealer 
entry, which would have had.no 
factory support or assistance, and 
the result would not have looked 
good for Rambler if the mileage 
had been low. 

One estimate of the amount of 
money spent by Ford Motor Co. is 
close to $200,000, including sal- 
aries. Ford’s expenses included a 
seven-week training course for 
drivers and mechanics at Ana- 
heim, where motel reservations 
reportedly numbered around 50. 
Ford had elaborate charts and 
maps, which drivers preferred over 
those furnished by Mobilgas. Ford 
even used an airplane to follow 
overhead. Entries included eight 
Fords and Falcons, eight Mercurys 
and Comets and two Lincoln-Con- 
tinentals. 


® Dodge participated only to the 
extent of paying salaries of drivers 
of two Dart six-cylinder cars en- 
tered by the Los Angeles-Orange 
County Dealers Assn. Dodge pre- 
pared rough ads for these cars 
only. Mobilgas asked dealers to en- 
ter other Dodges to fill out the 
entry lists, and two Lancers were 
entered. 

A good guess on the amount of 
follow-up advertising done by the 
auto industry is $3,000,000 for the 
immediate winner ads. 

One factory man told AA that 
there is “less and less value to the 
run, the way it’s been promoted.” 
He has looked at it “with a jaun- 
diced eye for several years,” and 
said results have become “very 
mudane, very ordinary.” But a 
Ford man says the run was “ex- 
tremely worth while,” and econo- 
my is “important in sales success of 
Falcon.” 


@ Some cynical veterans of the 
Mobilgas runs—which go back to 
1936 in their present form (they 
originated at the turn of the cen- 
tury as the Gilmore Run, spon- 
sored by Gilmore Oil Co. which 
was subsequently purchased by a 
Socony Mobil subsidiary )—feel 
that it might be possible to stack 
the odds in favor of a particular 
entry. 

They say this is conceivable 
even though USAC makes much 
of picking entries from stock cars 
in dealer showrooms; attempts to 
eliminate illegal] tinkering by seal- 
ing engines and keeping cars in 
an impound; and stations official 
observers in each car. 

It is felt by these Detroit vet- 
erans that much of the “rigging” 
possibilities could be eliminated 
by such methods as tearing down 
winning cars at the end of the run 
and allowing competitors to in- 
spect them; allowing a second ob- 
server in each car from a compet- 
ing company and even switching 
drivers and cars on a daily basis. 

Finally, there is a feeling that 
maybe too much time is spent dis- 
cussing and planning advertising 
by companies who will not be win- 
ners. The thought is advanced that 
the ad committee ought to sit aft- 
er the run, not before, and possibly 
a representative of each entry 
should be on the committee. 


8s Of course, USAC and Mobil- 
gas make much of the advertising 
regulations because they are in- 
tended “to protect the public 
against advertising that would be 
confusing or misleading. 
“Equally,” says the official rules 
book, “‘they are intended to permit 
each participant to capitalize upon 
the achievements of his car hon- 
estly and fairly, and to provide 
assurance that an honest adver- 
tisement will not suffer dilution or 
be made less effective by counter- 
claims that are untrue or unclear.” 
A Mobil spokesman told ApvErR- 
TISING AGE this week that in the 
last year advertising regulations 
were “tightened considerably, with 


quite a wrench.” In the past, he 
said, winners cleared their first 
ads but then jumped the traces 


Advertising Age, March 27, 1961 


on subsequent promotions. 

He said he did not know what 
would happen if an auto company 
discussed the run in an ad that 
had not been approved, adding 
that they would have violated their 
agreement and the ad would be 
suspect. 

“These are days of purity in ad- 
vertising, truth in copy. I just can’t 
imagine an automobile company 
running an ad that has not been 
approved.” 

W. D. Moore, Dodge director of 
advertising, said the runner-up ad 
ran because “it provided a novel 
and honest advertisement for 
Dodge.” He added it was not con- 
sidered a violation of the run’s ad- 
vertising rules but “a factual rep- 
resentation of the fact of our sec- 
ond place finish in Class D, and it 
follows, exactly, the spirit of the 
Mobilgas USAC rules.” 


Schenley to Push 
Canadian O.F.C. 
in ‘Business Week’ 


New York, March 21—Schenley 
Distillers plans to muscle in on a 
market dominated by Hiram Walk- 
er’s Canadian Club and Seagram’s 
V.O. Canadian. The Schenley entry 

Canadian O.F.C.—has 


— 
— 


been re- 
vamped from a six-year-old label 
to an eight- and a 12-year-old 
brand. 


Schenley’s move includes a series 
of third-cover, four-color ads in 
Business Week, beginning with the 
April 22 issue. (Schenley has lined 
up 13 covers, to be shared at four- 
week intervals by I. W. Harper 
Bourbon.) 

Canadian O.F.C. will be bucking 
massive magazine investments by 
Canadian.Club and Seagram's V.O. 
In 1959, Canadian Club spent $1,- 
780,647, and V.O. pumped $1,502,- 
792 into magazines. Schenley’s in- 
vestment that year, by comparison, 
was $115,875. 


® The Schenley 
precedent—will be a= signature 
campaign. The first ad will be 
signed by William F. Tigh, presi- 
dent of the Canadian distillery. 
According to Dovle Dane Bern- 


i 


drive—following 


you're not drinking 


Imported O.EC.°”” 
you’re not drinking 
the oldest, finest 
Canadian whisky. 


he Le 


bach, the new campaign will 
feature “more specific’’ headlines 
and copy emphasis on the age of 
the brand, compared with “just 
about any other Canadian on the 
market,” which “is six or even four 
years old.” 

Schenley, entering a business 
publication, said it was attempting 
to move from its old buckshot 
strategy. “You can expect to see 
more of this approach in the fu- 
ture,”’ said Edward Parets, ad di- 
rector. He said that in addition to 
specialized publications, O.F.C 
would get an occasional ‘“umbrel- 
la” in the shape of an ad in Life. 

The I. W. Harper phase of the 
drive is being handled by Klepp- 
ner Co. = 


Epic Moves Offices 


Epic Advertising, San Marino, 
Cal., will. move to new offices at 
2540 Huntington Dr., effective 


April 1 
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Electr 


THE INDUSTRY’ 


Most antennas are 

designed for average 
performance over a relatively 
broad range of signal 
frequencies. 


The yagi antenna 
incorporates precisely 
engineered elements 
designed for peak reception 
in a narrow frequency 
range. It is primarily used 
in areas where maximum 
performance is required. 


Like the tuned elements 

of the yagi, Electronic News 
is specially designed to 
gather and print only 
pertinent technical and 
business news. Engineers 
and executives appreciate its 
peak performance. 
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Chrysler to Use 
Its Series Chunk 
to Introduce ‘62s 


DETROIT, March 24—Chrysler 
Corp., which this week joined Gil- 
lette Safety Razor Co. in sponsor- 
ing the $7,000,000 radio-tv sports 
package for this year, is moving 
back the introduction of its 1962 
models to dovetail with its part 
sponsorship of the World Series. 

Ordinarily, sponsorship of the 
series is bad timing for car manu- 
facturers, since the early October 
series comes at the tail end of the 
model year, when consumer inter- 
est is lagging, and about two weeks 
early for upcoming models. 


# Chrysler is getting around this 
snag by shifting the launching of 
its models earlier. Present plans 
call for each division to introduce 
its models on successive days. Four 
games are guaranteed with the se- 
ries, and seven is a possibility. 

The sports package which Chrys- 
ler will share with Gillette will 
cover, in addition to the series, two 
All-Star baseball games, the Blue- 
Gray football game and the New 
Year’s Day Rose Bow! game. 

The games will be carried on the 
complete NBC radio and tv net- 
works plus a number of independ- 
ents—a total of 225 tv outlets and 
approximately 500 radio stations. 
The Blue-Gray game, in late De- 
cember, will be carried on tv only. 


s It was the first positive word 
from Chrysler on upcoming tv 
plans. In February (AA, Feb. 20), 
Dodge division announced it will 
discontinue its share of ABC’s 
Lawrence Welk show at the end of 
the summer run. There has been 
no word of a replacement for Welk, 
if any at all. 


s Gillette has sponsored the World 
Series on radio and later on tv 
consecutively for the last 22 years. 
A year ago, General Motors, 
through McCann-Erickson, shared 
the baseball package with Gillette. 

Ford Frick, baseball commis- 
sioner, said the total payment for 
tv-radio rights to the series and 
the All-Star games will be $3,750,- 
000. The $7,000,000 estimate in- 
cludes the rights and time and net- 
work charges, but not the com- 
mercials. 

Leo Burnett is Chrysler’s cor- 
poration agency, and will handle 
the sports package. It was not 
known, however, whether the 
commercials will be strictly cor- 
porate—such as Torsionaire ride, 
alternator and other all-product 
features—or hard-sell pitches for 
the individual car lines. Best guess 
is that each division will get its 
chance to tell its own story in sep- 
arate spots. 

Young & Rubicam handles Chrys- 
ler and Imperial cars; BBDO has 
Dodge cars and trucks; and N. W. 
Ayer has the Plymouth account. It 
is expected that, while Burnett 
handles the sports package for the 
corporation, each division will co- 
operate in copy, artwork and 
theme in creating the commercials. 


@ Chrysler is expected to make 
more corporate television buys, but 
no word is expected for at least 
two weeks. 

The divisions also are expected 
to buy some tv time of their own, 
apart from their corporate buys. = 


Fink, Carpenter, Rau Opens 
Specialized Communications Co 
has changed its name to Fink, 
Carpenter & Rau and has moved 
to new quarters at 400 Buhl Bidg., 
Detroit. Partners are Peter R. Fink, 
Robert B. Carpenter and Lawrence 
M. Rau. All were formerly with 
Campbell-Ewald Co. 


Sponsors Line Up 
for ‘Untouchables’ 


Despite Italians’ Ire 


New York, March 24—Untouch- 
able apparently is just what one 
major pressure group wants the 
popular ABC-TV crime busting 
show to be. 

The Italian-American group, 
headed by New York congressman 
Alfred Santangelo, continued its 
pressure against advertisers this 
week with a call for a_ boycott 
against Armour & Co., one of the 
co-backers of the show. 

There were hints that Mr. Sant- 
angelo’s Federation of Italian- 
American Democratic Organiza- 
tions might move against Whitehall 
Labs next if the situation isn’t re- 
solved to its satisfaction. Mr. 
Santangelo told ADVERTISING AGE 
that boycott and picketing action 
against Liggett & Myers, which al- 
ready has canceled “The Untouch- 
ables” as of Oct. 5, will be pushed 
unless this company withdraws its 
name from the film series immedi- 
ately. 

There was no comment from Lig- 
gett & Myers or McCann-Erickson, 
which has maintained that the 
show was canceled not over fear of 
losing Italian customers but be- 
cause of a dispute with ABC over 
time period shifts. ABC said Lig- 
gett & Myers had not asked that its 
commercials be dropped from the 
show. 


s Various Italian groups have 
complained about the portrayal of 
Italian-named characters as gang- 
sters in this Desilu thriller. Lead- 
ers in some of these groups have 
indicated their satisfaction with ac- 
complished and promised changes 
in the program. When AA asked 
Mr. Santangelo if his aim is to get 
the show off the air completely, he 
said yes. He said he had never em- 
phasized this point, but that he felt 
this type of performance shouldn't 
be on television because it “breeds 
too much violence.” 


es Armour said it has no plans 
for canceling the show. Dial soap’s 
contract on the series runs through 
September; this company’s fall 
buys haven’t been made yet. But 
unofficial sources within the com- 
pany indicated that the hard-hit- 


ting program had been a fine sales } 


vehicle for Armour and that busi- 
ness has never been better. They 
point out that ABC and Desilu 
have been exerting every effort 
to mollify the complaints of the 
Italian groups. 

As soon as the L&M fall can- 
celation of “Untouchables” was 
announced, there were several 
advertisers standing in line to re- 
place the cigaret. Hoping to pro- 
tect them from the ire of the Itali- 
ans, ABC has not announced their 
names. But the new clients, who 
will join Armour, Beecham Corn 
Products and Whitehall on the 
show in the fall are Alberto-Cul- 
ver, Miles Labs and J. B. Williams 
Co. + 


‘N.Y. Post’ Adopts New 
Sliding Rate Scale 

The New York Post has an- 
nounced its departure from a na- 
tional advertising flat rate policy 
via a new sliding rate scale which 
became effective March 15. The 
new Post schedule increases the 
open rate from $1.55 to $1.70 a line; 
provides a bulk discount as low as 
$1.50 for 50,000 lines run in one 
year; a frequency discount—irre- 
spective of ad size—as low as $1.53 
for 156 insertions in a year; and a 
full-page frequency plan giving 
advertisers a $1.47 rate if they 
schedule 52 pages in a year. 

It marked the second major rate 
change by a New York newspaper 
in less than two months. On Feb. 2 
the New York World-Telegram & 
Sun dropped its flat rate in favor 
of a bulk and frequency structure. 


NEW CAMPAIGN—‘ New York discov- 


ers...” two kinds of traffic, ac- 
cording to Otis Elevator Co.’s first 


ad of the new campaign. 


Otis Elevator Sets 
New Push in Trade 


Books, Magazines 


New York, March 22—What is 
the mark of “class” in a building? 
And does a building have a reputa- 
tion? 

Otis Elevator Co. will use a se- 
ries of four-color pages beginning 
with the April 10 issue of U.S. 
News & World Report to indicate 
how even a building may get a 
boost in life. 

The series stems from a recent 
review of sales and ad strategy be- 
tween Otis and its agency, G. M. 
Basford Co. As a result, the ads 
will play about the theme that 
“traffic congestion either ends at 
curbside or extends into building 
lobbies—depending upon the kind 


of elevatoring used.” Basic to the | 
theme is the theory that a build- | 


ing’s reputation soon reflects the 
reactions of people who are tied 
up by the traffic in its lobby. 
Hence the mark of class: Complete 
automation. 


# Otis will try to prove the point 


with a series of ads that juxtapose | 


the traffic situation in major U.S. 
cities with the value of a free flow 
inside buildings. 

Altogether 54 magazine inser- 
tions are scheduled—six each in 
nine publications. The first ad 
(Park Ave. looking south from 
57th St.) will run in Architectural 
Forum, Architectural Record, 
Buildings Magazine, Business 
Week, Fortune, Journal of the AIA, 
Progressive Architecture, Sky- 
scraper Management, and U.S. 
News. 

Subsequent ads will feature Phil- 
adelphia, Houston, Los Angeles, 
San Francisco and Chicago. The 
campaign will run through De- 
cember. 


s Ads will get extra mileage in the 
shape of framed reprints present- 
ed to the cities involved and to 
owners of the buildings which are 
depicted. The ads will be used for 
direct mail. 

J. C. Snape, vp of Basford, said 
Otis figures its share of automatic 
elevator installations at 54% of 
the market, with the next com- 
petitor, Westinghouse, doing about 
34%. Installations can run to $6,- 
000,000 per unit. The company 
claims to have units in more than 
1,100 buildings. 


s For the Canadian market, Bas- 
ford will omit the traffic theme. 
Canadian cities to be featured in- 
clude Toronto, Montreal, Ottawa, 
Calgary, Winnipeg, and Vancouver. 
Mr. Snape said Otis will use only 
Canadian publications, and would 
avoid U.S. magazines that “wash 
over” into the country. 

| The account reportedly 
about $500,000. + 


bills 


Saunders to Head 
Europe Ad Group 


LONDON, March 21—Douglas 
Saunders, chairman of J. Walter 
Thompson Ltd. until his recent re- 
tirement, has been elected presi- 
dent and first 
chairman of the 
European Assn. 
of Advertising 
Agencies 
(EAAA). 

The election 
took place at a 
meeting of rep- 
resentatives of 
the eight found- 
ing countries 
Denmark, Fin- 
land, France, 
Norway, Swed- 
en, Switzerland, United Kingdom 
and Western Germany—in Paris. 
The meeting discussed and agreed 
on a plan of action for the associa- 
tion’s first year. 

Applications for membership are 
being received from full-service 
European advertising agencies. The 
first election of these agencies to 
membership will be made within 
the next few months. 


Douglas Saunders 


@ It was agreed that headquarters 
of the association, founded in Oslo 
last September, will be in Zurich, 
Switzerland. The representatives 
selected and interviewed a small 
number of candidates from the 200 
applications from many European 
countries for the post of secretary 
general. An appointment will be 
announced soon. 

Safeguarding, and if necessary 
improving, the relations between 
agencies, advertisers and media, 
is one of EAAA’s main tasks. 
Among the problems with which it 
will deal are commissions and the 
splitting of commissions between 
agencies in different countries. 

Membership, according to the 
constitution, will be open to adver- 
tising associations and organiza- 
tions and, in a separate class, agen- 
cies which fulfill certain conditions 
and qualify as full-service agen- 


— 


cies. = 


Union Central Life 
Returns to Air After 
25 Years’ Absence 


CINCINNATI, March 23—After an 
absence of 25 years, Union Central 
Life Insurance Co. returns to 
broadcasting with two half-hour 
“Project 20” specials on NBC-TV 
during the 1961-’62 season. They 
will be based on a radio series the 


/company sponsored on NBC from 


1930 to 1936. 

The insurance company owns 
the scripts of “Roses and Drums,” 
the weekly series of historical dra- 
mas, which reportedly were the 
first ever presented with authentic 
sets and costumes before live stu- 
dio audiences. 

Because of the current interest 
in Civil War subjects, a company 
spokesman said, “It seems a nat- 
ural to rework these old scripts 
into tv programs.” Camera ani- 
mation techniques will be used to 
give the effect of movement to 
100-year-old still photographs. 

The first show, featuring a bi- 
ography of Ulysses S. Grant, will 
be presented some time this fall. 
A biography of Robert E. Lee will 
be telecast in January, 1962, to 
coincide as nearly as possible with 
his birthday. 


@ The specials will be the first 
tv programs sponsored by Union 
Central. During the last quarter 
century the company advertised 
in magazines such as Business 
Week, Fortune, Newsweek and 
Time, and in some newspapers. 

Union Central’s television order 
was placed direct. Its agency is 
Stockton, West, Burkhart, Cincin- 
nati. + 
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ARTY—Barbizon Corp., New York, 
maker of women’s lingerie, is iden- 
tifying itself with the Barbizon 
school of art which flourished in 
France in the mid-19th century in 
ads in women’s magazines this 
spring and fall. J. R. Flanagan Ad- 
vertising is the agency. 


American Brand of 
Gasoline to Bow in 
National Ads in May 


CuHIcAGo, March 22—American 
Oil Co. will break national ads 
and local advertising on a nation- 
wide basis in May to introduce 
American brand gasoline. 

Standard Oil Co. (Indiana), 
American’s parent company, said 
at an annual report press lunch- 
eon today, “We believe that we 
ean make the name American as 
well known and accepted nation- 


lally as Standard now is in the 


Midwest.” 

Details of the ad campaign were 
not revealed, but the company said 
American’s new symbol will be 
identical to the present Standard 
torch and oval symbol, with the 
word American replacing Stand- 
ard. D’Arcy Advertising Co., Chi- 
cago, handles the account. 


s In Standard’s old 15-state mid- 
west marketing area, Standard 
stations will continue to feature 
the Standard name, but will sell 
American brand gasoline and oth- 
er products. 

Indiana Standard’s annual re- 
port showed the company had a 
total income of $2.04 billion in 
1960, up from $1.98 billion in 1959. 
Net earnings were $144,762,000, 
compared with $139,597,000 the 
year before. 

As it has in past years, Stand- 
ard continued to trim its retail 
outlets. The 1960 total of 27,7061 
outlets is a 2.4% reduction from 
a total of 28,380 stations operating 
in 1959. + 


FCC Fines KDWB 


$10,000 tor Staying 


on Air too Long 


WASHINGTON, March 22—In its 
first use of newly created power 
to levy fines, the Federal Com- 
munications Commission notified 
KDWB, the Crowell-Collier sta- 
tion in Minneapolis, that it plans 
to exact $10,000 because the day- 
timer was found to be operating 
at 1 a.m. 

The commission said its investi- 
gators found the station operated 
between 1 and 4 a.m. ever since 


Crowell-Collier took possession in | 


August, 1959. FCC said the sta- 
tion’s explanation that it misun- 
derstood the rules does not appear 
to be valid. It allowed another 30 
days for the station to file a state- 
ment in writing or to send a $10,- 
000 check, drawn payable to the 
Treasurer of the U.S. = 
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AMBITION STARTS EARLY. It’s the need to learn, to know, 
and to do, to take part in something with others and to strike 
out for something on one’s own. There is, perhaps, no maga- 
zine that can claim to fulfill these vital needs among its 
readers as thoroughly as does BOYS’ LIFE. 

Currently running is a series prepared with the assistance 
of the American Bar Association on the Origins of Law and 
Justice. Its purpose is to help create a more enlightened atti- 
tude among young people toward the safeguards and defenses 


BOYS’ LIFE- 


guaranteed the individual under our legal system. Soon to 
come is an article by Margaret Mead on the responsibilities 
and rewards of growing up, written with the slant toward 
young reader interest. Features by Ashley Montague and 
Durward Allen, and stories by A. B. Guthrie, Jr. and Ray 
Bradbury, follow through. BOYS’ LIFE today is as youth- 
ful, as spirited, as contemporary as the 5,000,000 boys who 
read it every month. There is no better way to advertise 
to the male youth market. 


2,100,000 :.. 


PUBLISHED FOR ALL BOYS BY THE BOY SCOUTS OF AMERICA 


Write to Promotion Director, Boys’ Life, 2 Park Avenue, New York 16, for the new Gilbert 
Comparison Study of the Male Youth Audiences of Seven Magazines: Boys’ Life, Junior 
Scholastic, Life, Look, Saturday Evening Post, Scholastic Roto, Senior Scholastic. 
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All through 1960, advertisers reached 28 per cent more homes in the 
average commercial minute on the CBS Radio Network than on the§ 
second network...117 per cent more homes than on the third network 
..120 per cent more homes than on the fourth. This year, with a new 
and expanded program schedule—more news, more information and iim 
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THEAVERARE COMMERCIAL MINUTE 


special features, more sports, plus the most popular personalities on 
any network—the CBS Radio audience lead promises to climb higher 
m@ and higher. So whether you co-sponsor one five-minute show or buy 
m a saturation campaign, there’s nothing average about your average 


| en. ON Ihit [BS RADIO NETWORK 


SOURCE: NIELSEN RADIO INDEX, SPONSOR CUMULATIVE AUDIENCE SECTION; 12 FOUR-WEEK REPORTS, DECEMBER 7, 1959—DECEMBER 4, 1960. 
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The Editorial Viewpoint .. . 


We Look at Mr. Advertising Man 


On Page 87 of this issue, ADVERTISING AGE begins a series of three 
articles which might be called “Inside Mr. Advertising Man.” 

The articles detail the results of an unusual sociological study of 
advertising agency people and their non-advertising neighbors, in a 
number of upper class suburban communities around New York, De- 
troit, and Chicago. 

We wanted to find out what advertising people thought of the ad- 
vertising business and how they visualized the traits of the people in 
it...and whether their neighbors who are not in advertising feel the 
same way. Sc we sent personal interviewers on the staff of Market 
Psychology Inc. to talk to them. 

What they found out about the “image” of an advertising man is 
being told in this series of three articles. People in the advertising 
business will want to read them carefully, and think about them se- 
riously. They mirror a mental conception about advertising and ad- 
vertising people, both in and out of the business, which is in some 
respects usual and comforting, and in many other respects unusual 
and disturbing. 

After you have read the series, we shall be most interested in hav- 
ing reactions and comments—not only on this particular study, but on 
the value of investigations of this type into the image projected by 
advertising and advertising people. 


A Thoughtless Action 


At a time when circumspection is even more greatly to be desired 
than usual, the Denver Better Business Bureau has let itself become 
involved in a type of promotional activity which is of dubious value, 
and which might damage the entire Better Business Bureau move- 
ment, and thus indirectly damage advertising, which is the sponsor 
and godfather of the BBB movement. 

The Denver bureau has thought up the idea of promoting an “em- 
blem of truth” which is available to anyone who pledges to observe a 
10-point advertising code and pays $180 to help defray promotional 
and policing costs. 

It is our feeling that such an activity weakens the position of the 
Better Business Bureau as a policeman of advertising and selling 
practices, and should be withdrawn. In the first place, there is no 
guarantee in practice that everyone who displays the “emblem of 
truth” will indeed be telling the truth, although the implication is that 
those displaying the emblem have had their truth-telling qualities 
audited in some way. 


In the second place, the move smacks more than a little of black- 
mail, since the opposite implication is that anyone who does not dis- 
play the seal is not interested in telling the truth in his advertising; 
and this, also, is not necessarily the case. 

The Assn. of Better Business Bureaus says the Denver bureau’s 
action violates the association’s policies and if persisted in may result 
in termination of the Denver organization’s membership. The matter 
comes up for discussion at the association’s annual meeting in Phoe- 
nix May 7-12. 

We hope the Denver bureau canbe induced to abandon its present 
plans. The Better Business Bureau needs to be maintained and 
strengthened, and any move which has within it the possible seeds 
of controversy or of loss of respect ought to be avoided. 


Not So Bad, but Not Very Good 


There are people in the advertising business who insist that many 
of us are too much concerned about the public image of advertising. 
Most people, they insist, are not strongly opposed to advertising; they 
accept it, and why get so worked up about the matter? 

It seems to us they miss the point. At the Assn. of National Adver- 
tisers meeting in Santa Barbara last weekend, Emmett C. McGaughey 
of Erwin Wasey, Ruthrauff & Ryan spelled out what we mean. 

“Perhaps we’ve become too accustomed to the backhanded swipes 
handed so freely to our business in general,” he said. “So accustomed, 
we're inclined to dismiss such criticism too lightly...The constant 
drip, drip, drip of unanswered—or unjustified—criticism could even- 
tually be disastrous.” 

The point is that advertising’s usefulness can be destroyed by nag- 
ging, unexciting criticisms and growing skepticism, just as easily as 
by a bold frontal attack. Maybe even more easily and more effective- 
ly, because a frontal attack induces direct action in the form of 
counter-attack. 

But advertising lives only on confidence, and if confidence and be- 
lief in advertising are worn away, the whole structure will ultimate- 
ly disappear. This—not possible taxes and direct attacks—is the great 
danger that faces us now. 

The problem is more complex and much more difficult than that of 
meeting direct attacks. The view of advertising summed up in the 
phrase, “Oh, that’s just advertising,” is the really dangerous view. It 
represents death by apathy. 


—Lew Sliye, E. R. Hollingsworth & Associates, Rockford, Ml. 
“She’s head dietitian of the weight control division—they call her 


Metrecally Rose. 


” 


What They're Saying . . . 


A New Ad Game 
Eventually—and probably not 
| too far in the future—we’ve got to 
|have the “Advertising Bowl.” I 
can see it now. It will be played in 
|}a makeshift stadium on Madison 
| Ave. The rosters of the two teams 
|will be limited to players who 
| have done either shaving or cigaret 
commercials the preceding year. 

| Can you imagine the excitement 
‘just before the kickoff as someone 
/raises the flag up the pole, to see if 
| anyone salutes? 


| The players will trot on the field 


in their charcoal jerseys and binoc- 
ulars will divulge button-down 
shoulder pads! And the broadcast 
will consist of continuous commer- 
cials, with a one-minute break here 
and there for a brief message from 
the play-by-play. 

Another bowl possibility would 
be between the two teams voted 


the most miserable in the nation. | 


We’re not sure what this bowl 
game could be called, but the site 
would be Flushing, N. Y. 


—From Ad Libs, column by Russ 
Wittberger in the January issue of 
Torch, Milwaukee Adclub publication. 
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Rough Proofs 


Wad some power the giftie gie 
us, and AA research has shown 
that admen’s neighbors don’t have 
nearly as flattering an opinion of 
practitioners of the art as the lat- 
ter do of themselves. 


Railroad advertising addressed 
to freight shippers is becoming 
more general. The passengers may 
| be flying, but their products still 
| have to roll. 
| a 


“Preparation H ads okay for ra- 
| dio,” the story says. 

Unlike children, products like 
| this are supposed to be heard but 
| not seen. 

. 


| In view of rather frequent charg- 
les of advertising plagiarism, it’s 
possible too much emphasis is be- 
ing placed on “copy” and not 
enough on “writing.” 


A Volkswagen distributor look- 
ing for an advertising manager of- 
fers “some travel, some midnight 
oil and a lot of fun.” 

That’s a combination that will be 
hard to resist. 


The New York Yankees have 
been pining for major league com- 
petition in the big town, and they 
will get it next year from their old 
sidekick, George Weiss. 


Foreign offices of U. S. advertis- 
ing agencies are getting to be so 
| big and important that one of these 
days Washington may send an am- 
bassador to the London office of 
J. Walter Thompson. 


Champion Spark Plug brags that 
its contest is the biggest thing since 
Christopher Columbus. 

Chris found a prize at the end of 
his voyage, though he missed his 
goal by a little matter of 12,000 
miles. 


Clients interested in merchandis- 
ing their campaigns to the dealers 
are understandably annoyed when 
their ex-agencies hint that the ap- 
| propriations were inflated for pub- 
| lic relations purposes. 
| 


The great debate between Ed 
Sullivan and Jack Paar was sup- 
posed to rival the brawl between 
Floyd Patterson and Ingemar Jo- 
hansson, but they ended up merely 
making faces at each other. 


“Researchers okay first Nielsen 
media service report,” the headline 
says. 

And when the research boys 
agree, that’s news. 


No wonder Sanka wants to 
change its image. It seems that its 
appeal has been primarily to elder- 
ly, health-conscious, conservative 
women, instead of devil-may-care 
customers willing to consume six 
cups a day. 

+ 


American Home offers an “eggs- 
hibition of artful editing” featur- 
ing the popular poultry product, 
and the four-color reproductions 
looked eggsactly right. 

Copy Cus. 
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The Washington Post published more grocery 


advertising during 1960 than any other 


Washington newspaper and more 
General grocery linage than 


both other papers combined. 


The Washington Post's new Continuing 
Audit of Family Purchases includes 68 
grocery and 13 toiletry commodities. 


Member Newspaper Color Advertising, Inc. 


CONTINUING AUDIT 
OF 
FAMILY PURCHASES 
OF 
THE WASHINGTON, D. C. 
METROPOLITAN AREA 


Comducted by 
Cart J. Nelvow Research, Inc 
176 West Adams Street 
Chicago 3, Mimoss 


li 


FIRST IN WASHINGTON 


IN CIRCULATION 
IN ADVERTISING 
IN AWARDS 


Continuity Rates Apply to Both Color and Black and White. 


Represented by: Sawyer, Ferguson, Walker—N. Y., Chic., Det., Atlanta, Phila., San Fran., Los Angeles; Joshuo B. Powers, Ltd—London; Senor G. Enriquez Simoni— 
Mexico City; Allin Assoc.—Toronto & Montreal; Hal Winter Co., Florida Hotel & Resorts, Miami Beach; Tom McGill, New England Hotel & Resorts, W. Roxbury, Mass.; 
Lou Robbins, N. Y. & N. J. Hotel & Resorts, 1265 B’way, N. Y.; Grant Webb Co., Fin. Adv.—N. Y., Chic., San Fran., Los Angeles, Seattle, Boston, Phila.; C. E. Starck, 


Pocono Hotel & Resorts, 86 E. Beverly Pkwy., Valley Stream, N. Y.; Puck, The Comic Weekly. 


a) By A 5 3 Me PRs Gis peel || oa en 
- eo er et ae ee et aes Sah: Rae cig PME CROs. ge OS, b> YAR a aicriniecry 5 Sate Se oes ee 
Piers ed ee ee ae ere cs By Es Pe ahs Std g ee ee. ee eens Ag SR EN TR a eee ee 
= Fee er ae ae Ty WE ty A ah a: 7 exh a e tee fy. ood at Se A Re a eo ie a Stee Se tee EM pin at , se Jae a ee 
ee se Se ae he es tte ey can SERA RS <a, See BI Teh Sees genoa : oe si me Bes. :: neem ey ie 5 jb ciate en aati se é Be ga: See ar 
fee eee ay gon Bae oma Rite Sakae Re So eee oS io ea "2 ee En a peed Sg ont ea! ZOE ce E ORaT eeeem aacdec 2) “die es ape Soe vaaweabe ee agi tie San toed ate caten a Pet ose , : 
Ce ee a ee en SR eis eae ene scieal HOS ree mceie ae ae SSR aE eR ar et POU AP aS hat Ae si aa ms ' . : 
Pat 2s ee Bice ght Geet We e\ers aR Rani te. ees 2 Sieg 1s lee eee a as persis Oe y ; ; 
es , ‘ 4 
a ae 
. , - 
2 ‘a 
a 
bs : 
e ie 
; ; 
3 : 
“e 
és : 
he 
Pe. 
“ Meo 
tak s 
. Bee aS ae 
£ 2 
~ ime por 
os rae pak = ee 
apr wT 
; ee a 
teak pe 
: ae eee 
4 (tee Gals 2 eae ae 
ys ° oe =f 
ei Ae 
Aer woe eee 
i ey eens 
ben Bl oe ae 
a2 Dare Se hee eee 
. pe ete 
— A et oa 
8 Bren wc oe i) 
ie Se ee 
. ee 
a, CORR ENE 
im jette 53 am 
ier Cate aa 
E ete fat} ihe 
rs ; a 
bets Rane 
4 be a es io 
; i a 
rs ae 
i pete gees 
ae tek 
ae Me 
Se eee 
je ge 
; TORR ibe Capen 
os, yee 
ae Sine % 
5a SAG ees e 
gk eels Meese bE 
. ea oe 
aug Dann a 
‘ipa : = a 
aes, er a : 
: TS a 
rit 2 ead 
eae See 
ie kc aes 
si | RB eo, er 
iis ae Pais 
rr. jaa ota 
: Eee cease 
PaRe Tred: 
ot o, “ 
a BS Fae ie 
sr Shi 
a Geese, 4 
P| Re ee 
: Pre ee 
me Fst Sato ve 
ates of - el 
eh Pets eae 
a. ties We .A tee 
ees eo hs to 
aa be A Re 
Pes tees ate 
os £ eae Bee 
Bee aa 
me: ‘ Seid 
“ee RET 
of ee 
oe hi TE oe eee 
Regie ENS ee 
ai goes Br Uae 
' aa rae aoa 
; ey oer 
fe Ase as ble 
ae Mee oe ase 
Pee Ae 
iia! aa 
i ore = 
had 
ei eet 
deglea aaa 
; Eat ee 
i LCMp oe 
? Pale ise we 
hate Mages Se 
Aare = ae 
¢ Ld ee, 
pat e. -h iee 
Cee ees mee 
a . ae) a 
Rete «eee 
erates: ‘ é 
‘ 
: eet ts 
: ee ee 
eee = 
Mi _ : oor s a a se ’ Ba 4 


in Remarkabie ROCKFORD 


Spot color. . . full color . . . good color is a daily habit for the readers 
of the Rockford newspapers. Finest full color facilities make ads and 
editorial features in Rockford newspapers attractive and attention 
compelling . . . one good reason why Rockford leads Illinois, outside 
< Chicago, in retail sales. To get your share of this rich market, tell 
; your story in the colorful pages of the. . . 


ROCKEGED MORNING STAR ¢ Register-Republic 


33RD IN U.S. IN TOTAL ROP COLOR 
1ST IN ILLINOIS — RETAIL ROP COLOR 


Smith-Corona Pegs 
Its Sales Hopes on 


Ss ag Electric 


New YorK, March 21—Industry 
jprediction: 1961 will be the 
\“changeover” year in the office 
| typewriter field—the year in which 
|electric typewriters will outsell 
; manual machines in the office field 

for the first time. 

At Smith-Corona Marchant Inc., 
‘the machine that is accelerating 
electric sales is the new “compact” 
model introduced late last year. 
During January and February, the 
company sold more than three 
times the number of electrics sold 
during the comparable 1960 period 
—with the compact accounting for 
almost all the sales. 


= The company is now in three- 
shift production for the compact, 
in contrast to the situation at 
Royal McBee Corp. which has 


closed down one production line) 


TEXAS 
March 1961 


tockman 


Edited to Help Texas Rural Families Grow Better Crops. improve Their Livestock, Enjoy Modern Equipment and Acteve Finer Living 


/ 


c he Farmer-Stockman 


\ 


_= 


Stockman 


Edited to Help Rural Families Grow Better Crops. improve Their Livestock. Enjoy Modern Equipment and Achieve Finer Living 


OKLAHOMA 
March 1961 


Edited specifically for TEXAS! 


LOCALIZED EDITING 


Edited specifically for OKLAHOMA! 


gets maximum advertising results 
in rural Texas and Oklahoma! 


Two magazines each month! Beginning with the front cover, each is 
different because there’s completely different editorial content on the inside! 
Each month, one issue of the Farmer-Stockman is edited specifically for 


Texas... while the other is edited specifically for Oklahoma! 


Advertisers who know say their experience shows that a magazine locally 
edited, like the Farmer-Stockman, is much more effective than one containing 


broad editorial treatment—and circulating in a large area! 


For space reservations, or additional data ... write, wire or phone your 


nearest Farmer-Stockman office now. 


MORE PAID SUBSCRIBERS THAN ANY OTHER STATE FARM PAPER! 


The 


OKLAHOMA CITY ®@ DALLAS 


J. H. Hunter, Advertising Director 


SALES OFFICES: 


CHICAGO 11. SUperior 7-61 45 
400 N Michigan Avenve 
Lee Hamline, Mgr 


NEW YORK 17, MUrray Hill 4.3340 OKLAHOMA CITY 1, CEntral 2-331] DALLAS 5 LAkeside 1.3121 
420 Lexington Avenue 500 N Broodwoy 


4321 N Central Expresswoy 
Joe Paulsen Mgr Bill Pullen, Mgr 


Alex McCommos, Jr, Mgr 
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COMPACT—Smith-Corona Marchant 

|rushed this page ad into the Wall 

Street Journal “to take advantage 

of the good sales situation” of its 

new compact office electric type- 
writer. 


\for five weeks. 
| Taking its cue from the auto 
market, the company designed the 
|compact as an “office electric 
without extras”’ priced at a moder- 
ate $225. This makes it comparable 
in price to an office manual type- 
writer and about 50% less than 
the standard electric, price-tagged 
at $450 at Smith-Corona. 

“To put a hold on the market 
we’re carving out,” the company 
is speeding into a new ad campaign 
for the compact. As soon as the 
first ad was okayed two weeks ago, 
| the company decided to rush an in- 
sertion into the first available issue 
of the Wall Street Journal—a 24- 
/hour assignment. The ad ran again 
| last week. 

B&w magazine versions of the ad 
{will run in Business Week, For- 
tune, Nation’s Business, Newsweek, 
| Time and U.S. News & World Re- 
port “as soon as we can get in,” 
|the company said. The ads will 
switch to color as soon as plates 
and deadlines allow. 
| Cunningham & Walsh is the 
| agency. 


s Although Smith-Corona was al- 
most the last to enter the electric 
|typewriter field, not introducing 
'an electric until 1955, it is now the 
only company to have three elec- 
tric models—the standard and 
/compact models for the office, and 
'a portable model for the home. A 
campaign for the home portable 
/will be announced in about two 
| weeks. 

| The company expects this trio, 
|and especially the compact model, 
‘to make it the No. 2 company in 
| the electric typewriter field this 
|year. International Business Ma- 
/chines, which introduced the first 
successful electric in 1933 and pi- 
loneered the field, today holds 
_more than half of the market. The 
remainder is fairly equally divided 
(about 10% each) among Smith- 
|Corona, Royal McBee, Remington, 
Underwood and a group of foreign 
and small U.S. manufacturers. # 


Microwave Devices to Kudner 

General Telephone & Electron- 
ics Corp., has switched advertising 
for Microwave Devices Operation, 
a division of Sylvania’s electronic 
tubes division, from J. Walter 
Thompson Co. to Kudner Agency, 
New York. Kudner also has named 
Joseph McParland, formerly man- 
ager of its control department, an 
| account-executive on the General 
Telephone & Electronics account. 


Ward Appoints Peterson 


| Montgomery Ward & Co., Chi- 
/cago, has appointed Cortland A. 
| Peterson retail sales promotion 
manager, succeeding Walt Powers, 
| who has resigned to join May Co., 
| Cleveland department store. Mr. 
| Peterson was formerly sales pro- 
| motion manager and publicity di- 
rector of Titche-Goettinger, Dallas 
department store. 
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| Reader 


My 0 pr, lll ae 5 
7 By OF CLO att 

She reads SEVENTEEN from beginning to end, 
For SEVENTEEN talks with her just like a friend. 


it p 
t ae : 
eo / smh % 


She learns how to market, to cook and to sew VENTEEN’s clothes, 
And everything else a young woman should know. Heeds SEVENTEEN’s counsel on beauty and beaus... 


. 


GATENE FOR YOUNG woMeN SER 28” 


HOUMCM 


gsc® 


it’s easier to START a habit than to STOP one! 


SEVENTEEN MAGAZINE 
320 Park Avenue, New York 22 + Plaza 9-8100 


. wnt oe sy 


Consults SEVENTEEN for the lastest teen fads... 
.. And oh, how she buys from those SEVENTEEN ads! 


LEARN HOW SEVENTEEN’s UNIQUE SISTER PUBLICATION, SEVENTEEN-AT-SCHOOL,CARRIES YOUR ADVERTISING INTO HIGH SCHOOL HOME ECONOMICS CLASSROOMS. 
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NIELSEN’S NEW TOP IO 


(Two weeks ending February 19a) 


GUNSMOKE 


WAGON TRAIN 


HAVE GUN-WILL TRAVEL 


DU PONT SHOW 


CANDID CAMERA 


RAWHIDE 


ANDY GRIFFITH 


DENNIS THE MENACE 


ED SULLIVAN 


UNTOUCHABLES 
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A Frenchman once said 

the more things change 

the more they stay the same. 
This seems to be borne 

out by the latest Nielsen 
report which credits the 

CBS Television Network 
with broadcasting 8 out of 
the 10 most popular 
programs in television. 
Actually, this network has 
achieved, or surpassed, 

this performance 35 times 

in the past five-and-a- 

half years. During the same 
period no other network 

has matched this performance 
even once. Could it be a trend? 


CBS® 


OS re ae: A ss eS lle i, a ee ae eee aL i eee < - ee  Se. Eameee  a 4 
cite, seem gelincts. Saied ie Mage Nn IRR NS ot EE ep | MR eRe nl) MMI. Se ee? er pes Ci ita bs: ROL hon hs (ste i SAR ds AUER ad 
FPR = ch gpm a RM = a ei GMMR Se or ae aoe ei a eee, Ace a: oT a, ne ae 1: See See ee 
Ban ol Sa ‘sae ey Poy ga i. SUS Se af i sav Son Lah ae ie ee: Tanne Pinte 2 2) ein toe Spike oy OIE ace eat ot eri el = ea na aR ET tn AS ga ca Fe CO Cee ae Ree te A, 10rk; 
. Sea ey. oie gE A ai nS é nitrate es : Go 2 a BEL eee ha eee BA = ee eae ae veg La Bee oie ce ike kes i eae dice oS EIR Pe tie pa el ALAM I  wgl  s Siy deems Te 
ee een, pga? Ripe cai eee sor © RE, P< eae er) OE ce ak or ee rete TR 0 ks a), ah Mr ae Eo Sm 
ab . ‘yao ry ‘ 3 Biase et : ‘ Cones a 
at A : . po Day 
Pe # ie pad 
: eee 
1 7 et 2 
‘é 
i, 
: i 
oY: 
ae 
i) 
° ae 
a 
q 
wi 
re 
Si 
* = 
f 
bie ae 
os a 
- a 4 
x eo 
‘ oe. eal 
Pe ee 
TEE cag ls 
a oat 
xG ed aie ee 
aly es meerat a 5 
Tae ad eaten 
Series? as 
th cx, Bret. eye 
pe Sane saa 
; Pee cag vee 
i Eons to 
ae retire Ge Maen 
a lie itl re 
= See a ee 
Oe Pe ene 
7 Pd eee 
: A a fi ee eee 
1g. Mo! Ro ma 
oe i oe ak 
a a -_ 
mt ee. 
in 
i ‘a B Eine 
; i sareiey gs “ 
eo? aaet 
ie 
Thi { 
an 
3 epee! ; 
fy jas ‘ties eS: 
= Seg s 
“ igh 
i 3 i ae 
fa: ee Oe ae ee 
2 Sittin <u 
= ee 
a 1 6k eae 
phe mre ae 
wen i" io 
ra : ae 
re aes gE 
. ee es 
as Bee RG 
«an no oe 
Pe “i522 eae, 
a pls Ome 
ae Ce ae 
4 Rau gear 
“ 3 ” Sa ercr 
ty a aeitel nese 
SOS Et aan 
a a eae, 
a ae eee AE 
eee Se ky 
oe sc Sagi . 
ages aa Ser a3 
ph Brant Sa 
ato: ee = 
es iD leew +g 
er eee i. oa 
Se q o> t 
Buca Oe, } 
Perini Bae fie 
3 Se 
j Her a ge ian ae 
z eae ee 
‘ Bes ero 
Ms - eg ets 
~ ees, hae aS 
i a wer 
mer Naohigcinee 
ame ee 
eee we 
ae 
cane i 
A i 
ro « =. 
A oe af 
pea nee 
ABT) ae Net 
aah Caen ry eve 
ie oF ea ae 
| | * Be ey ces 
eae se 
: ; ern 
7 tems 
i Bis a 
ay ae Pup} 
Y ae 
: ae 
oa ee 
aS POG Ps 
ey bene ity 
a AEE 7. 
one 74 “4 
tie PS aaa 
ss Salta 
hers sae ss FS 
a en a 
a 
2 eee 
Be 
i - a : ras: f ee 
A Pit ¢ era ’ . ; 
* if oe 2 + oe aa “ or ip ‘+ Perron oo 8 


i Ai i i i A i i i 


*1960 Starch Consumer 
Magazine Report 


—_rr 


a nn Al i ln in i nn i tl i in i A in A tl ed, dn ie tn in tn nl 


BUSINESS ROUGH? 


Advertising to Elks is good business in any economic weather 


because they're affluent, acquisitive buyers—dquick to react. 


Elks are among the nation’s top earners with a high $8,257* median 
income . . . that’s why Elks constitute the premium men’s market. They 
continue to rank first* in auto, home, and appliance ownership . . . 
rank high* in purchases of clothing, tobacco products, alcoholic beverages 

. expenditures for travel, business equipment and financial services. 


We invite you to investigate the modest cost of selling this growing 
market—now at an all-time high of 1,285,420 (ABC Publisher's State- 
ment, 12/31/60)—with advertising in the publication Elks respond to: 


THE ELKS MAGAZINE 


New York, 386 Park Ave., South 
Chicago, 360 N. Michigan Ave. Los Angeles, 5909 W. 3rd St. 
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WWTV has daily circulation, 
daytime and nighttime, in 36 
Michigan counties (NCS No. 3). 


She Felyer Hations 


WKZO RADIO — KALAMAZOO-BATTLE CREEK 
WJEF RADIO — GRAND RAPIDS 


WIJEF-FM — GRAND RAPIDS-KALAMAZOO 
WWTV — CADILLAC-TRAVERSE CITY 
KOLN-TV — LINCOLN, NEBRASKA 


om 


SURPASS THOSE IN 


Families in the Northern Lower Michigan area 


covered by WWTYV, Cadillac-Traverse City, com- 


pose a greater retail sales market than you'll find 
in 5 entire states*. 


WWTYV is the only medium covering this 36- 
county area. You'd have to use 13 daily news- 
papers or 16 radio stations to duplicate WWTV’s 
coverage. WWTV is by all odds the great favorite 
in this area as proved by its No. 1 position in 433 
of 450 quarter hours surveyed, Sunday through 
Saturday, 8a.m.-Midnight (NSI, Cadillac-Traverse 
City—June 6-July 3, 1960). 


Add WWTYV to your WKZO-TV (Kalamazoo- 
Grand Rapids) schedule and get all the rest of 


outstate Michigan worth having. Jf you want it 
all, give us a call! 


*Retail sales in the WWTV area are $809.8 million—more 


than in N.H., Alaska, Hawaii, Del. or Nev. (Source: SRDS, 
October 15, 1960) 


WWIV 


316,000 WATTS @ CHANNEL 13 @ 1282’ TOWER @ CBS and ABC 


Officially Authorized for CADILLAC-TRAVERSE CITY 
Serving Northern Lower Michigan 


Avery-Knodel, Inc., Exclusive National Representatives 


Advertising Age, March 27, 1961 


Getting Personal 


Robert W. Sarnoff, NBC’s chairman of the board, has accepted the 
general chairmanship of the 1961 Scouting Exposition at the New 
York Coliseum, Nov. 17-19. And on March 1 he was the honored guest 
at the American Legion’s national public relations seminar lunch- 
eon, where he received a special award “for his devotion to public 
service” 

Dick Swart of BBDO and Margot Teleki of Reach-McClinton each 
won one-week trips to Jamaica for two at Esquire’s cocktail party 
announcing that 
John Blair & Co. 
had become na- 
tional sales rep 


The worldly 


new look of 


HART for WQXI, Es- 
SCHAFFNER quire’s station 
neers in Atlanta... 

Beye eg Franklin S. 
sc ee eee Forsberg of 
denice Field & Stream, 
Sarat ay Patricia Dandry 
peed ey of Macfadden 
a tema etn Publica- 
Lacubateciaas. tions, and Allen 
pa Raymond of 
pros cuanapaad McCall’s, were 
sare wt ts a the three top 
ie Saas winners in 
peripe 3co Conklin, Labs & 
rte Bebee’s recent 
<; foe contest for me- 
\ eee dia folk... 


‘ ; ; A group of 26 
MODEL ADMAN—The jaunty model in this Hart watercolors by 


Schaffner & Marx ad is Russell Norris, head of Olaf Oloffson, 
the fashion department at Batten, Barton, Dur- medical copy- 
stine & Osborn, New York. No tyro in front of Writer with 
the cameras, he made his modeling debut in O8ilvy, Benson 
Lucky Strike ads several years ago, and has since - aather, made 
appeared in several Hart Schaffner ads as well a ae 


p show at New 
as one for Du Pont (all BBDO clients, of course). York’s Art Di- 


rectors Gallery, 
Feb. 25-March 10... 


“Guest professors in tv’ at Syracuse University for 1961 are Leon 
Arons, research vp for TvB; Burton Benjamin, producer of “The 
Twentieth Century”; Sydney H. Eiges, NBC vp of public informa- 
tion; Hartford N. Gunn Jr., general manager, WGBH-TV, Boston; 
Thomas W. Moore, ABC vp of tv programming; Richard A. R. Pink- 
ham, senior vp of Ted Bates & Co.; and Alfred A. Whittaker, vp and 
ad director of Bristol-Myers products division. Each will conduct 


two-day graduate seminars on broadcasting at the university’s tv- 
radio center... 


lst Lt. Jerome H. Walker Jr., son of Jerome Walker Sr., executive 
editor of Editor & Publisher, was married Jan. 21 in Worms, Ger- 
many, to Sarah Jane Hissom...A late summer wedding is planned 
for Elyn Marie Hallberg and George Nixon Farrand Jr. in the ad 
department of Union Carbide Plastics Co....It will be a late spring 
wedding for Ann Charlotte Kauffmann, daughter of Godfrey Kauff- 
mann, a vp of the Washington Star, and Charles Hyler... Helen 
Seitz and Robert Patterson of Lang, Fisher & Stashower, Cleveland, 
will be married next month... Lydia Obierek, in the tv commercial 
production department of Benton & Bowles, was married Feb. 4 to 
Donald Campbell. The bride is the daughter of Dr. Leopold Obierek, 
president and general manager of Nowy Swiat, The Polish Morning 
World... Slocum Chapin, ABC-TV vp in charge of sales for the 
western division, was married March 3 to Jane Daly, assistant to the 
board chairman of Wade Advertising, Chicago... Florine Robinson, 
a copy supervisor with Donahue & Coe, was married March 18 to 
Michael Snider. They’re honeymooning in the Virgin Islands... 


Hugh H. Johnson, media director of Kudner Agency, New York, has 
retired after 17 years, but will continue as a consultant... A sur- 
prise testimonial dinner was given Joseph J. Mattus, retiring west- 
ern manager of Western Farm Paper Unit, San Francisco, March 
9 by 70 agriculture, marketing and advertising leaders of Northern 
California... 

American friends of Ray Thompson, head of CPV Italiana in Mi- 
lan, will be saddened to learn that Ray was badly smashed up in 
an automobile-truck collison. Ray went through the windshield and 
is in bed with his face wired together .. . Lloyd L. Lind, vp and 


general sales manager of Interstate Television Corp., is recuperating 
from surgery ... 


A third son was born Feb. 3 to Jack Bolton, New York tv sales 
staff of Katz agency, and wife Iris ... Don Blauhut, radio-tv vp of 
Parkson Advertising, New York, is celebrating the birth of a son, 
Adam Bruce, March 11 . 

Lt. Col. Arthur F. Beown. president of Reilly, Brown & Tapply 
and secretary of the Advertising Club of Boston, has been nomin- 
ated for president of the Massachusetts Reserve Officers Assn... . 
Thomas D. Luckenbill, vp of William Esty Co., has been reelected 
president of the board of Trail Blazer Camps, which provides year- 
round camping in northern New Jersey for children with adjust- 
ment problems. Newly elected board members include Charles G. 
Mortimer, chairman of General Foods Corp... . 

Edward D. Kahn, vp and general manager of Victor A. Bennett 
Co., has received the Man & Boy award in recognition of his de- 
sign used for the national poster for Boys’ Clubs of America... 

J. Elton Tuohig of Chemical Engineering and Jack Gafford, vp 
and ad director of Advertising Publications Inc., are co-chairmen of 
the business publications committee aiding the Salvation Army ap- 
peal in New York... 

Ben Strouse, president of WWDC and WWDC-FM, Washington, 
has been named chairman of the pr and publicity committee for 
the sixth annual United Givers Fund campaign .. . 
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e@@| ual South! 


BIGGEST HOME BAKING MARKET 


Farm families are larger, eat more indi- 
vidual meals at home than the average U.S. 
family. As a result, farm housewives bake 
more—and the busiest farm bakers are in 
the South. Virtually all—a huge 97% —of 
the farm families in the South bake one or 
more times a week! 

This heavy consumption of baking ingre- 
dients is even higher per family among Pro- 
gressive Farmer subscribers. For example, 
65°% of The Progressive Farmer families 
bake biscuits from 1 to 3 times a day! The 
average flour consumption is an amazing 
9.96 lbs. per family per week—3'2 times as 
much as the average U.S. family uses! No 
wonder Progressive Farmer women readers 
show more interest in baking product adver- 
tising...are more aware of brands when they 


buy...and less apt to buy for price alone. 

The Progressive Farmer provides recipe 
rapport with the cooks of 1,408,000 sub- 
scriber households—an audience mostly 
unduplicated by women’s magazines or 
national weeklies. McCall’s, Ladies’ Home 


Journal and Good Housekeeping combined 
miss 80% of The Progressive Farmer read- 
ers. Isn’t it only natural that one of The 
Progressive Farmer’s greatest advertising 
success stories would involve a leading 
brand of cake mix! 


More than 5,770,000 READERS in the 16 Southern States 


THE PROGRESSIVE FARMER 


Advertising Offices: BIRMINGHAM e RALEIGH e¢ MEMPHIS ¢ DALLAS 


NEW YORK e CHICAGO e LOS ANGELES e SAN FRANCISCO 


a ee ee emer eee me oe a SR, Gh op MEME OAc AR ee ep Fe ae 
Pee det in iia, 8 ga 9 Sa eae ‘Vee et es oe See a i ae at ae gail 2 mid oe ae TS > esr Pt a) ge ae rr Be a aod eget! Stat agiee cae re ce a eee a oy is Oe SS ag 8 Fe) Te ee ee ae 
BS ie ae Be ee oe Pt eine ee = = age irae a bed et gk ei cae ope) oe ante ee tes eg en eS es Ags ee eae ee eee ai teee To. ee ore Paaientges. Day 
Be >) ees eS oc Gee RM came ae ae gen Et ae ek eh e er Rl MCS wr ag le Oe? ay re ee et. A ener ete ee me OE SORE SS) GaN an Oh ee a ae oie Seiad co aa 
2 SE a mae MIR capt marae ky Ia hee a ae eS eee sts i a = rae ae ‘cas ee gems geet: - ast ae See es Te, ae YO serene CORN CVS ean DS rege ore te Peete ee eer: i cee 
tas opt : v ee aie were i ie i aos z TCR ee he 5 ai ee ee se ee ky Wig ae x eaaie lies BS, cane eas SN et ge aE, de Mea Oe 8g al 
: AE eo ae 
$$ $$$ $$$ pete Peay ag ey be 
8 soe essen nnnnnnnenenlnsicneseesssnessaseessnesessasenennennsaseennnennnnsinssneameeneen ean eeneaeee =s ee 
pans seas 
Ree cae anew 
co Zs 
oh ie de 
if indeed 
aes a 
= Pan 
ie Ss 
Bs = 
ea Bas SO ce aE ae . “4 
zi i aaa) p 
6 Re e 
4 <n Sti wee =. es <a 
= eek) Se ie ay, hkl 
ane 4 ee fee eet 
NG ae rs “Tea ose fe 
Pe ms - AE ee i 
: a ES 
—_ a aed’ t 
= Be ve nk ge bia . 
i. eae : > 
j NS ee ace Si, ee 
“ 3 Se geretea a! | A Se: kas x ae 
i = ¢ wee at se a Gos : . 
ancnsanets et ma 2 rf : ‘ aa Oe crn é 
; - Rak i ig A = 
FE SE aa Biss ne Sa ie eae & 
5 ‘ eee oe eS oes 4 ‘e. 
i een eee encima oon a . oS ann Mee #3 : 
S : . js ae re : 
Br 4 oh a . vee aos e # i = 
oe ‘ 4 i . ; rrr s . 3 Be 
5 ; he : : : i ‘ € ¥ i ae : 
Bo “es oe = So eee . 7 ee e 2 ee 
7 Ais i ee ; “@ or ‘ ee 4 S. e : = a ee os ae 
aes ai wale #i 5 ‘ ce Bore pre . . . ie ee 2 : = AGRA 
ae To = of eee : ae & = 4 Bc.. i oe 
is ic aici k “ sf. es : F x £ R : 2. 4 Bo ite 
ats | : bie oo eee : Ra rr a . ? . SS ae oie 
aa Fae eae —— a ame” Sl = sp oe Sea et oe “eerie 3 he a ” : = q e { ee e ‘ oar 
: eer “ — a le, Sian ee Gea + Whee ey ate g 3 3 4 are * ete es Fe, 
; | ae aa 4 Teac ; Lys Sainte ree deur . a eS fetes a Caer ee 
i Rae ee Sehe a ere ; e | A ies ae 
a j gs = aT tae ae “e ‘ Se ae i cmt SNARE 2c, eer owe! 3 ei ae 2 Se a cd oo 
is } pence bs - ‘ Bo Tae Gio ie poe " —_ a en Re en Pete 
ee . Saha eh aN : : at ca i ae Meee gi eetten So are: each. “0 meio Peet 5 : oe oa =x! 
hell *-- Scie tare “ie 4 reed. oy ie ees 4 fe a eee ae x i ae: i Panes =i 
at po OS a i ; Bea dre i) eagle sean ee nen pee, EP eile ta Se 
om LES, poetpes : ee ee se apie tr (an = eg eres ese, he a ee 
7 a ane r ies mee rc Ae ae - oe toy Sa 5 ee stad es ere 
ais Aa Ge : eT) Ot eee ee SEU sy aes : Ee: sane ie pi or. Ce ae 
; a : aoa ee: 4 BCR ee eee oe Paes Rees ok hones 
Bi ae : on . © i cee Sk Se GR eA See 
4 Mea es ee j ee a paras eee cans aeons One mh aatie ea _ ~ amen ca ean) , one 
oe oe sere : ae i ea Ss ee oe ie, Ooo nn cr eT. an ee 
Hh ’ ve eee TT 7 4 ae = eae Se a lil A eters goon pac i ela er fo ey am % 
oe ral jonie. e Onn Ae ROR 3 ie. 7 
y omen ~ . z Tet ey eee ; ies tea a Cee ne ee eee eee = Bag Pn. Se 
will = — nn ee at ‘ane mye “aL Se gern Be a ag 
* — a se i he Pac 3 : : weer ° ey el 
F ws ” sources 2 ie hee be me 4, - “i 
» os eo eS eel oo - y P - 
i ——— — iii et = "i pag a ig ; 
- pre : - am : s, x 7 = 7. Sephe Aiilk, ly AONE LRT . « . : ; * a oh ries 
4 i ee : ; a “A 
ote : | | Re : ™ wy P Z dj 7 s on @ Fie mes i ex mia “ — ; Ve a 
%, ~ a een 2 ie aoe gate, ni Ny e : : 
: — ; Bi i _ a _ Gi ‘ 
ae | “a aia ies ae —— : f 
the ' eae shay nie ‘ beets (ee Co a pita, ik Ute eae , ‘ nome 2 
a i ‘ uy ee arpa iy eee ee oes a syeae noe Mi, eee ie ie: el ee er Ga v8 er i 
’? a Si eee, | et ee eee ae See. sii 
ee fe fs © : hg \ i é se aa 
eee : i ; 4 a a é AGE oe dec 3 a 5 ’ ie . ~ g oe es ce a8 ai? 
ve : ; . = a ak Mea Ni 25 bs ihe Peal. . : : at as aus pee 
tas — gis ae i | ARE aI A RAs F ¥ ees SRR elit “3 5 ‘ole aes ju 
La ae ¥ ¥ =<" a sae Cee ee ae nn eS ye ee eae oo ae M eck ee, Se eeet 3 2 e tt os 
are > - be i gh syle ae: ee ee ee ee cee ae " a “NESS 
er... Ae re ae 2 ae ae i ie 3 yee aes ye e oo a 
: eee a ie tons OSE ai she! es ae ‘ ; et i 
A bs ital i x Cate See "4 RS. ot Sert 
f v ; aa ‘a oy eo ” ee A a am ar ee ‘ % é ae ies aoe Be 
ot on ee ni F; ee : aR oh ana 
co a ta te se = 7 =< ; ; ; ee EW es 5 
& Sunes Tate aes me e 4 .—™ Me eS 
‘ 2 ae =. pect b RGAE. I \ cy . Seater 
Se ome oe > ' Repo ‘% 1 | vei re aie Bergh, oh 
: re Pe roc Pea b eg ida) q fi Sr ey Gapowelg ’ f me Meat ote ok, én . : ue lee 
di 7 a % seit Tig tiaeg he Ba Hie ne ae eae Pee nee ee . eS. baie Pare 
i a: Pe coe 4 a ine Rt ene fal eke ae oe ; oh Fee a a eras Cote o* oa ues 
fie sind Rgiece x a en as ips aE: Me bi ’ ot oe cas ieee atkate > «5° Fae) i Ae Be ae 
- Pek ee ee ges” y EST epee ene aE ile a Po ee eee eames SF iadeaes at : Pie 2 
eee Se Nae sae SRE oie cd ‘ " cee ge A ee ee ee ea Pane —_ Sistas Shh 
i ee a ee : » ° , ariel ” vo. Oe a a 
iis a¢ ks Se Rae & PF if sa } So ae 
ie ik aa f ‘ys os ‘ m ire. 
ai i “ee & ' / f 4 : r OPO TS ey 
ee a } ‘ LA ei a fi = at e. “i ty a 
1 ; - % . ee 
% at if — Cig 674 ' f te ‘ & P i > 
ji ‘ 4 od “ ee e voi ——n 4 . ae a eRe ba 
‘* mig - ce : , ‘ — ie* he re 
: eo ee Ek - Mea ‘ ’ ero © } Be a 
ae - ' kee” ' } j he a ¥ ere eer | 
eee ; : ¥ : 4 a ” Sa 
i . one + ~ ae r | Boirhs Peet 
AE. 4 ; , - ad a eee 
erinsy . ; & ad eats Setar) ae 
ae oe a . Po oh ers al 
el * me od gx Beate ee at 
i : in % \ 4 a eam 5 athe 
me itn i. % ve on oe 
ay _ Dy ¥ = a ps, a 
" % 4 4 aie? UN eects eiekigee 
et aay a ? a ¢ ar See ae 
fe as F al ; eT Se De 
ae ‘ . en S93 ar s 
3 i * ee ” . : _— ee hee 
é ; a mi Se. ; ae ee Sine ” “< ag age eB: ay 
. ae ie “— Pa , Ke ile: masa, pre 
s. ae on se a é Z , ps 4 os yf Be d LR a 
—  & ai a * e “eg — —_ * Bey : 
- a ctie” Se ustiaw®™ <All ; 
eee 
ae 
ely Ts a, 
ee ; lias 
, basa! 
Wai ies 
erty ig AE 2 
: feet ee 
pect se 
as Oe = 
PPR 0 2s | 
a 2 _ Be ; 
‘ ; 
re ges 
re rik 62. ies 
i et nt, esl ron 
eee Sica Be 
oe ge 
3 oe bien 
pia % on is rs 
a eee 
it Sera ae 
ae Sh ae 
Sot 
s Si : ey 
; : ‘ z : cia c 2 ¥ . 7 eee —— 5 : ? 
: = - : : ; 


i mee . % 
eo eae 
7k ae Bad 


he 


Mr yince” 
METROPOLS ) 
260 Madis° avenue 
New * rk +6 New yor‘ 
peat yince* 
Yo will ows Dd gener® ctr tg 18 7 sale" 
promots© ’ vol g upesié™ ” evis urnit re qineate®? 
wos one q une mo cesst relev* eiver epear yer nee 
proeren™ 180% 4 wmuc cce go whe u rvic 
otfere wGUNDAY" * 
signi tice” crease our ~ rine e pe and sumed} rely 
gol Lowbhe t jromo¥) ce crac prectlhy che * pect of th We QUNDAY™ 
a ertisi® chedul ° pusies 41 mod ow ais gbut rs 8m 
\er ment b neti’®: 
of prio cane estab ish V ues 
we pexibil ere List price® 
ctr) ynere! rey th fac 
i aver® sidé r pandi 8 
ic Then 100% 
no c 


: 
4 
er 
“s 
oes 
Pe 
he 
ff 


ie eae 4 
ae: See 
ele, 


phew Se ont 


yee oc ae 


ee 
oe Ae ihc 
pee eas ee —Fs : 2 aS ees 
mies =e ae es meee = Sos en are te 
: Mee Se ae ay mee 
Ssat neler ie ag i — = ae a begin) ae 
sae oe Te ee aide Pa ic Se bee ee ae he ce 
eo ‘ to ee = aes Beast so : 2 
. nee 4 ita i eee et x ise age SSF ad sgn Ba ica me Seat a 
i : - . : sae xe Po gee ae hket ss | eon ieee - :. Di ee < 
A s ha aa a ag 7 fj bens eee 
i ER AL ' ELECTRIC gaevo A** perevisio™ . — : 
: wy 7 :. a ag doit 
com ANY piviston ae: : = 
F “eae ae 
‘ erectrontc® park: gy RACUSE: NEW yore = * rELEPHONE Granite 4-44\\ reevision peceive® DEPARTMENT ee. aon oe 
calla est: 
a sais : : = a ag 
J 2, 196 7 , a ye 
anuely ’ , ne *y ae 
+9 10 1 Vier 
PERS» INC. - ee 
: i. a : 
<4 ae 
corets OF ice " wage 
: P £3 ae. : cas: 
more signi sscan ,o me x ——— 
E oD perevisto”, are pot eugees¥* aa 3 ee. 
chat “3 SUNDAY" gave our ais? sbutor ® the OP me a 
. at we price appricebl® iD thet? apect£*© aress wes a —— 
P P . P me: pera ie 
, rhe gact chat each are® could get sta owe promotor imide 80 oa a 
: giict with other pranned promotion® and gti! ie 4D airect}9 with ihe i: Ao ? 
é . . ae. me sake e 
wGUNDAY" acnedubé wes o> por ven™ sgescereune ae 
" qhe gndiv squeal gealet yistinEe® which were * pert of the ad gorme’ aaded = : ee bs 
mipsvantiol yo vhe pore) ampec® of vhe proere™ a8 well gs une * gai tione? ‘ & ae ‘ 
rier? yined® by gealer®* : ag x 
This promoto® was ®° aucces#it! ghat ~e nave aecided 0 repe” jt i : ? 
Very gruly your $9 ee - 
‘ 4 ~ 2 ‘ fe 
vA Vn ——s 
‘ joe gff anget . il Ba 
Maneee™ _- sales a a |. 
JEsne qerevisto™ pece? er peper men” ‘eh B a 
; i q 
spree Sy! “ ge my 
ia a 7h ; ees - : — 4 ; , ee me es sa % eee = el oe Bey ae ; - ee 
— : a + — * oi 5 a 
aa : ee . . . ae Toth csi te : . s i 
S eh aa ; sii i tes % ie sone 
; eee he tow: eer a et ee Far naeas re Soo am 
= . ae ee ae 0 


exclusive flexibility 


Ds 


gave General Electric 


the opportunity to 
Vary prices, dates — | 
and dealer listings - 
market by market. 


GE and hundreds of other top national adver- 
tisers have learned that nationally, regionally, locally, 
SUNDAY delivers a combination-of flexibility, réad- 
ership and response that is unmatched anywhere 
else in print today. 


Note the words of Joe Effinger, Manager of 
Sales, Television Receiver Department of General 
Electric. Then note, read and bee te nl that this cot- 
lection of SUNDAY power is available to you; - too, 
coast to coast. 


More people reac 


SALES OFFICES: 260 Madison Avenue ©« New York 16, N.Y. © MUrrey Hill 9-8200 


Sits ne Seat ee 


5 SEES ae ram =o ees cali? 
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You buy a famous 
General Electric “Designer” TV 


Take your choice of either 
matching “coordinate” for k 


This is the General Electric “Designer” being hailed as one of the Only one penny gives you either of these smart “coordinates.” 
most exciting innovations in television history! You can see why Devised exclusively by General Electric for the “Designer.” 
it’s causing such a sensation. Its modern, superb styling sets it Choose the Mobile Cart which rolls on big rubber wheels, has a 
apart from the ordinary television set and even from this photo handy magazine rack. Or, if you prefer, pick the sleek, attractive 
you can see what an attractive addition it would be to any room. Swivel Stand for viewing from any part of the room. 

It’s more than just a portable and has a console-type chassis that This unheard of offer ends two weeks from today. Better come 
provides a brighter, sharper picture with deep contrast; rich, in tomorrow while there's a full selection of “Designers.” 


fill ind; “Set-and-f ” up-fi ais and 

i ce ge ig Pegs Met Inport Prd 
lex It’ 14-karat b General Electric’s Golden 

‘eset tmen'savmw pages GENERAL @@ ELECTRIC 


“Vor Model 1773204 (rot lustated) 


‘he Newspaper's Own Magazine 


over 19,000,000 ABC circulation 


individuaily edited to serve the nation’s leading markets, Owned, 
edited and published by: Saitimere Sun e Boston Globe e Boston 
Herald « BufSio Courier-Express « Chicago News e Chicago Sun-Times 
« Chicago Tribune « Cincinnati Enquirer « Clevelanc Plain Dealer e 
Columbus ameter Délias Times Herald « Denver Post « Des Moines 
Register e¢ Detroit Free Press « Detroit News « Houston Chronicle « indi. 
anapolis Star « a Angeles Times « Milwaukee Journal « Minneapolis 
Tribune « des feesle News « New Orleans Times-Picavyiine « New York 


Hera ld Tribi e New York News « Philadelphia !nquirer » Phoenix 
rizona Revs blic e Pittsburgh Post-Gazette « Pittsburgh Press « Provi- 
dence Journal e St. Louis Globe-Democrat e St. Louis Post-Dispateh 
¢ St. fF rionee! ess e San Francisco Chronicle « Seéattie Times « 
iblican « Syracuse Post-Standard » Washington Post 

* ig J ar 


han any other magazine 


; ‘ Chicago * Detroit e San Francisco 


Les Angeles © 
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both record highs. Comparable 
: | figures for 1959 were $441,381,286 

soli =) fe : f 5 is : : 

PO scnrang wy ol eee eeola Co, and $38,251,207. Minute Maid 
reported sales of $501,986,613 and merged with Coca-Cola 
profits of $39,341,319 for 19€0— In 1959, before the merger, Coca- 


Coke Reports Record Sales 


Dec. 30. | 


Cola earned $33,581,679. 


Holmwood Elected to AAAN 
Holmwood Advertising Ltd., Lon- 
don, has been elected to associate 


;membership in the Affiliated Ad- 
vertising Agencies Network, Chi- 
cago. AAAN now has 58 members, 
13 of which are located outside the 
continental U.S. 


wil 4, 
Mii 
Vf 


“THE RING 
OF TRUTH” 


Total ABC 


ALHAMBRA POST-ADVOCATE 
+ Burbank 


Torrance, 


Review Shopping News + C \ 
a Advertiser * Venice Advertiser * Baldwin Hills Advertiser 
IA DAILY NEWS-POST + Monrovia Duarte News Advertiser 
El Segundo, Manhattan Beach, 
PEDRO NEWS.-PILOT ¢ San Pedro News-Pilot Advertiser 


eae 


without the Los Angeles Copley Newspaper Group 


You're missing an important share of the Los Angeles market if you're 8 3 the = 
towns that surround the city proper. (More than 59% of the people in the market live _ -wd 
the city limits... and the trend toward suburban living continues to gain momentum.) That’ 
where the Los Angeles Copley Newspaper Group can fill th 
dailies and their 18 shoppers, covering key communities. 
Total shopper distribution: 406,085. Total Group package: 
order, at a discounted flat line rate of $1.50, or a bulk discounted rate 
within one year) of $1.40 a line. For details, ask any office of W 


LOS ANGELES COPLEY NEWSPAPER GROUP: 
Alhambra Post-Advocate Shoppers * BURBANK DAILY REVIEW ~ 
& VENICE EVENING VANGUARD * Culver-Palms Advertiser * Mar dor 
- GLENDALE NEWS-PRESS + Glendale News Press Shoppers * MONR 

+ SOUTH BAY DAILY BREEZE (Redondo Beach, Palos Verdes, ‘orre 
Breeze Advertisers + South Bav Breeze Peninsula Advertiser * SAN 


e bill. The Group includes eight 


circulation: 95,544. 


501,629. It’s all yours with one 


(5,000 lines or more 


EST-HOLLIDAY CO., INC. 


* El Monte Post-Advocate * 
ULVER CITY STAR-NEWS 


Hermosa Beach) * South Bay 


Advertising Age, March 27, 1961 


Coming 
Conventions 


*Indicates first listing in this column. 

March 22. Assn. of National Advertisers 
|workshop on shows & exhibits, Hotel 
| Plaza, New York. 
| March 26-30. National Business Publica- 
| tions, annual spring meeting, El Mirador, 
Palm Springs, Cal. 

April 6-7. Advertising Federation of 
|America, Ist District Convention, Provi- 
| dence, R. I. 

April 7-8. Southwest Assn. of Advertis- 
ing Agencies, annual convention, Marriott 
Motor Hotel, Dallas. 

April 10-15. National Assn. of Trans- 
portation Advertising, 19th annual con- 
vention, Gasparilla Inn, Boca Grande, Fla 

April 11. Premium Advertising Assn. of 
|America conference, in conjunction with 
the National Premium Buyers Exposition, 
|Navy Pier, Chicago. 

April 13-15. Advertising Federation of 
|America, 4th District convention, Dupont 
Plaza Hotel, Miami, Fla. 

April 16-19. Association of National Ad- 
vertisers, spring meeting, Hotel Sheraton 
Park, Washington, D. C. 

April 17. National Society of Art Di- 
|rectors, annual meeting, Sheraton Towers 
|Hotel, Chicago. 

April 17-20. International Advertising 
|Assn., Waldorf-Astoria Hotel, New York. 

April 20-22. American Assn. of Advertis- 
jing Agencies, annual meeting, The Green- 
|brier, White Sulphur Springs, W. Va 
| April 21-22. Advertising Federation of 
America, 9th District convention, Savery 
Hotel, Des Moines, Ia 

April 24-27. American Newspaper Pub- 
lishers Assn., Waldorf-Astoria Hotel, New 
York 
April 25-27. Sales Promotion Executives 
Assn., fourth annual conference, Benjamin 
Franklin Hotel, Philadelphia. 

April 28-30. Alpha Delta Sigma, profes- 
sional advertising fraternity, national con- 
vention, University of Minnesota, Min- 
neapolis-St. Paul 

May 1-3. Assn. of Canadian Advertisers, 
Royal York Hotel, Toronto. 
May 4-6. Western States 
Agencies Assn., llth annual 
Shelter Inn, San Diego, Cal. 
May 4-6. Associated Business Publica- 
tions, spring meeting, The Homestead, 
Hot Springs, Va 
May 7-9. Magazine Publishers Assn., 
42nd annual spring conference, The 
Greenbrier, White Sulphur Springs, W. Va 
May 7-10. National Assn. of Broadcast- 
ers, annual convention, Sheraton Park 
and Shoreham Hotels, Washington, D. C 
May 8-9. Direct Mail Advertising Assn., 
West Coast conference, Statler Hotel, Los 
Angeles 
May 11. Assn 
workshop on 
Hotel Plaza, New York 
May 14-17. National Sales Executives, 
j annual convention, San Francisco 
| May 21-24. National Newspaper Promo- 
|tion Assn., annual convention, Waldorf- 
Astoria Hotel, New York. 

May 25-28. Federation of Canadian Ad- 
|vertising and Sales Clubs, 14th annual 
|conference, Ottawa, Ont. 

May 27-31. Advertising Federation of 
America, 57th annual convention, Park 
Sheraton Hotel, Washington, D. C 

June 11-14. Assn. of Industrial Advertis- 


Advertising 
conference, 


of National Advertisers, 
International Advertising, 


ers, annual conference and _ exposition, 
Statler Hilton, Boston 
June 12-14. Poster Advertising Assn. 


| 
of Canada, Chantecler Hotel, 
P.Q., Canada. 

June 19-21. American Marketing Assn., 
44th annual conference, Ambassador Ho- 
tel, Los Angeles 

June 21-24. Trans-America Advertising 
| Agency Network, annual meeting, Shera- 
ton-Plaza Hotel, Boston 
| June 25-29. Advertising Assn. of the 
West, annual convention, Olympic Hotel, 
Seattle. 

June 25-29. National Advertising Agen- 
cy Network, annual management confer- 
ence, Broadmoor Hotel, Colorado Springs 

June 25-29. American Academy of Ad- 
vertising, annual meeting, University of 
Washington, Seattle. 

July 9-12. Newspaper Advertising Exec- 
utives Assn., Statler Hilton Hotel, Detroit 

Aug. 18-19. Newspaper Advertising Ex- 
ecutives Assn. of the Carolinas, summer 
meeting, Grove Park Inn, Asheville, N. C. 


Ste. Adele, 


*Sept. 8-10. Iowa Daily Press Assn., an- 
nual meeting, Hotel Savery, Des Moines 

*Sept. 21-23. Advertising Federation of 
America, 10th district convention, Hotel 
Mayo, Tulsa 

Oct. 22-27. Outdoor Advertising Assn 
jannual convention, Hotel Statler, New 
| York. 

Oct. 10-13. Direct Mail Advertising 
Assn., 44th annual convention, Statler- 


Hilton Hotel, New York City 


Oct. 16-17. Agricultural Publishers Assn., 
annual meeting, Chicago Athletic Assn 

Oct Outdoor Advertising Assn 
of America, Diplomat Hotel, Hollywood- 
By-The-Sea, Fla 

*Nov. 2-4. Assn. of National Advertisers 
annual national meeting, The Homestead 
Hot Springs, Va 

Nov. 6-8. Broadcasters’ Promotion Assn 
annual convention, Waldorf-Astoria Hote 
New York 

Nov. 7-9. Point-of-Purchase Advertising 
Institute, 15th annual symposium and ex- 
hibit, McCormick Place, Chicago 

Nov. 15-17 
vertising, 
Detroit 


99.97 


eee 


Television 
annual 


Bureau of Ad- 
meeting, Statler-Hilton, 
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TIME is the shape of the food market 


Circulation concentration in the top 100 counties for 
FOOD STORE SALES 


Sports lilustrated 53.2% 

U.S. News & World Report 51.5% 
Reader's Digest 50.4% 
Newsweek 50.4% aoe 


Look 46.7% 
Better Homes & Gardens 45.8% 
Saturday Evening Post 44.3% 


SOURCES: Sales Management's ‘‘Survey of Buying Power"’ (5/10/59) and latest availabie publishers’ 
reports. TIME (3/23/59) ¢ Holiday (March 1957) ¢ Life (10/26/59) ¢ Sports iliustrated (3/2/59) 
e U.S. News & World Report (3/28/58) e Reader's Digest (April 1959) « Newsweek (3/23/59) 
e Look (3/18/58) « Better Homes & Gardens (April 1959) ¢ Saturday Evening Post (3/14/59) 


Of America’s 3,070 counties, only 100 
ring up more than half of the nation’s 
retail food sales. TIME concentrates more 
of its circulation in these big food-buying 
counties than does any other magazine 
with over 500,000 circulation. TIME read- 
ing families are among the nation’s most 
prosperous. They buy more, they buy bet- 
ter. TIME puts you on their shopping list. 


TIME ...TO REACH 2,550,000 TOP-OF-THE-MARKET FAMILIES 
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WNHC-TV Boosts Cundiff * for example, a Lever soap can be |example, an advertiser who buys | (agi 
WNHC-TV, Hartford-New Ha- To uct rotection advertised in the 3 to 3:15 period|at least two minutes weekly on|  ~ 
n.h a canted John F. Cundiff and a Colgate soap in the follow-|the Saturday night movies, such 

pin ag alan Mr Cundiff will | ing 15-minute segment, provided|as R. J. Reynolds, will get com- 


s Iti ] : : ohn 
: the two soap commercials are sep-|plete product protection within 
continue as general sales manager. Dips as Mu ip e arated by at least 10 minutes of | that show. The same is true of ad- 


programming or other commer-|vertisers carrying at least two 
S hi Ri cials. The same holds true of ad-|minutes weekly in the hour par- 
FULL COLOR POST CARDS ponsors 1p ISOS | vertisers slotted in evening shows | ticipation programs. 
ecg & BUSINESS CARDS sold as minute carriers, if com-| Nor need sponsors like Chevro- 
x New York, March 21—As the|petitors choose to buy on these | let with an hour on Sunday night 
EOE myriad patterns of participating terms. or others with regular half-hour | 
SPEC CONROE coonsorships multiply on televi- schedules have any worries about | 
CPU ee ion the amount of product pro- # Loosening the rules will give the adjacent pitches by competing | 
Ct Cee tection an advertiser can expect | network great flexibility in selling | products on NBC. Here the adver- 
Oe Re ic beginning to shrink. its daytime shows, the various |tiser undoubtedly will expect and 
‘ graphic ‘industry. 5 ay National Broadcasting Co. has |nighttime hour minute carriers, | get 30 minutes of product protec- : = win 
THE GROGAN PHOTO COMPANY snipped the minimum period of | and the new Saturday night movie. | tion on both sides of his program. ANTIOUE: MERE BOURDON 
Dept. AA - a. E product protection from 15 to 10| These new rules are subject | | ANT ee PURER 
Danville, Wlinsis ee minutes. to interpretation and they will be ms Some agencies have protested : 
: : This means that in the daytime, adapted to fit circumstances. For | the cutback in the amount of prod- |ANTIQUE LOOK—Newest in Four 
| Roses Distillers Co.’s magazine se- 
4 | ries for Antique six-year-old Ken- 
|tucky bourbon is this ad showing a 
| working model from which Balti- 
|more & Ohio locomotives were 
| built last century. Young & Rubi- 
cam is the agency. 


uct protection from 15 to 10 min- 
utes, but most of them recognize 
the problem the network faces as 
selling of day and night time be- 
comes increasingly fractionalized. 

CBS Television said it will con- 
tinue to try to provide at least 15 
minutes between ads for competing 
products on its network. 

ABC Television similarly does 
not plan to cut back its 15-minute 
separation period, the standard at 
which this network aims. In the 
coming season ABC’s nighttime ad- 
jacency problems may be simpli- 
fied by scheduling billboards and 
commercials for hour show par- 
ticipating sponsors in the same 
half-hour period, rather than giv- 
ing them a billboard in one seg- 
ment and a commercial in the 
other. With the checkerboarding 
| of complicated advertising sched- 
| ules in the daytime, minor sponsors 
cannot always be sure of a quarter 
hour of separation from competing 
brands. 


s There are signs that the passage 
of time and the liberalizing of re- 
strictions may eventually eradicate 
this hoary broadcast problem. The 
Television Bureau of Advertising 
has been questioning the business 
practice that requires competitive 
products to be well separated on 
tv but only “seconds apart” in 
print. 

“To us,” said TvB in a recent 
newsletter, “the best place to reach 
our competitor’s best customers 
would be right in his own store. 
If his television commercials have 
been effective in converting his 
|viewers to his customers, his tv 
audience must contain a dispro- 
portionately large number of his 
customers. Competitive advertisers 
would like to reach these same 
customers and convert them to 
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i i i i theirs.” ; 
This brand new, practical guide explains Nothing could make broadcasters a 
how to build a solid incentive program from start happier than to find they had a 
me suddenly reached the blissful state a 
to finish... tells what tools to use...shows of no product protection at all. Not ke 
P : the tv-radio buy , of se. = ‘cee 
how to underwrite the cost of your entire mene eee ene iis 
program. Write for your Copy today. William Mulvey to Join a 


McCann-Erickson as Senior VP 
William W. Mulvey, who re- 
signed as senior exec vp of Cun- 
. ningham & 

Walsh in Janu- 
ary over a “bas- 
ic difference in 
S policy,” will 
» join McCann- 
Erickson, New 
York, on April 
1 as a senior vp. 4 
Mr. Mulvey 
began his ad- 
vertising career 


hha Plas 


Premium & Incentive Division . 
in 1938 at Bat- 
M. W. Morgan, Manager William W. Mulvey ten, Barto n, 
Phe: 427 West Randolph Street ¢* Chicago 6 Durstine & Os- 


born as a copywriter. He later 
worked for Kenyon & Eckhardt 
,}and Maxon Inc. 
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VSCCOULlCCE.” 


THE BIG 23> 


IN S.C. 


GREENVILLE COLUMBIA CHARLESTON 


The Greenville News The State The News and Courier 
Greenville Piedmont The Columbia Record Charleston Evening Post 
Repr. Ward-Griffith Co. Repr. The Branham Co, Repr. The John Budd Co. 


FREQUENCY ana BULK DISCOUNTS 


TO GENERAL ADVERTISERS... 


re Effective Dates: April 1, 1961 in Greenville and Columbiat; June 1, 1961 in Charleston 


Here are the money-saving discount sched- 
ules you’ve wanted for frequency or bulk in 
South Carolina’s “Big Three Markets,” Green- 
ville, Columbia and Charleston. You can now 
earn as much as 17% discount for frequency, 
with a liberalized Continuity-lmpact-Discount 
iti (C.1.D.) plan... and a maximum of 15% for 
bulk. You may now contract individually with 
the newspaper organizations listed above to 


Bae tTo get discounts in Greenville and Columbia for 
ms April and May linage, forward signed contracts not 
later than June 1, 1961. 


FREQUENCY DISCOUNTS 


MINIMUM* WEEKLY 
CONTRACT REQUIREMENTS — DISCOUNTS 
Lines 10 wks. 20 wks. 30 wks. 40 wks. 
Per week in 13 in 26 in 39 in 52 
300 4% 6% 8% 10% 
600 5% 7% 9% 11% 
1000 6% 8% 10% 12% 
1500 7% 10% 12% 14% 
2400 8% 12% 14% 16% 


An additional 1% discount will *Minimum weeks required within 
be granted on all published lin. contract period. Consecutive 
age in excess of minimum con- weeks not required. 

tract requirements. 


get the advertising economies offered by each 
in the tables shown below. By using the news- 
papers listed in all three markets you'll get 
effective, economical coverage of more than 
two-thirds of South Carolina’s marketing po- 
tential. 

For complete information, please write, wire 
or telephone the newspapers listed or their 
national representatives. 


BULK DISCOUNTS* 


Total Lines Discount Total Lines 


"COVERING SOUTH CAROLINA EFFECTIVELY AND ECONOMICALLY! 


Discount 


2,000 to 4,999 2% 50,000 to 74,999 9% 


5,000 to 9,999 3% 75,000 to 99,999 11% 


10,000 to 24,999 5% 100,000 to 149,999 13% 


25,000 to 49,999 7% 150,000 and over 


15% 


*For linage contracted during 12 months period 


Rates and complete information upon request. Same discounts apply to Daily or Sunday insertions. 
Color: Discount rates do not apply to color but to black-and-white only. 


It's Easy to Cover South Carolina with “The Big 3 in S.C." 


- Contact the Newspapers Listed above, or their Representatives 
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Separate Newspapers 


The £l Paso Times Morning and Sunday 
El Paso Herald-Post tvenins 


NOW... BUY A 
KING SIZE 
MARKET 


EL PASO 
TEXAS’ FIFTH BIG MARKET 
General Merchandise Sales* 
$96,992,000 
*Sales Management Survey of Buying Power 


COVERING 24 COUNTIES OF WEST 
TEXAS AND SOUTHERN NEW MEXICO 


BLANKETING THE 
FABULOUS SOUTHWEST 


a 
a a 


65 Quarter-Hours 
or 195 Five-Minute Programs 


ee 


wo 
oct 
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CIRCULATION 


105,739 


For He’s a Jolly 


Good Fellow! Who? 
The Ad Executive 


New York, March 21—What are 
advertising executives made of, 
made of? 

Well, not puppy dogs’ 
sugar and spice, especially. 


tails or 


data released by the Advertising 
Federation of America based on 
questionnaires sent out to mem- 
bers. 

The ad exec shapes up something 


like this, according to AFA: He (or | 


she) is mostly married, lives in 
his own home (in the suburbs of 
course), and has three or more 
children. He is at least 90% college | 
educated and one-third of him is 
honorary degreed. 


s He’s 
church; 


steady, substantial; goes to 
takes a keen interest in 


business, cultural, civic and social | 
| organizations. 


About 10% 


of him 


“CONSULT DR. BROTHERS” 


This popularity proven program series was pre-tested before a panel of top station manage- 
ment. The reaction was immediate and decisive. They bought it! Now you've got it too—a 
program that’s perfect for stripping—all the popular appeal of adult subjects...love...marriage 


..sex...dating.. 


.treated in a mature manner. Dr. Joyce Brothers does it with all the prestige 


inherent in her vast professional background ...with a lively personality which excites lively 
viewer interest. “Consult Dr. Brothers” has: proven track record, proven sales record, proven 


critical acclaim, proven audience and sp r pulling 
power. Don’t miss this one! . baat: ABC FILMS, INC. 


1501 BROADWAY, NEW YORK, N. 


, LA 4-50 


What | 
they are like is revealed in some | 


Advertising Age, March 27, 1961 


holds or has held office in city, 
county or state government. And 
mostly he likes golf, art and gen- 
eral sports. 
| He works mostly in an adver- 
|tising agency and after that he 
works with the advertiser, then 
with media. He is 19% president of 
his company, or the owner; 11% 
vp; and 26% advertising manager. 
Here is the complete rundown of 
this fine fellow: 


Age: 3% in the 20s; 24% in the 
| 30s; 21% in the 40s; 40% in the 


| 50s; 12% 60 and over. 
| 
Sex: 82% male; 18% female. 


Marital: 13% single; 87% mar- 
| ried. 


Education: 90% had some college 
| education; of these, 66% have col- 
| lege degrees; of these, 11% have 
one or more advanced degrees. 


Children: 77% of the respond- 
jents said they had children; of 
| these, 18% have one child; 37% 
have 2 children, 45% have 3 or 
|/more children. 


Where and how they live: 36% 
live in the city; 56% live in the 
suburbs; 8% live in the country; 
3% live in apartments; 97% live 
in houses; 17% rent; 83% own their 
own homes or apartments; 12% 
have lived at present address less 
than 2 years; 36% have lived at 
present address 2 to 7 years; 52% 
have lived at present address over 
|7 years. 


Organizations: 70% belong to 
some religious organization or 
church; 92% belong to one or more 
business or civic organizations; 
75% belong to one or more charity 
| organizations; 68% belong to fra- 
ternal or social organizations; 49% 
belong to cultural organizations; 
84% hold or have held office in 
| one or more organizations. 


Public office: 12% hold or have 


held appointed or elected offices 
in town, city, country or state. 


Honors: 33% have received hon- 
|orary degrees, special citations, 
medals or awards. 


Chief hobbies or sports: 31% 
list golf as chief sport; 21% list 
water sports; 6% list bowling; 5% 
list hunting; 17% prefer spectator 
sports; also mentioned are hand- 
ball, skating, skiing, baseball, ten- 
nis and flying; 16% list photog- 


raphy as chief hobby; 30% say 
painting (art); 17% music; 16% 


gardening; 13% home decoration. 
Others mentioned: Travel, youth 
work, stamps, writing, theater, 
card playing, model railroads. 


What phase of advertising: 29% 
advertisers; 34% ad agencies; 26% 
| media; 11% all others. 


Positions held by respondents: 
3% chairman of board; 19% pres- 
ident or owner; 11% vice president; 
26% advertising managers. 

Remainder are scattered over 20 
classifications such as: Sales man- 
agers, account executives, general 
managers, publishers, media sales, 
business managers, copy writers, 
art directors, production men, TV 
specialists, sales promotion, buyers 
and others. + 


American-Marietta Honored 
American-Marietta Co., Chicago, 
has won the first annual advertis- 
ing award presented by the Paint- 
ing & Decorating Contractors of 
America. Entries were judged on 
the content and distribution of ad- 
vertising which promoted the use 
of painting contractors and profes- 
sional painting and decorating. 


Asher Issues Newsletter 

Asher Co., Fitchburg, Mass., 
maker of men’s and boys’ slacks, 
has launched a bi-monthly news- 
letter, “Retail News,” for retailers. 
The newsietter offers stores sug- 
gestions and tips on how to im- 
prove business. Asher’s agency, 
Chester Gore Co., New York, is 
handling the publication. 
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Farm Paper Unit 
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TOP-THIRD FARM STATES 
TOP-OF-THE-SOUTH STATES 


Local editing decisions make the difference between 
casual reading and intense interest. Farm reporting, 
entirely from the Michigan viewpoint, earns un- 
matched believability for The MicHIGAN FARMER. 

Let this “friendly neighbor” carry your sales mes- 
sage to rich, diversified, rural Michigan . . . where 
spendable income reaches $1,138,564,000 yearly! Only 
17 states equal this potential. Income in Michigan is 
big and steady — the year around. It’s a top-third 
farm income state. 

Very similar top-third farm income markets are 
served by Indiana Farmer, Ohio Farmer, Pennsyl- 
vania Farmer, Kansas Farmer and Missouri Ruralist. 
Kentucky Farmer and Tennessee Farmer serve the 


chigan karmer 


oN Sy x 
Dali 1% 


rich top-of-the-south market. All are printed in high- 
quality color gravure or offset. One set of repro ma- 
terial (gravure) will serve all 6 roto publications. One 
set of offset material for Kansas Farmer and Missouri 
Ruralist. You gain production economy plus FREE 
bleed. 

Localized editing also sets the stage for STRAIGHT- 
LINE ADVERTISING in all publications of the’ Home 
State Farm Paper Unit—advertising directed straight 
to the farmer “where he lives.” You win strong reader 
IMPACT on the local level for deeper penetration and 
greater results. 

Send for file folder which demonstrates the new 
look in farm paper advertising. 


EAST LANSING, 
MICHIGAN 


THE EXTRA THAT 
8,564,000 FARM MARKET 
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Aldens Shareholders to Vote __| to approve the acquisition of Shop- 

on Shoppers World Purchase pers World, discount house chain 

Shareholders of Aldens Inc., Chi- | a Psanrgee. f rm - od Bones « 

p soa ens stock to be iss over a 

cago, mail order house, will vote 10-year period. Shoppers World 

| would be operated as a separate 

division of Aldens under its pres- 
ent management. 


“Any display will Increase your sales 
But the right one will multiply them’ 


VVANDERPOOL Displays 


A complete promotional service in all 
. mediums — cardboard, plastic, etc. 
122 S. MICHIGAN AVE. CHICAGO 3, ILL. 
HArrison 7-8442 


WFAA Boosts Cohlmia 

| Casey Cohlmia has been appoint- 
ed director of promotion and pub- 
‘licity of WFAA and WFAA-TV, 


Dallas. Mr. Cohlmia, currently pro- 
motion and publicity director for 
the tv station only, now is in 
charge of the over-all promotion 
operation for both the stations of 
the Dallas News. 


Blatt Joins Shannon 

Harold Blatt has joined the New 
York sales staff of Shannon & As- 
sociate, publishers representative. 
Mr. Blatt was formerly with the 
Star-Ledger, Newark. 
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a) 


uing growth 


MARKS OF A 
GROWING MARKET 


Bank Debits — $4,879,331,000 
12th Federal Reserve District 


Retail Sales — $95,260,000 nore! 


Est. from 1959, 1961 SM figures 


Employment |(Dec.)} — 242,000 
State Dept. of Employment 
Population — 642,315 
U. S. Census 


— $261,948,182 
U. S. Dept. cf Commerce 


Construction 


Mercury and News Ad Linage 
54,612,757 
Media Records 
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Bank Debits— 
= Up 7% In ‘60! 


A favorite yardstick of economic 
activity, bank debits hit $4,879,331,- 
000 in Metropolitan San Jose in 1960! 


That's seven per cent over the $4,- 

540,722,000 of 1959. If you've a pen- 
chant for big figures—1960: was 208 

= per cent over 1950! (the 1950 figure 
was passed by the end of April, 1960.) 


January 1961 demonstrates contin- 


— $493,915,305 — 14 per 
cent above the first month of 1960. 


Bank debits are but one facet of 
Metropolitan San Jose growth— a 
sales-minded market impossible to ig- 


And remember, there's only one 
way to cover Metropolitan San Jose— 


with the San Jose Mercury and News! 


Up-and-Coming Billion Dollar Market 


Advertising Age, March 27, 1961 


their material through the mail. 

If rates get too high, he ex- 
plained, some of these other dis- 
tribution systems may be _ used, 
and the Post Office will be left 
with only the most expensive part 
of the operation, house to house 
delivery. 


Senators Needle 
P.O. on ‘Subsidy’ 


If Mail Gets Too Costly, 
Publishers May Try Other 
Distribution, Is Reply 


= Post Office witnesses said the 
department plans to send Congress 
a rate bill covering the depart- 
WASHINGTON, March 21—The|ment’s $831,000,000 deficit, but 
| bait-the-publisher game got off to | that details are still being worked 
| an early start, as three members of | out. 
| the Senate appropriations commit- They said the department’s cost 
tee needled postal officials about | ascertainment system shows that 
the government’s “losses” from | costs assigned to second class 
transporting big national maga-| (publications) exceed revenues by 
zines through the mails. $344,000,000, of which $256,000,000 
The senators who engaged in the |is attributed to newspapers and 
sport were Sen. Willis Robertson | magazines. About a fourth of the 
(D., Va.), Sen. Allen J. Ellender| second class “loss” was assigned 
(D., La.), and Sen. John L. Mc- | to daily newspapers and about a 
Clellan (D., Ark.), all members |third to weekly and daily news- 
of an appropriations subcommittee | papers combined, they reported. 
|that is considering a $12,000,000| They also said the “loss” from 
supplement to pay increased postal | third class is estimated at $251,- 
salaries exceeding the original es- |000,000, and from fourth class 
timates for the current federal fis- | 113,000,000. First class was said 
cal year. - _ | to be showing a “loss” of $4,000,- 
Although the rate question is | 0900 on letters, which was offset by 
still not before Congress, the three | g “profit” of $10,000,000 on air- 
senators began needling depart- | mail. 
mental witnesses about the size of | 


the department’s deficits. Sen. Mc- ‘2ND CLASS RATES 


Clellan and Sen. Ellender com- | 
mented that they will support in- TO CANADA BOOSTED 
WASHINGTON, March 21—The 


creased rates on letters and air-| . 
mail, if the department will pro- Post Office Department last week 
pose increases to eliminate the | 2nnounced a new rate arrangement 
deficits caused by publications. | with Canada, including a stiff in- 
| crease for newspapers and maga- 
® Senator McClellan developed | 7!nes. ; 

the theme by commenting that the | The percentage of the increase 
| government might. just as well |on publications will vary according 
| subsidize radio and television as |t0 the weight of the particular 
| large magazines. He said he didn’t | publication, but for a 1 Ib. publica- 
| understand “why taxpayers should | tion containing 50% advertising, 
| be called on to make contributions | the price, effective July 1, would 
| to their big circulations.” | 80 from 6%4¢ to 9¢._ ; 

| The senators pressed Assistant| Except for the increase in the 
| Postmaster General Ralph Nich- | Tate on newspapers and maga- 
other provisions in the 


es’ caused by the big magazines 
| —Time, Life, U.S. News & World 
Report and Reader’s Digest. Offi- 
| cials said it is hard to isolate such 
figures, but they will try. 

Mr. Nicholson, who recently was 
appointed to the department, was 
| formerly manager of the New York 

office of Fuller & Smith & Ross. 


beg for information about “loss- | 7/2€S, 


| agreement are in the direction of 
| lower rates. The letter and airmail 
rates remain the same, while the 
rate for books, advertising circu- 
lars, greeting cards, printed matter 
|and sheet music will be reduced, 
and the weight limitation for par- 
cel post will be increased from 15 
| to 25 lbs. 


| He said the department “must look | 


| to second class to generate more 
| revenue,” but he cautioned the 


mw While the changes were an- 
nounced by Postmaster General J. 


senators that newspapers and pub- Edward Day, the agreement was 
lishers have alternatives to sending tually signed by former Post- 

master General Arthur Summer- 
field just before leaving office. 
Formal announcement of the ar- 
rangement was postponed to per- 
| mit simultaneous release in Can- 
ada. 

The rate on advertising circulars 
|and other printed matter, now 4¢ 
| for the first two ounces and 2¢ for 
/each additional 2 oz., will drop to 
3¢ for the first 2 oz. and 1%¢ for 
each additional 2 oz. up to 1 Ilb., 
plus 2¢ for each additional 2 oz. 
above 1 lb. 

The rate on books and sheet 
|music, now 3¢ for the first 2 oz. 
and 1'%¢ for each additional 2 oz., 
will be identical with that of peri- 
odicals—2¢ for the first 2 oz. and 
1¢ for each additional 2 oz. Sam- 
ples of merchandise, which now 
pay the same rates as circulars, 
will pay 3¢ for the first 2 oz., plus 
11%4¢ for each additional 2 oz., with 
a minimum of 10¢. + 


Teague, Miller Join White 
James Teague has joined White 
Advertising Agency, Tulsa, as an 
account executive and Daniel B. 
Miller has joined the agency as 
production manager. Mr. Teague 
was formerly with Gibbons Ad- 
vertising Agency and DeFelice Ad- 
vertising Agency. Mr. Miller was 
formerly with Oil & Gas Journal. 


KSLA-TV 


SHREVEPORT 
LOUISIANA 


‘Grain & Feed Review’ to Elly 

Grain & Feed Review, Minneap- 
olis, has appointed Walter C. Elly 
Inc., New York, as its representa- 
tive in the eastern U. S. 
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IN RETAIL ADVERTISING 
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Classifications 


IN CLASSIFIED ADVERTISING 
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26 of all 28 
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Ted Bates Adds 5, Boosts 1 
Ted Bates & Co., 
has appointed Alex Taylor vp and 


> a 


@ There's only one 
way to get complete 
and reliable clipping 
coverage of maga- 


if 
IT’S zines. BACON’S is 
the specialist in 
BA W@ magazines. 25 
years experience 
has built a com- 
for plete list and un- 


matched methods 
for clipping accu- 
racy. BACON'S is 
a must! 

Ask for Bulletin 59 


COMPLETE 
COVERAGE 


of 


MAGAZINES! 


OUR READING LIST 
Published as 
complete 
publicity 
directory. 
BACON'S 
PUBLICITY 
CHECKER 
—now with quarter- 
ly revisions. 100% 
accurate. 352 p.p. 
—$25.00. Send for 
your copy today! 


BACON’S 
CLIPPING 
‘BUREAU 


14 E. Jackson Bivd. 
Chicago 4, Illinois 
WAbash 2-8419 


New York, 


jan account supervisor, Ross Legler 
|'an account executive on the Scott 
Paper Co. account and Edward 
Kobza, John Scanlan and Harry 
Torp to its media department. Mr. 
Legler formerly was a vp at Comp- 
ton Advertising. Mr. Taylor pre- 
viously was a vp of Dancer-Fitz- 
gerald-Sample. Mr. Torp formerly 
was media director of Grant Ad- 
vertising; Mr. Scanlan was with 
Benton & Bowles; and Mr. Kobza 
was with Kenyon & Eckhardt. 
Bates also has promoted Robert 
Margulies, formerly production 
commercial supervisor on the 
Brown & Williamson Tobacco ac- 
count, to the new post of vp in 
charge of commercial broadcast 
production. 


Messiter Joins Petersen 

Sam Messiter has joined Peter- 
sen Publishing Co.’s advertising 
sales staff in the New York area 
for automotive, boating and gun 


publications. He was formerly na- | 


|Trophies, Plaques Potent Promotion Tools, 


| CHIcaAGco, March 21—Plaques and 
‘trophies can perform a definite, 
long-range function as sales pro- 
motion tools or they can cause ani- 
mosity, bad publicity or worse. 
The difference in results is in 
the use of the versatile tool, Ad- 


vertising Requirements reports in | 


the latest of its “Advertisers Buy- 
ing Guide”’ series in its April issue. 

Properly used, plaques, trophies 
and medallions serve as a “self- 
perpetuating promotion for both 
giver and receiver” and help to 
promote the giver’s product or 
service through “subtle proximity, 
the association of ideas,’ the mag- 
azine says. 

Used as a gimmick, the “award” 
may bring notoriety and the wrath 
of the better business bureau, the 
article warns. 


tional account executive with Yel- a The “how-to” report describes 


|low Pages. 


the process used by knowledgeable 


Top movies (lots of them), well programmed, result in rating leadership 
for WSB-TV. Audience interest is excited by showcasing movies like 
“High and the Mighty’’ and Judy Garland’s “‘A Star is Born’’— series 
like “Best of Gable’’— sneak previews and color premieres! Superior 
programming that’s made possible by using Warner's ‘‘Films of the 
50's”, RKO’s “Post-48's"’, MGM and Paramount libraries, Shirley 
Temple and Tarzan packages, and 20th Century Fox movies. This all 


adds up to king-size audiences for advertisers on WSB-TV. 


Represented by 


ame 
od, 


- 


Affiliated with The Atianta Journal and Constitution. NBC affiliate. Associated with WSOC /WSOC-TV, Charlotte; WHIO, WHIO-TV, Dayton 


but May Backfire if Used as Gimmicks: ‘AR’ 


| advertisers in getting the most for 
| their money—and the best results 
|—from promotion by plaque. A 
Selected list of suppliers, who have 
|indicated their interest and ability 
| to serve the sales promotion man, 
|is included. 


to be retitled Advertising & Sales 
Promotion in May (AA, March 20) 
will report on 8mm sound projec- 
tors as a sales promotion and ad- 
vertising tool. + 


Schenectady, Seattle Dailies 
Adopt Discount Plans 

The Schenectady Gazette has is- 
sued a new rate card, with bulk 
linage features and a continuity- 
|impact-discount plan, which will 
become effective May 1. The morn- 
ing newspaper’s new card will of- 
fer C-I-D discounts ranging from 
|4% for a minimum of 300 lines 
|run weekly for at least 12 out of 
| 13 weeks, to 14% for a minimum 
|of 48 pages run within a 52-week 
span. Bulk discounts will range 
| from 3% for two pages to 13% for 
| 200,000 lines. The Gazette also an- 
nounced its open line rate will be 
| boosted from 20¢ to 23¢. 
| The Seattle Post-Intelligencer 
| has inaugurated a schedule of dis- 
counts in general advertising rates, 
based on frequency of insertion 
land volume of advertising. Fre- 


In the next issue, the magazine, | 


” 


“At the sound of the chime... 


“It’s ice cream time!” 


quency discounts of from 4% for a | 


| minimum of 280 lines run 10 times 

to 17% for 2,240 lines run more 
than 40 times are offered. Bulk 
| discounts range from 2% for 2,000 
lines to 10% for 100,000 lines. The 
Seattle Times last month estab- 
lished frequency and bulk dis- 
counts (AA, Feb. 20). 


Emma Law Sets Up Own Shop 
Emma R. Law, formerly with 
Ted Bates & Co., as a home econ- 


omist responsible for recipe devel- | 


opment and food preparation for 
ads, has set up her own home eco- 
nomics food consulting business 
with offices at 245 E. 21st St., 
New York. 


Metalis & Lebow Adds Two 

Metalis & Lebow Corp., New 
York, has been named to handle 
advertising of Relaxacizor Inc., Los 
Angeles, maker of home reducing 
units, and Federal Life & Casual- 
ity Co., New York. 


Boing! 


| CLOWNING—American Dairy Assn. 
| uses humor in eight-second spots 
| for ice cream, to be used in 37 
| markets the weeks of April 23 and 
30. Spots were created by Camp- 
bell-Mithun, Chicago, and pro- 
duced by Animation Inc., Holly- 
wood. Tie-in material featuring 
the clown will be available to re- 
tailers. 


STORY 
BOARD 


WTRF-TV 


A MAN sat at the bar, produced 
a little man about 12 inches tall 
and ordered a thimble size 


drink for him. The bartender 

soid, ‘‘What is that, a toy?’’ 

T. R. Effic! The man replied: ‘No, he's o 

real man.'' ‘‘Con he talk?"’ 

*Sure,'' replied the man and turning to the 

| little guy said, ‘‘Say something to the 
| bartender.'' ‘‘What shall | say,'’ replied the 


| little man. “'Oh, tell him about the time you 
called the African Witch Doctor a s. o. b."’ 


wtrf-tv Wheeling 


THERE MUST be oa better way to start the day 
than getting up! (Thanks to K. Blankenship of 
Addresso-Multigraph) 


Wheeling wirf-tv 


| KITTY: “I've been married four times." 
| KATIE: “*"My, you've beén ao busy body, haven't 
| you?”* 


| Wheeling wirf-tv 


| BETTER WATCH . . . better buy . . . WTRF-TV 
dominates the Wheeling-Steubenville Industrial 
| Ohio Valley from Wheeling. Want to get your 
message across to a big spending audience? 
| Our rep George P. Hollingbery loves to tell the 
WTRF-TV story. 


Wheeling witrf-tv 


TEXAS has some chintzy playboys, too. He just 


gives his girl friends new compacts on their | 


birthdays . . . Valiants, Falcons and Corvairs. 


witrf-tv Wheeling 
EXEC VP Bob Ferguson (witrf-tv's Abominable 


‘Know’ Man) says that come April, you'll have 
te hand it to the Department of Internal Revenue. 


RB WHEELING, 
WEST VIRGINIA 


CHANNEL 


SEVEN 


Lear, Four Others Name 
Getz & Sandborg 

Lear Inc., Santa Monica, Cal., 
| manufacturer of precision products 
| used in missiles, military and civil 
| aviation and general industry, has 
| appointed Getz & Sandborg, Bever- 
| ly Hills, to handle its advertising. 
| General Advertising Agency, Hol- 
lywood, is the previous agency of 
record. 

Other new accounts recently ac- 
quired in the Los Angeles area by 
Getz & Sandborg are W. W. Sham- 
ban & Co., plastics manufacturer, 
and Bell Electronic Corp., electron- 
ics specialty distributor. Climate 
Control Co., Phoenix, distributor 
of air conditioning equipment, and 
Burr-Brown Corp., Tucson, manu- 
facturer of electronics equipment, 
have appointed the agency’s Phoe- 
nix office to handle their advertis- 
| ing. 

Foote Boosts Gentieu 

Foote Mineral Co., Philadelphia, 
|has promoted Norman P. Gentieu 
| to advertising manager, succeeding 
| John W. Donahey, who has been 
named manager of marketing serv- 
| ices and sales promotion. 


Lauer Joins Kaufman 

Eleanor L. Lauer has joined 
Henry J. Kaufman & Associates, 
Washington, as a specialist in ra- 
dio-tv copy. She was formerly with 
Robert M. Gamble Jr. Inc., Wash- 
‘ington agency. 
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Are You 


Perceptive 
) Adman? 


The “BIG FOUR” 
that carried this 
Heinz ad are... 


Automatically cooks 
complete meals! Dial-a- 
Magic control assures perfect 
roasting. Magitrol surface 
unit holds exact heat, pre- 
vents burning! $400 value. 


’61 RAMBLER AMERICAN Convertible 
AND $5700 CASH (TOTAL VALUE OVER $8000) 


ORE EEREERE REE REE EEO EEE HEHEHE TEETH HEHE EEE EE EEO EEE H EEE EOE EEEES 


all-new styling, 
whitewall tires, 


WHITE 
SEWING 
MACHINES 


Newest zig-zag model! 
Makes buttonholes, sews on 
buttons, does overcasting, 
satin stitching, blind hems, 
monograms! In handsome 
mahogany-finished desk. 
Worth $390! 


Rambier American convertibles . . 


Eye heater, ceramic muffler-tailpipe system! 


r ; . with 
Single-Unit construction, 
reclining seats, Weather 


25 FIFTH PRIZES 


KITCHEN 
AID 
PORTABLE 
DISHWASHERS 


Washes, rinses 
and dries dish- 
es, silver, glass- 
ware for 8 automatically! 
Rolls out of way when not in 
use. Take with you when you 
move. $260 value. 


everything 


$2500 IN BONUS PRIZES: 
First and Second prize winners who have included 


regular 


neckbands from Heinz Ketchup, Heinz Chili Sauce 
and Heinz Hot Ketchup to qualify for the free Red 
Magic packet will also receive a $500 cash bonus. 


EASY TO ENTER—EASY TO WIN! 


@Tell us in 25 additional words or less wh 
Magic” describes Heinz Ketchup. Use blan 
or plain paper. Mail entry with one neckband from 
einz Ketchup (14-oz. or family size) to 
address below. Extra entry blanks—with complete 
rules—now at food stores everywhere. 


“Red 
below 


r-—------ Just complete this sentence (in 25 words or less): ——————— 


“Red Magic” describes 
Heinz Ketchup because: 


Famous make! In- 
cludes everything— 
8-mm. movie cam- 
era, projector, 
screen, title kit, ac- 
cessories. Precision 
quality. Regular 
$149.95 value. 


250 SEVENTH PRIZES 


——.. 


DOMINION 
PORTABLE 
OVENS 


Bakes, broils, grills! 
Turns on and off automatically. Has 
two-hour timer, “ready” signal, heat 
selector, cook guide. Retails at $50. 


SETH THOMAS 
TRAVEL CLOCKS 


Fine $10.00 quality, with 
gates leather case. Foldscompactly. 
eeps accurate time, has gentle alarm. 


KNAPP-MONARCH 
THERM-A-JUGS 


Keeps liquids hot or 


cold for hours! Smart modern design. 
Rugged, easy to clean. $5.50 value. 


i FREE 
RED MAGIC PACKETS 


e A free merchandise certif- 
icate worth 25¢ on next 
purchase will be sent to 
every entrant who includes 
with entry neckbands 
from Heinz Chili Sauce 
and Heinz Hot Ketchup 
along with required neck-+ 
band from Heinz Ketchup. 


Mail with neckband from regular Heinz Ketchup 
(14-02. or family size) to Heinz Red Magic 
Contest, Box 5700, Dept. FJ-21, Brooklyn 1, N.Y. 
Also include neckbands from Heinz Hof Ketchup 
and Heinz Chili Sauce to qualify for $500 cash 
bonus and Red Magic packet. 


Address 
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1961 Advertising Readership Study Schedules 


Max Berking Inc., 50 E. 42nd St., New York, compiled 
the complete schedule of advertising readership 
studies planned for 1961 which appears—with per- 
mission—on this sheet. This is the third year in which 


a complete tabulation of all planned ad readership 
studies of general and farm magazines, newspapers 
and business papers has been put together, for easy 
reference, by the Berking organization and AA. 


READERSHIP STUDY CODE 1S — International Surveys, Ltd. (Canadian) RC — Reader's Choice (Petroleum Engineer Pub. Co.) 
AG — Ad-Gage (Penton) JF — John T. Fosdick Readership Report RE — Reader Report Service (Hugh MacLean Pub. Ltd.) 
CE — Reader Recall (Consulting Engineer) MA — Media/Audience Measurements, Inc. RF — Reader Feedback (McGraw-Hill) 
ED — Reader Recall (Electronic Design) MD — Advertising Impact Measurement Service RI — Reader Interest (Wallaces Farmer) 
EL — Reader Data Graph (Electric Light & Power) (Mediascope) RR — Reader Rating (Gulf Publishing Co.) 
ET — Reader Reaction (Electro-Technology) ME — Media Echo (Mechanical Engineering) RS — Readerscope 
GR — Gallup & Robinson Impact Studies MS — Mills Shepard Readership Studies RX — Readex Reader Interest Reports 
HR — Hav-Red (Building Material Merchandiser) PM — Reader Action (Purchasing) ST — Starch Readership Reports 
Type Issue to Type Issue to Type Issue to 
Publication of Study Be Studied Publication of Study Be Studied Publication of Study Be Studied 
GENERAL AND FARM MAGAZINES | Aviation Week ...........00..+ EN -dinaceteitnes All issues in Jan., April, Aug. | Petroleum Engineer ........ Me diciucsibiseas aati March, tentative for Sept. 
iain: Ceti st Gvery jewe | Bakers Weekly ..........00.... MS. .... 1/16, 3/13, 5/15, 7/17, 9/25, 11/13 | Petroleum Management .. RC o......ecccceecceeee March, tentative for Sept. 
Guniinn Waite ....... ST Every. neve | Baking Industry .............. Ri icmm rigged 4/29, 5/27, 6/24, 8/19, | Petroleum Week ............ WB. visi bh, bog oo a te a 
; 7 1VV/ A ‘ ; 
ee oe a =. mn Sy SE, SR Se | Better Bldg. Main. .......... DEE eessesiteiseantiaxonenetesnminemneaasealearenas Every issue | Petroleum Refiner .......... Gn: Vesentncistiemtbacenes March, July, Aug., Dec. 
i TE eg April, Sept., Nov. Boat & Motor Dealer .... RX 3—4 issues to be announced | Pipe Line Industry ........ WH. \wéesscecesabastasveicabie peace Feb., June, Oct. 
ie i Every leeve Building Matl. Merchdrs. HR ....cccccccceeeeeeeeees 4/10, 6/5, 7/31, 9/25 | Pipeline Engineer ... RC March, tentative for Sept. 
Seo bh Ghee ... May, Sept., Dec. Building Products .......... TE Vadesicsevessesccansiinesonsbiamaneranstonneeaan April, Sept. | Pe Ae I cacdecticscnsins AG Jan., April, June, Sept. 
MN ae Oct. Building Products Deal. .. ST .ccssecesssesesscesseersseerserecssssccosenscesescessszeees May | Plant Engineering .......... TE“ Ncekidvensevnesnueeeiins Jan., April, July, Oct. 
NR MM a se Every iseve Chemical Engineering .... ST ...... ee SS: eae De We, STO SG Tt Oe cascccesccanuaew BE -ccnnundkennadiseneneeee Every issue 
BD sxivicavccntsncssesiouscevesse GUM. eidebinbegsvarsshaseseuenanl tba Mbsarmemntteinta Every issue 10/16 & 30 Printers’ Ink 0.0.0.0 MS ..... 1/20, 3/31, 6/30, 8/11, 9/29, 11/3 
AL IED Bvory lewe Chemical Week ............ a 2/18, 3/25, 5/6, 6/24, 8/5, 11/4] Proc. of the IRE ............ ’ A Feb., April, July, Aug., Oct., Dec. 
Family Weekly 1/8 & 22, 2/5 & 19, 3/5 & 19, 4/2 SN ID arerescinesecescieisais  ssinesignheaasnagiany Jan., Feb., May, June | Product Engineering ...... a 1/9, 2/20, 3/13, 4/24, 5/1, 6/19 
& 16, 5/7 & 21, 6/4 & 18, 7/9 & Commercial Car Jrnl. .... ST... Feb., April, May, July, Sept., Nov. & 26, 8/7, 10/23, 11/6 
23, 8/6 & 20, 9/10 & 24, 10/1 & Concrete Products .......... pare Feb., March, June, July, Sept., Oct.| Prog. Architecture ........ Ss “aan Jan., April, May, June, Sept., Oct. 
15, 11/5 & 19, 12/3 & 17 Construction Equip. ........ ST ccssecsesoreesseccssrceseess Feb., March, June, dol Progressive Grocer ........ FE (sisnsainccenerepsseenentonieanamenaiuaanatel Every Issue 
The farmer (ete) .......... ee 2/18, 3/19, 4/15, 5/20 | Contractors & Engineers JF ..ccccccccccseecccceeeeeeees Jan., April, July, Oct. | PS EINIIIIIN - sosncicsseadavotinnsons me .Stice 1/16, 2/27, 6/5 & 19, 8/28, 10/9, 
The Farmer (women) ...... TE.. - Nacvanaaouavcscasiincanaiacsaueeualsabedecbaaaeiebananiaecien 2/18 Consumer Packaging .... ST ---rvssvseessserseeeren March, April, May, June | 11/20 
I April, Oct. Consulting Engineer ........ Zee Jan., March, April, June, Aug., Now. | PUTERGSAG  ....00cerseeseeseees ee 1/2,.. 3/18, 4/34, 7/91, BIN, 
I, acetsitacrecewiisecetbctiress MF Adssatsepmnacesasccstenbusnacssennenints Feb., June, Sept. Control Engineering ...... ilies Jan., Feb., April, July, Oct., Nov. | 10/23, 12/4 
A ea April, Sept. | Distribution Age ............ ON apatite ona re April, June, Aug., Oct. | Purchasing Week .......... OP siseas 1/2, 2/6, 3/13, 4/17 & 24, 5/29, 
Good Meneshecping ...... nes Every lesve Domestic Engineering .... ST ..c.cccsscesssescesseeseeneees Jan., April, June, Sept. | 7/3, 8/7 & 14, 9/18, 10/23, 11/27 
SN hit cciarsctaionni era March, April, Oct., Dee. a ae errors 1/30, 3/13, 5/22, 9/25 | Railway Age ..........000 1/23, 3/27, 5/22, 7/24, 9/25 
Junior Scholastic ............ OE RR aS 11/8 | Electric Light & Power .... EL .... 1/15, 3/15, 5/15, 7/15, 9/15, 11/15) Rock Products ..........-.. RP anssssessennsnesssnnsnnunnnnnnene Merch, April, June 
iediew Wame Senedd... o Every iseve Electrical Const. & Main. RF ........ Jan., March, April, June, Sept., Oct. Space/Aeronautics ........ en . -xeebis Feb., March, May, June, Aug., Sept. 
Every lave Electrical West ................ Beene ees rere ee sessen To be announced | 0 en eo senna 1/9 & 30, 2/13 & 27, 3/13 & 20, 
iy 1/13, 2/3 & 17, 3/3 & 17, 4/7 & 21, Electrical World ............ MS... 1/16 & 23, 2/13 & 20, 3/20 & 27, 27, 4/3 & 24, 5/8 & 22, 6/12, 7/17 
5/5 & 12, 6/2 & 16, 7/7, 8/4, 9/15, | 4/17 & 24, 5/15 & 22,7/3 & 10, | & 24, 8/14, 9/4 & 25, 10/9, 11/13 
10/6 & 20, 11/3 & 17, 12/1 | 8/14 & 21, 9/18 & 25, 10/30, 11/6, | & 27, 12/8 
1 RR TE  - 2/14, 3/14, 4/11, 5/9, 6/20, 9/26, | 2/46 Super Service Station .... MS css... Feb., May, July, Oct. 
10/24, 11/21 Electrified Industry ........  -csiiansnin Jan., Feb., May, July, Oct., Dec. | Textile industries ............ OR . igssnathines Feb., April, June, Aug., Oct., Dec. 
DS ccscicstcsscassntivesccsse MU. tidesaunencdvansioevedanbhinesnstuasenrerenesnees Every issue teri sees ia be mney arte eo gr oa a Pe oe seeeee fa seeeeeeeee sess ae rae pee > 

“ P ectronic Design ............  yaone /4, , , b Volume Feeding Mgt. .... ST ........ an., March, April, May, pt. Nov. 
ES sacvcnniasatteorssieasenss a ay — May, June, Sept., | 21, 7/19, 8/30, 9/27, 11/8 & 22,| Western aii 4 
Metro Sunday Comics .... ST oveccseeeeeees 4 esaenene peveniepsieninee ines Every issue | . . 12/20 : | Engineer sa ia aa RS assvessesresecnnnevenscorecconnnnen To be announced 
Nation’s Business .......... MD. seapencdacenncqnecscoiesasetiobutiasbaeueandvens Every issue Electronic Industries ........ ST ssesersees Jan., March, April, July, Oct., Dec. World Oil... RR wnnecsseessnecrsnees Feb. 1, May, Aug. 1, Sept. 
New Yorker ..ccsssssssssese © aan 2/18 & 25, 3/4 & 11, 9/9 & 16 Be | OeOMIES ernerrrernsernse OF omen 1/13, 2/17, 3/31, 5/19, 6/90, 9/29, | 

23 & 30 Sa a shileadeeing’ a ance ~ NEWSPAPERS 
NII ctsvacicnniasirrinvcninssces DP. ikassecssssinsssiariebcrseaeisnnaein indies Every issue GF. & Mining Jrml. RE secession Jan., March, April, Aug. | wag ; 

, ee OLA AOI PTE NE: April, Oct. Cnpre. Meweliscord ...... BR cccccccccssscscsscrsosecssseess 2/2, 3/2, 4/6, 5/11| Boston Globe .............. i eee Mon. thru Fri. issues during the 
ee Saas... Se ee PDE sctichihachinscn. > smouiaieniiineneabsibile April, July, Oct.| Milwaukee Journal ........ ST weeks of 3/6 & 20, 4/10 & 24, 
ona nl aeguemmaa = : sc Poy ha Oe RES eee Feb., April, May, June | Philadelphia Bulletin... ST } 5/8 & 22, 6/5 & 26, 7/17, 8/7 
reper Ceaiag ~.-- ae Serenata ¥ - yor lg Na, | Food Engineering ......... March, May, Aug., Oct. | St. Louis Post-Dispatch ... ST |  & «21, 9/11, 10/2 & 16 & 30, 
Popular Mechanics ........ 4 elileckbieecaiile ee - , ae a Peer CIN 06555 EE > cnniiscacicicecinnorntew ate Jan., May, Oct. | Washington Star ............ ST j 11/13, 12/4 
iia - iecmmascasiites a comnts ie feb. April | FOURALY enncrensenrne AG saneetnnentenesenin Jan., April, July, Oct. Los Angeles Herald 
ee argh meg Seory aun Hitchcock s Wood- Express ......... sseeeesennees SUE: = wilevessecusslbdanbiteseldbaspvesdiemorrineseieconal A} 4, 8/8 
Reader's Digest .............. DP Shicretibintmmbnimininomes Every issue working Digest .......... ST caasesscssccsnssnessnesensonee Feb., April, July, Nov. | Los Angeles anver pias PA sseestecensersrerereeeeereovoreornnnannnne ne 7/VW, W/7 
Reader's Digest ............. GR . Feb., April, May, June, Oct., Nov. Hospital IE 56 cs scknsuscassiosiseadgtobocnshasnironcortomtnns Every issue | San Francisco Examiner MA 2/21, 5/9, 9/12 
oi iti pales March, May, Sept., Oct. Industria seseeesseeeeseesseeenn as Jan., Feb., March, April, May, June | San Francisco Chronicle ..MA 3/14, 6/6, 10/10 
III: ectsccesczseesssncarnsies WY |. \ccksuseevsaveveiesebebestaseiuyeibvconeatssnces April, Oct. induetvial Marketing oe le Feb., April, May, Sept., Oct., Nov. 

Saturday Evening Post .. ST ..ccecccscsssesessceseesseessnssnesteseesersneees Every issue mera vetig-ynan B os A cncseenreanimnnienarnncnnencennorentnane March, June CANADIAN GENERAL MAGAZINES 

Saturday Evening Post ..GR__ ...... 2/11 & 25, 3/11, 4/15, 5/13 & 20,) ° Pore st . d 
6/10, 7/8, 8/12, 9/9 & 30, 10/14, SS Sanaa ld ee PE AOS May, Aug. ACV GINE o..eserecsereeseesers ST sesssseeseeeersneneneeennttnnnnenencnsnnnensens very issue 
11/11, 12/2 & 9 hee MS... 1/19, 2/9, 3/30, 4/20, 5/4 & 18, | Chatelaine La Revue : 

; ’ Dee ee ee Oe 11/8) 6/22, 7/27, 8/31, 9/14, 10/19, Moderne saxGabneneionon ee sovnnnansseneees sseseaee Every issue 
Senior Scholastic ............ ST aceeccosensennantnanse : 11/30 Le Magazine Maclean's .. ST ............ Every issue beginning in March 
ai hag ammmaaammmaaaeees pa esd a Jobber Topics ................ EUW wivkcatietesscadebiasniohioalianmaeceamebnten Every issue | Liberty Magazine .......... ST ceesessssseesssnneesssnstsnnnnnsessssnnecassnnecs Every issue 
QUID edn ccieencinntesesssssinnses ST Prac a Jenl. of Plumbing, Heating | Maclean’s Magazine ...... eas 1/7, 2/11, 3/11, 4/8, 5/6, 6/3, 

eevy ee & Air Conditioning ....MS........ Feb., March, May, June, Sept., Oct. ‘ 7/\, 8/12, 9/9, 10/7, 11/4, 12/2 
Every beset | Machine Design a ee S ... 1/5, 2/16, 3/16 & 30, 5/25, 6/8 & Perspectives didemriedanavannitsee ar 1/28, 2/25, 3/25, 4/22, 5/20, 7/\ 
i Tentatively 4/28, 5/19, 6/23, 7/14, 22, 7/6, 8/17, 9/14 & 28, 11/9,| aaa 6/26, 9/23, 10/21, 11/18, 
9/22, 10/27, 11/24, 12/15 ; 12/21 . rey eee 

Today's Health .....ccccccc. ST cesseessssenssrsssesesnsnenessenenennsnaraneneens Feb., Aug. | Machine Design .............. a Oe 1/19, 2/2, 3/2 & 30, 4/13 & 27,| ¥ e M _ ~ , 
: Seer tesue | 5/11, 6/22, 7/20, 8/3 & 17 & a1, | combined) shes PIITIITiiiiee LMMMETTITITITITITITITCTITTITTTTTiTiTirit iti t tet te very issue 
ERIE NNN ‘Sin tnacancobencbrecine’ "ay. svtsosiatianinerreisesiobentveciorseo et Na Y 4 10/12 & 26, 11/23, 12/7 & 21 Weekend Magazine ...... ee onsias 1/14 & 28, 2/11 & 25, 3/11 & 25, 
bid "oe mia sais pee IED spisiscicessesccarsision I, Feb. Merch, April they July, Sept 4/8 & 22, 5/6 & 20, 6/3 & 17, 7/1 

. Camera ........ ’ . : ’ F ’ ° | 

Ba ~seg aj and ann tit teen Gie., Ses, & 15 & 29, 8/12 & 26, 9/9 & 23, 


Wallaces Farmer 
Wisconsin Agriculturist .. RI 


Wisconsin Agriculturist .. ST To be announced 
Woman's Day... GE casecsstcevsnsaviserenstunseiteaseecssrinianievens Every issue 
BUSINESS MAGAZINES 
DIGIE  ccccsrccveseseosscsessorsesess BE aniocdusensdtaeasannneeietipteeneaes March, June, Oct. 
American Builder ...........- Pe «ae Jan., March, May, July, Sept., Nov. 
American Druggist .....-.- 7a 1/23, 2/20, 3/20, 4/17, 5/15, 

6/26, 7/24, 8/21, 9/18, 10/27, 
11/27, 12/25 
——e ee eer ive for Sept. 
American Gas Journal .. RO ose: March, tentative 
American Machinist ...... a 1/9, 2/6, 3/20, 5/1, 6/12, 7/24, 
9/4, 10/2, 11/13 
Americon Pressman. .......- ere Jan., March, May, July, Sept., Nov. 
Appliance Manufacturer AGT .......--seccssesesesereresseneenees April, May, July 
Automation .....<--.ceee ST Feb., May, Aug., Nov. 


Mach. & Tool Blue Bk. .. ST 
Marine Engrg/Log MS 
Mechanical Engineering ME+ 


Feb., May 31, Aug., Oct. 


Jan., March, June, Oct. | 


April, May 


| Canada Lumberman 


Media/ Scope .................. PAD cesses March, April, Aug., Sept., Nov., Dec. 
Mill & Factory ................ REPRE Feb., April, May, June, Aug., Nov. 
Military Systems Design JF oo...cccccccccscesccee . March, April, July, Aug. 
Missiles & Rockets .......... jie 1/30, 3/20, 4/17, 8/28, 9/25, 12/11 
Modern Concrete P dsathemcsudoiuuna March, May, Aug., Oct. 
Modern Medicine ... TP - aetrelessehaensipnspesisasmaantineeniiontinn Every issue 
Modern Railroads ... SE Scere Feb., March, May, June, Sept., Oct. | 
PINE IE icectsscctvassicinnes DF “sntsiniichusamainnineanouens Jan., April, July, Oct. 
Nargus Bulletin .............. TOD. “secincvecsaneedbnioieeinedenesnetiiusai Feb., July, Nov. 
National Petroleum News RF ..................... seovsseiverevencee SOR, May, Oat. 
Oil & Gas Journal ........ ae 1/2, 2/6, 3/6, 5/29, 7/3, 8/7, 
10/30, 12/4 
GUOTIOW ci cccciccccveccocees cscs Sabadsics Feb., March, April, May, July, Sept. 
Petro/Chem Engineer Te Sacnteanienirn March, tentative for Sept. 


10/7 & 21, 11/4 & 18, 12/2 & 16 


CANADIAN BUSINESS PUBLICATIONS 


wee — a 

Canadian Architect ........ Ul Kiduhviiewisicieneenals To be announced 
Canadian Automotive 

REED - ss citciniateatsisntnrceres Tn .Wintheiseimevenieuenpeaiee April, June, Sept. 
Canadian Business .......... ey  Seanevay March, April, May, Sept., Oct., Nov. 
Canadian Chem. 

PONE ccicotinisienienes a. -peovanasinaidinientiall March, June, Sept. Dec. 
Canadian Consulting 

I secnteievenesvervens GUE. © saipeisnecbeseticecsacavenciaieisunieinln To be announced 
Canadian Grocer ............ PSE eee et Pe 1/14, 3/11, 5/6 
Canadian Machinery ...... on  <iitvaeniheananibesaeeniaas Feb., June, Oct. 
Canadian Metal- 

EI sisiriestesccsinsccoves RE 


.. To be announced 


(Continued on Page 38) 
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Advertising Age, March 27, 1961 


1961 Advertising Readership Study Schedules 


Type 


Publication of Study 


(Continued from Page 37) 


Canadian Mining 


BE SecieccdtnciateaTakinenasscad . \ccuntausicianees 
Canadian Transpor- 

WD icitten tudadiicaeseiadcunt C—O ere 
Canadian Woodworker .. RE 


Electrical Contr. & 
ee RE 
Electrical Contractor 
Electrical Digest 
Electrical Digest 


+ These magazines also use Eastman Evaluation Research. Eastman reports do not rate individual advertise- 
ments and are not available to advertisers, but these studies deserve note since they represent an effective 
effort to improve and maintain editorial readership. Other Eastman clients: American Journal of Nursing; 


Architectural Record; 


Chemical and Engineering News: Family Physician; GP 
Chemistry; Inland Printer; Management and Business Automation; Maryknoll; Metal Progress; Motor; Office 
Appliances; Public Works; Pulp & Paper; Journal; Steelways; Variety Store Merchandiser. 


Issue to Type Issue to Type Issue to 
Be Studied Publication of Study Be Studied Publication of Study Be Studied 
News & Engrg. ........ a ete Se To be announced Plant Administration ...... gee ee Jan., May, Sept. 
Engrg. & Contract Shoe & Leather Jrol. ...... Re i ee To be announced 
 Jan., March, May, Sept. MOCO nassenerersereesesenen RE vessssssssseseneessseessesnnnsnsnen To be announced SRG TINE sD aca dciesniciicastsinccsicsearsionccns To be announced 
PIE secanticiosscrcrmnccces I hts as cose sisvatenceiaakesaaead To be announced 
intanceneciaan To be announced = Furniture & Furnishings .. RE ooo... ccccccccccssesseesseseesee TO be announced 
assstalediiaonicnibe’ To be announced Hosp. Admin. & Constr... RE oooococcccccccseeceseeessseeseeeeee TO be announced CANADIAN NEWSPAPERS 
Modern Power & Kingston Whig 
To be announced MINS Ssakehedastacndtimmcncns MMs Satis backs pacasessanidoerceenginekess Feb., June, Oct. 
Feb., June, Oct. Office Equipment & CII, isc ccceicrivasianas TOM | SbkcvdencouivGtesaghanetaanatdindrasneeeeenebenaeunicaal 3/17 
Feb., Aug., Nov. TINIE oisce sisssesisssinssis ME ie dks ctactuc¥aneiiicusysecionnia Feb., June, Oct. Montreal Gazette ........ ST cssssesssssssssneessnecsnecssnensny 3/16, 6/22, 9/23 
NOUR NE TE ok TE, sekcccsisisisocssancicvascecmuncconae To be announced Montreal Star ........... ST 


3/25, 5/17, 9/16, 11/15 


Industrial and Engineering 


New York, March 21—Philos- 
ophy made its formal debut in the 
U. S. marketing picture as new 
theories on sizing up, and selling to, 
homo sapiens were revealed to the 
New York chapter of the American 
Marketing Assn. 

The philosophers doing the talk- 
ing were Nicholas Samstag and 
Daniel Yankelovich, who head 
their own marketing consultation 
companies. 

Taunting current market analy- 
sis for the way it picks the con- 
sumer apart, Mr. Samstag said 


Marketing Needs Less Research, More 
Philosophy, Declare Samstag, Yankelovich 


that “after you dissect the frog— 
after you memorize the Latin 
names of all its organs, muscles, 
nerves, and how they relate to one 
another—you still know nothing 
about the ‘frogginess’ of frogs. 


= “To become a frog expert, you 
must spend sunny days and rainy 
nights, summer evenings and 
winter dawns observing him in 
his own world, with his friends 
and enemies, his diseases and 
amusements, his children and his 
long moments of motionless rev- 


80% as many 


THE GAP 
WIDENS! 


With over 618,000 circulation, 
the Journal-American now has 


readers as the 


two other New York evening 


newspapers combined! 


Just 3 years ago, the Journal-American had 70% as 
much weekday circulation as its two evening con- 
temporaries combined. But the Journal-American has 
gained 55,000 since then, while both other New York 
evening newspapers declined in circulation. So, it now 
has 4/5ths as many readers as the combination of the 
other two! It’s one of the most remarkable newspaper 
circulation success stories in recent times. 


Are your advertising plans taking this 
progress into consideration? 


Journal jg American 


Represented Nationally by Hearst Advertising Service Inc. 


From A. B. C. Publishers’ Statements for 6 months ending September 30, 1960 


| erie.” 
| He said that “people in market- 
ing are being packed into the 
mathematical approach as if it 
were the Black Hole of Calcutta— 
and they will smother to death 
there. 

“The problem is to break out 
| and comprehend the whole man. 


| Research shouid help man under- | 


stand his ‘market in the round.’ 
Too often marketing says: ‘You 
can’t do this; you can’t do that.’ 
We need affirmative, plastic, hu- 
manistic research.” 

Mr. Samstag suggested that the 
marketing instigators’ desire for 
personal gain often outstrips the 
desire to sell the product; the 
market researcher too often is 
out to build himself a reputation; 
and the ultimate buyer “does not 
necessarily want the most for his 
money. 

“They ask for culture and listen 
to ‘Wagon Train.’ Awfully human 
of them, isn’t it? It speaks elo- 
quently of the worthlessness of 
authoritarian research,” Mr. Sams- 
tag 
“acres and acres 
jargon but not-an 
sight.” 


of marketing 
ounce of in- 


e Mr. Yankelovich, echoing Mr. 
Samstag, asserted that philoso- 
phy’s most positive contribution 
to marketing is to supply it with 
an image of the consumer as a 
human being. 

“To some, the prevailing image 
The Saturday Evening Post 


| is 


| stereotype of the insipid Ameri- | 


| can; to others, it is the image of 
the mass man, infinitely malleable 


said, adding that there are. 


others, it is an irrational bundle of 
wants and desires, who must be | 
approached cunningly with emo- | 
tional appeals.” 

“These concepts are one-sided, 
abstract, degrading and, worst of 
all, inaccurate,” Mr. Yankelovich 
charged. 

He said philosophy could help | 


marketing from “going off the 
deep end” in three ways: It can | 
correct one-sided methodology | 


(“The positive scientist believes | 
that abstract concepts aren’t worth | 


a damn if they cannot be reduced | 
to concrete observable data, and | 
the unknown is merely the un- 
measured’’); it can correct scien- 
tific over-specialization (‘Most 


background tend to specialize, and 
are unable to communicate with 
other specialists”); and it can 
introduce a badly needed sense of 
ethics and values (“There is the 
danger that the scientific mar- 
keter will use knowledge to ma- 
nipulate people’). 


8 On the plus side, Mr. Yankelo- 
vich said philosophical habits of 
mind can help “pick out those 
specks on the horizon that will 
loom large in the future.” He 
labeled Edsel’s introduction an 
example of the opposite of fore- 
sight. ‘“‘Certain marketing people,” 
he said, “still wrongly assume 
that in some industries the dealers 
are prime influences on consumers’ 
brand picks.” 

In other areas, he charged, mar- 
keting tactics consist of “develop- 
ing new technological innovations, 


}a CPA and a partner 


|and infinitely hungry for goods. To|skimming the cream off the mar- 


ket, and getting out.” = 


‘Television Business’ Outlines 


‘Financial Problems 


“The Television Business” (Ron- 
ald Press Co., New York, $6), by 
Warde B. Ogden, is a new book 
about the “accounting problems of 
a growth industry.” Mr. Ogden is 
in Price 
Waterhouse & Co. His book deals 
with some of the financial and 
accounting practices involved in 
the production and distribution of 
tv films. It presents various meth- 
ods of amortizing film production 


|costs and suggests the problems 


; ‘ope Fo 
marketing people with a scientific | Ame 


and advantages of each method. 
included are discussions of 


accounting techniques for station 
|operation and barter transactions. 


Knox Reeves Adds Account 

Farmers & Mechanics Savings 
Bank of Minneapolis, Minnesota’s 
only mutual savings bank, will 
shift its advertising account from 
Batten, Barton, Durstine & Os- 
born to Knox Reeves Advertising, 
Minneapolis, effective March 31. 
Trade sources estimate the bank’s 
billings between $150,000 to $200,- 
000. 


PVS Will Vend Dell 

Publishers Vending Services Inc., 
New York, has signed contracts 
with Dell Distributors Inc., New 
York, national distributor of Dell 
publications, for the vending of 
Modern Screen, Modern Romance, 
Hair-do, and Ingenue, confirming 
an earlier report (AA, March 13). 


But the buying climate in the growing Green- 
ville-Washington Market is HEAVENLY. 
WITN and WNCT dominate this market's 4 
huge military installations and their 110,000 
service folks. Bear this in mind when you 
plan your next campaign strategy. Avails and 
details are yours for the asking. 


War is Hell 


CBS + ABC 
- 


“ONE OF THE TOP 100 MARKETS” 
Well over 1,000,000 Population — Set Count 200,000 


CHANNEL 9 


WNCT 


GREENVILLE, N.C. 


Washington, N.C 
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PROBLEM: | 
_ Falls City Brewing Company . 


TaluCuy Talistaty” FalisCty Tals €aty Talis ety 


‘MARKETS WITHIN THEIR 
DISTRIBUTION AREA! 


hy 


...for fun 


its Bitter-free taste 


pleases everyone 
Pasteurized 


MAY IS 
NATIONAL 
TAVERN 
MONTH 


©1960 FALLS CITY BREWING COMPANY, LOUISVILLE 11, KY. 


FC-6014 
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SOLUTION: Home Edited Gravure 
Magazines...like The Courier-Journal 


Magazine in Louisville. 


Falls City’s distribution area encompasses seven states in middle America. Eleven major markets 
in these seven states are served by a locally edited magazine —like The Louisville Courier-Journal 
Sunday Magazine. Each offered full-color magazine reproduction plus the reach and penetration 


of newspapers. Use of the locally edited gravure magazine in Louisville has helped Falls City 
achieve sales dominance in its home market. 


Only locally edited magazines offer regional and national advertisers full-color magazine repro- 
duction in 5,851,749,684,520,334,682,271,908,086,030,848,019,660,800,000,000 different 


major market combinations. Use them as your tactical ad force in 40 major markets. 


The Louisville Courier-Journal Sunday Maga- 
zine is a member of the Locally Edited 
Gravure Magazines listed below. It is also 
one of the 54 individual Home Edited Gravure 
Magazines serving 40 leading markets. 


AKRON BEACON JOURNAL « ATLANTA JOURNAL AND CONSTITUTION - COLUMBUS DISPATCH + DALLAS TIMES HERALD - DENVER 
( POST « HOUSTON CHRONICLE « INDIANAPOLIS STAR + LOUISVILLE COURIER-JOURNAL +» NEWARK NEWS - NEW ORLEANS TIMES- 
PICAYUNE + PHOENIX ARIZONA REPUBLIC + PITTSBURGH POST GAZETTE & SUN TELEGRAPH - ST. LOUIS GLOBE-DEMOCRAT - 

TOLEDO BLADE + WASHINGTON POST TIMES HERALD 
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Robert Burton, 


Buttenheim Exec, 
Is Dead at 45 


NORWALK, CONN., March 21— 
Robert C. Burton, 45, publisher 
of Contractors & Engineers, 
New York, died of lung cancer 
in Norwalk Hospital March 18. 

Mr. Burton also was a direc- 
tor of Buttenheim Publishing 
Corp., publisher of Contractors 
& Engineers. 

He joined the magazine 10 
years ago as a sales representa- 
tive in Cleveland, where he was 
named regional manager in 
1955. Mr. Burton was named 
publisher last March. 


IRVING SARNOFF 
New York, March 21—Irving 
Sarnoff, 60, a pioneer in radio 


sales and a brother of David ' 


Sarnoff, chairman of Radio 


Corp. of America, died of cancer | 


at Roosevelt Hospital March 19. 

Mr. Sarnoff was exec vp 
and a principal stockholder in 
Bruno-New York, distributor 
here for RCA Victor radios, tv 
sets and electrical equipment 
and for Whirlpool Corp. appli- 
ances. He entered the radio in- 
dustry in 1925. 


DAI-MING LEE 

San Francisco, March 21— 
Dai-Ming Lee, 58, editor and 
publisher of the Daily Chinese 
World, died yesterday. 


ROBERT F. DEGEN 

LARCHMONT, N. Y., March 21— 
Robert F. Degen, 60, a vp and 
account executive of Ted Bates 
& Co., died March 17 of bron- 
chial pneumonia in New Ro- 
chelle Hospital. 

Mr. Degen joined Bates in 
1943 after 10 years with Kenyon 
& Eckhardt, where he was vp 
and merchandising director. Be- 
fore that he had been with 
Young & Rubicam and the old 
Erwin, Wasey & Co. 


CHARLES S. ROSS 

MAMARONECK, N. Y., March 21 
—Charles S. Ross, 37, a vp of 
Daniel Starch & Staff, died 
March 11 at United Hospital, 
Port Chester, after a brief ill- 
ness. Prior to joining Starch, 
Mr. Ross had been with the 
Metropolitan Sunday Newspa- 
pers, New York. 


LLOYD LIND 

WESTPORT, CONN., March 21— 
Lloyd L. Lind, 49, vp and gen- 
eral sales manager of Interstate 
Television Corp., New York, 
died March 19 in Norwalk Hos- 
pital, following an operation. He 
had held his position for about 
10 years. 


THOMAS KIVLAN 

Cuicaco, March 21—Thomas 
Kivlan, 70, vp of George H. 
Hartman Co., Chicago, died 
March 17 in Vero Beach, Fla., 
where he was vacationing. 

Mr. Kivlan, who was born in 
Boston, was a salesman for 
WBBM Radio, Chicago, before 
joining Hartman in 1937. 

He was called “king of the 
box tops” in Chicago for his 
work in planning premium cam- 
paigns for radio shows he pro- 
duced. He is credited with orig- 
inating several well-known lo- 
cal radio shows, as well as the 
“man on the street’ radio for- 
mat. 


SAMUEL HOWARD 

Denver, March 21—Samuel G. 
Howard, 66, vp and a stockhold- 
er of Conner Advertising Agen- 
cy since 1955, died March 9 in 
Boulder Sanitarium after suf- 
fering a heart attack in his 


Broomfield Heights home. |March 20 in Home Furnishings 
He was advertising director of) Daily to point up the contributions 
the Indianapolis News in the early | Japanese trade is making to the 
1920s and later held the same posi-| American economy. Headlined, 
tion with the Minneapolis Star and | “The other side of the story,” the advertising has been launched in 
he peal He pr to Denver in) opening ad noted that Japan is the 27 markets. American Girl, Coro- 
1 and was advertising director |second largest market for U.S. ex- net, Look, National Geographic, SIMP ° 
for the Denver Post. + ports. Milton Samuels Advertising, Senior Scholastic, Time te Pudtishon lesa orb 
; , New York, is handling the cam- Catholic Messenger will carry ads * ahd 
Feat ee paign. ranging from color pages to single 
colum i i y LOS ANGELES 
American Radio Importers Assn., Sheaffer Launches Drive chek Pune teat cae 5 saiieeinnn semen 


é June. “Jack Paar Show” and “To- (RRR GR seReo See aeuen a 
New York, launched a series of ads W. A. Sheaffer Pen Co., Ft. Mad-| day” (NBC-TV), will carry 28) 


ison, Ia., is using newspapers, mag- , spots from May 3 through June 15. 
| azines and television to promote its | Batten, Barton, Durstine & Osborn, 
White Dot higher priced pens and | Chicago, is handling the campaign. 
its popular priced line. Newspaper | 


SINCE 9) 1926 


STOP: Mutual Radio is the C LE A R sm, LISTEN! You hear what you 
only network that gives this buy on Mutual Radio. Your cli- 
guarantee: 80% clearance THE AIR ent’s clearance pattern becomes 
across the board in all prime time slots! established with the airing of his first an- 


LOOK: All of Mutual’s 400 affiliates are nouncement. Mutual Radio gives you your ad- 
sold on Mutual’s “Go Network—Stay Local’ vertising schedule... not rebates. GO? Want 


i t. Result? teed 80% cl 
Clearances are not a problem. WA UE UA Di, crime timet Buy Mutual 
RADIO 


A SERVICE TO INDEPENDENT STATIONS « Subsidiary of Minnesota Mining & Manufacturing Company @ 
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Count circulation in terms of spenders. The 
State-Times and Morning Advocate reach 75,79 
spending subscribers Per household income 
booming Baton Rouge is $6,788 well above New 
Orleans’ $6,027. strkingly ahead of the state figure 
ot $5. 336° Baton Rouge newspaper readers spend 
more than any others in Louisiana because tney 


earn more 


Represented by The John Budd Company 


*Figures from Sales 
Management's Sur- 
vey of Buying Power 


— STATE-T\WES 


MORNING MpyOLN® 
tarcaily ROP Color ~~ 


Station Editorials 
Can Boost Ads, 


Broadcasters Told 


New York, March 21—Editori- 
alizing improves a station’s stand- 
ing in the community and thereby 
can help attract business. 

This was the inference made 
by both speakers at the time buy- 
ing and selling seminar of the Ra- 
dio & Television Executives Society 
here last week. Both broadcasters 
emphasized that they carried ed- 
itorials as a part of fulfilling their 
over-ail responsibility to the pub- 
lic. 

Ben Strouse, president of 
WWDC, Washington, and WMBR, 
Jacksonville, said that WWDC has 
merited increased respect since the 
station began editorializing. 


a “In the first place, an increas- 
ing number of requests come in 


e 


from civic 


Influence — in Texas — is the power generated by the significant 
seven—7 cities represented in the Texas Newspaper Group. It 
means that the impact of an idea formulated in one of them is felt 


throughout the area — or even farther! 


Take banking. To say that 176 banks in the seven cities account for 
almost 60% of all dollar deposits in Texas only begins to tell the 
story. Of the remaining 833 Texas banks, just 16 do not maintain 


correspondents in one or more of this group. 


An entire region revolves on the vast network of financial action 
and interaction in operation here . . . breeding ground for big business 
through big capacity loans. Only one bank outside the Texas News- 


paper Group cities can make a loan as large as $500,000! 
This influence spreads further, still— in cultural pursuits . . . in 


medicine ... in services and goods . . . in all commodities, real and 
intangible. All this — to give you ONE BIG MARKET TO REACH 


and ONE SURE WAY TO REACH IT. 


retiae LHE TEXAS GROUP 


iROtP 

Representing 75% of the buying power of Texas 
1,068,855 Daily Circulation— 976,733 Sunday Circulation 
* BEAUMONT ENTERPRISE AND JOURNAL 

* CORPUS CHRISTI CALLER AND TIMES * 

* DALLAS TIMES HERALD 

* EL PASO TIMES AND HERALD-POST * 

* FORT WORTH STAR-TELEGRAM 

* HOUSTON CHRONICLE 

* SAN ANTONIO EXPRESS AND NEWS 


*(optional) 


REPRESENTED NATIONALLY BY THE BRANHAM COMPANY 
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officials, board of trade members,” 
Mr. Strouse said. “They ask 
WWDC to support editorially this 
or that cause. In bygone years, 
simple public service announce- 
ments would have satisfied them. 
Now they tell us, ‘It would carry 
more weight if you gave it edi- 
torial support.’ 

“In the second place there’s a 
different attitude toward us by the 
public-at-large. We have become 
a sort of Mr. Fixit to the listener. 
This roll of Mr. Fixit gives more 
meaning—more acceptance—to the 
commercials on our station.” 


= In full agreement with Mr. 
Strouse was John L. McClay, gen- 
eral manager of WJV-TV, Balti- 
more, who itemized these reasons 
why an editorializing station is 
worth more consideration than 
others: 


e “The station that editorializes 
will have an identity. Do you have 
trouble sorting out stations in 


| your mind, except in terms of net- 


work affiliation? But you don’t 
have that trouble, do you, in sort- 
ing out the organs of communica- 
tion? You regularly read certain 
newspapers, magazines and books 
because they have opinions, they 
take stands—that’s what makes 
them interesting, makes you aware 
of them. Likewise, a broadcasting 
station can become a factor in 
people’s minds, can become impor- 
tant through taking stands and 


| having opinions. 


“The station that editorializes 
will be more responsive to its com- 


|}munity. As you get involved in 


community issues, people turn to 
you for help. Soon you’re far bet- 
ter off than your competitor in 
your knowledge of what your 
community wants and needs. You 
can serve that community better, 
in a sense that is meaningful to 
any time buyer, any time sales- 
man, any advertiser. 


e “The station that editorializes 


has more impact on the business. 


community. The overwhelming 
majority of business leaders are 
engaged in civic activity. They get 
involved in zoning, housing, re- 
development, fund-raising—all the 
things that make community prog- 
ress possible. So they know what 
voices are being raised effec- 
tively in the cause of progress 
and if a broadcasting station is 
among those voices, they have 
more respect for it.” + 


Borden, ‘Big on Flavor,’ 
Big on Sales, Too 


Borden Co., New York, had net 
sales of $956,014,030 and net earn- 
ings of $26,856,250 last year. Its 
1959 operations resulted in sales 
of $941,326,495 and earnings of 
$25,548,693. 

Borden’s annual report also said 
it planned to continue its advertis- 
ing theme of “Borden’s very big 
on flavor.” It added that maga- 
zines and outdoor boards will be 
used extensively again this year 
for milk and ice cream advertising, 
while promotion of its principal 
food products will be concentrated 
in print, supplemented by local 
newspaper advertising. 


McCann, Ogle Join L&N 

Charles J. McCann, formerly 
sales and marketing director of 
Salada-Shirriff-Horsey Inc., has 
joined Lennen & Newell, New 
York, as an account executive on 
the Best Foods division of Corn 
Products Co. George H. Ogle, 
formerly with Benton & Bowles, 
has joined the agency as an ac- 
count executive on Colgate-Pal- 
molive. 


Newcomb Joins Glass Corp. 
Francis B. Newcomb, formerly 
a vp of the Canco division of 
American Can Co., has been elect- 
ed vp of sales of the American- 
Wheaton Glass Corp., a new com- 
pany which is a majority-owned 
subsidiary of American Can. 
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HERALDLAND is 


Yes... HERALDLAND! Annual retail 
sales of $167 million in hardware and 
building materials. More than the total 
sales in the Metropolitan Counties of 

f Atlanta, Louisville and Birmingham 
aati combined. 


TA-BTHE HERALD 


@ BIGGEST and GROWINGEST MARKET in the SOUTH 


1,724,000 people . . . $3,307 million 
effective buying power... $2,652 
million retail sales, a market greater 
than any of 26 entire states. 


— . + ~~ 
HERALDLAND — the South’s No. 1 market — is sold '« 'g 1 a 1 1 4 'g r re | L 
by the South's biggest and most influential newspaper ‘ oe = 


STORY, BROOKS & FINLEY, INC 


. NATIONAL REPRESENTATIVES 
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forts a. the companies with greatest busine 
potential. Successful advertising must also 
concentrate on the volume buyers. The in- 


manufacturing output. Advertising clue: 
Fortune concentrates 12.1% of its manu- 
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Stays iz, This SERVICE magazine 


Ds 


gets a 


MAN in focus 


ey 


You get a mighty clear picture of a man when 
you talk his language. Take a man who 
gets pleasure from using his camera, his 


car, his boat, his home workshop. When he 


wants ideas on what to do, what to buy — and 


why, it’s only natural that he turns 
to PopuLAR MECHANICS. It’s 

his kind of magazine. 

Matter of fact, over five million men 
will tell you PM is the magazine that 
speaks their language. They like it!!! 
And they are men most likely 
to do something about your 
product story, when it is in the 


service magazine for men. 


POPULAR 
MECHANICS 


A HEARST MAGAZINE 


Reporting the mechanics of modern living 


Advertising Age, March 27, 1961 


R.O.P. Color Shows 
6.6% Gain in 
January, Hoe Says 


NEw YorK, March 21—Despite a 
48.9% skid in national automotive, 
total newspaper r.o.p. color throt- 
tled forward 6.6% in January, and 
passed 10,000,000 lines for the first 
time, according to a report issued 
by R. Hoe & Co. 

The idling automotive r.o.p.— 
compared with a 4.2% gain for 
all newspaper auto linage—was 
choked off by schedule reductions, 
Hoe said, citing some of the big 
differentials: Union Oil of Cali- 
fornia, no r.o.p. color space in Jan- 
uary, 1961, versus 165,000 lines in 
January, 1960; Dodge, nothing ver- 
sus 27,034 lines before; Ford and 
Falcon, 15,220 lines versus 137,432; 
and Ford, alone, 24,367 lines ver- 
sus 60,184. 

Total r.o.p. color in January, 
however, came to 10,214,770 lines, 
compared with 9,582,232 lines in 
*60. Brightest components of the 
latest January total were general 
color linage, up 24% from 2,871,- 
270 to 3,560,266 lines; and retail, 
up 5.9% from 4,745,708 to 5,025,- 
578 lines, another record. 


s The national r.o.p color figure 


|registered an 85% climb—from 


3,644,868 to 3,955,196 lines—but its 
normally sharper ascent was di- 
verted somewhat by automotive’s 
downward course. 

January also saw the newspa- 
pers’ longtime r.o.p. color king, 
the Milwaukee Journal, toppled 
from its roost for the first time by 
the Los Angeles Times. The Times 


{scrambled into first place by 
|hiking its r.o.p. color run 15% to 
|271,478 lines, while the Journal’s 
/192,121 lines represented a 21% 


dip. Most significant January in- 
crease was by the New Orleans 
Times-Picayune, whose leap from 
76,195 to 158,781 lines took it from 
38th to third spot. 

The Hoe report said cigarets 
showed their colors most in Jan- 
uary, with 602,267 lines, followed 
by dairy products, 549,675 lines; 
meats and fish, 433,366 lines; 
transportation airways, 280,401 
lines; and miscellaneous foods, 
238,846 lines. 

Issued monthly, the report is 
based on a Media Records check 
of 400 newspapers in 140 cities. + 


CBS-TV Signs WCPO-TV; 
CBS Radio Adds Four 

Despite earlier indications by 
the network that it would hold 
WKRC-TV, Cincinnati, to the 
terms of an affiliation contract 
which ran through March, 1962, 
CBS Television Network has 
signed a new Cincinnati affiliate. 
Effective April 30, WCPO-TV, the 
former ABC affiliate, will be the 
CBS outlet in Cincinnati. WKRC- 
TV announced late in February it 
was switching to ABC. 

CBS Radio has added four af- 
filiates. They are WSNO, Barre- 
Montpelier, Vt.; WABJ, Adrian, 
Mich.; WINF, Manchester, Conn.; 
and KBUY, Amarillo, Tex., which 
is rejoining CBS after an absence 
of a year and a half. 


ABC-TV Adds Three Affiliates; 
ABC Radio Adds Six 

ABC Television has signed a 
primary affiliation contract with 
KTBS-TV, Shreveport, La., ef- 
fective Sept. 3. This has been an 
NBC primary affiliate in the past, 
with ABC sharing the station. 
ABC-TV also has added as affili- 
ates WUSN-TV, Charleston, S.C., 
formerly an NBC affiliate, and 
KMSP-TV, Minneapolis, an inde- 
pendent, effective April 16. 

ABC Radio has added six new 
affiliates. They are KARA, Albu- 
querque, KOME, Tulsa, and 
WHYE, Roanoke, all former inde- 
pendents; KTOK, Oklahoma City, 
and KSBW, Salinas, Cal., previ- 
ously with Mutual; and KIRL, 
Wichita, formerly with NBC 
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Advertising Age, M 


General Farm Pu 


Alabama Farmer: (mon) 
ZNorth Edition ...... 
South Edition ...... 
Average 2 Editions .... 

American Agriculturist (sm) 

§Arizona Farmer- 

Ranchman (bw) ....... 

Arkansas Farmer: (mon) 
Delta Edition ...... 
Western Edition 
Average 2 Editions .... 

Business Farming (mon) 

§California Farmer: (sm) 
Central Valley Edition . 
Northern & Comb. Edition 


arch 27, 1961 
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Current Figures for U. S. and Canadian Publications Reporting to Advertising Age 
KEY: (mon)-monthly; (sm)-semi-monthly; (bm)-bi-monthly; (bw)-bi-weekly; (w)-weekly; (d)-daily; (q)-quarterly. 
Commercial Dis- Commercial Dis- 
play Excluding play Excluding 
Poultry, Classified Poultry, Classified 
and Livestock, and Livestock, 
-— Total Advertising, in Pages —~_———— Total Advertising, in Lines ———, in Lines -—— Total Advertising, in Pages —~.———— Total Advertising, in Lines —_—_, in Lines 
Mar. Mar. Jan.-Mar. Jan-Mar. Mar. Mar. Jan.-Mar.  Jan.-Mar. Mar. Mar. Mar. Mar. Jan.-Mar. Jan.-Mar. Mar. Mar. Jan.-Mar.  Jan.-Mar. Mar. Mar. 
1961 1960 1961 1960 1961 1960 1961 1960 1961 1960 1961 1960 1961 1960 1961 1960 1961 1960 1961 1960 
bications Western Edition ..... 24.2 23.4 54.1 74.1 10,371 10,060 23,203 31,777 10,371 10,060 
orene) 4 Editions .... 36.7 26.0 71.3 78.1 15,751 11,166 30,584 33,487 15,751 11,166 
uckeye Farm News (mon) 14.6 15.5 43.4 40.9 6,573 6,997 19,581 18,484 
, ——— 25.2 — 6,700 —— 19,079 —— om — County Agent & Vo-Ag : 
7.2 — 2.9 —— 6,924 19,586 ‘ Teacher (mon) ....... 26.3 29.0 79.6 83.6 11,296 12,452 34,084 12,452 
9.0 — 25.6 — 6,812 19,333 6,763 §lowa Farm Bureau ae Sinee! 
565 444 110.2 121.3 41,138 32,343 80,271 88,323 38,385 30,011 Spokesman (w) ....... 64.3 63.2 115.1 123.5 65,264 64,148 116,824 125,353 56,512 54,656 
} Michigan Farm News (mon) 2.4 2.5 6.2 7.1 5,684 5,728 14,223 16,223 5,236 5,264 
62.7. 72.6 110.1 145.4 47,422 54,909 83,281 109,938 46,770 53,853 | Missouri Farmer (mon) ... 12.3. 118 32.8 33.0 5,146 4,942 13,767 13,871 4108 4,942 
National 4-H News (mon) 19.0 22.9 45.0 56.9 7,987 9,564 18,912 23,898 7,987 9,564 
21.2 28.8 51.5 70.0 16,027 21,756 38,976 52.941 15,703 21,388 (eee Meld taiee: tek cs cme 30.2 42.0 13.077 18244 13077 18.244 
145 248 40.5 59.5 11,013 18,737 30.679 44,979 10,500 18,369 | = Nation's Agriculture (mon) 6.1 9.2 19.3 23.8 2,604 3,961 8,274 10,210 2,518 3,779 
178 268 46.0 64.7 13,520 20,247 34,828 48,960 13,101 19,879 |  gWashington Grange News: (sm) 
35.1 42.9 85.6 111.3 15,796 19,323 38,524 50,049 14,777 18,523 | Oe Io iad csc 14.1 121.4 23.8 22.4 15,386 12,404 25,942 24,395 15,078 11,998 
West Edition ......... 13.9 10.9 23.2 21.3 15,120 11,774 25,200 23,079 14,812 11,368 
42.9 46.4 80.4 91.4 35,037 40,703 56,625 69,300 34,027 39,303 Average 2 Editions .... 14.0 11.2 23.5 21.9 15,253 12,039 25,571 45 11,633 
50.9 49.8 91.5 96.3 41,613 43,724 68,317 73,297 40,603 42,324 - : a oe ae 


Southern Edition ...... 

Average 3 Editions .... 
Colorado Rancher & 

Farmer (sm) ........ 
Dakota Farmer (sm) .... 
tElectricity on the Farm (mon 


ZSoutheasterr Edition 
Southwestern Edition 
Average 2 Editions .... 
The Farmer (sm) 
Farmer-Stockman: (mon) 
Oklahoma Edition .... 
Texas Edition 
Average 2 Editions .. 
Farm Journal: (mon) 
Central Edition ...... 
Eastern Edition ...... 
Southeastern Edition . 
Southwestern Edition 
Western Edition ..... 
Average 5 Editions . 
tFarm Quarterly (q) ... 
Georgia Farmer: (mon) 
North Edition ...... 
South Edition ....... 
Average 2 Editions ... 
*§Indiana Farmer (mon) 
*§Kentucky Farmer (mon) 
§Michigan Farmer (sm) .. 
Mississippi Farmer: (mon) 
Delta Edition ....... 
Eastern Edition 
Average 2 Editions 


Nebraska Farmer (sm) 


Montana Farmer-Stockman (sm) 69. 


“a “a, “ale - ae cmd ao 

| LL. ere 128.5 126.5 354.1 390.0 59,772 58,939 163,778 180,817 64,704 69,540 

aa ay fy 44 ae rend ppt men] a pigsty } Not included in totals. §Not included in totals; as March figures were unavailable as this issue went tu press February 
2 P > 4 : " . . ~ figures are shown. +Published bi-monthly; cumulative figures shown are for February-March issue. 

54.9 54.4 126.7 144.9 41,509 41,191 94,806 109,677 40,655 39,945 


61.6 764 1415 1815 48330 59.973 110.971 141.723 46478 57985 | Farm Linage >. 
) 100 14 169 25.4 3,564 3,935 5,928 8,826 


| 
Farm & Ranch—Southern Agriculturist: (mon) 


38.3 42.0 1110 122.6 16,432 18.027 46,048 52,588 14,110 15,801 
37.3 40.6 1047 116.5 15,999 17,437 44908 49,973 13,469 14,852 GENERAL FARM NEWSPAPER-DISTRIBUTED FARM ORGANIZATIONS 
37.9 415 106.3 120.2 16,262 17,796 45.603 51,567 13,860 15,431 1961 PUBLICATIONS 1961 FARM SECTIONS 1961  & EDUCATION 
128.4 136.1 303.8 310.8 100,660 106.684 238,155 243,632 93,564 99,998 [1.002 -_ 

MAR.) 1,0 MAR.) 29 
43.5 39.3 116.7 113.6 33,052 29,880 88,740 86,361 28,640 27,342 : (29 | 


40.3 42.5 115.6 113.2 30,652 32,341 87,862 86,046 27,003 29,887 


41.9 40.9 116.1 113.4 31,852 31.111 88.301 86.204 27.822 28.615 FeB.| 799 ss Fes. [22] 


91.2 1265 266.1 304.0 39,142 54,251 114,175 130,400 36,959 51,729 — 
77.9 102.3 226.0 246.5 33,423 43,885 96,956 105,734 31,240 41,363 
59.9 92.6 193.3 210.6 25,699 39,738 82,943 90,345 23,516 37,216 
64.2 93.3 197.0 211.4 27,560 40,025 84,519 90,704 25,377 37,503 
72.6 103.8 220.8 252.9 31,135 44,529 94,743 108,508 28,952 42,007 
73.2 103.7 220.7 245.1 31,392 44,486 94,667 105,138 29,209 41,964 
51,744 57,057 50,957 56,275 


CANADIAN 
1961 


re. 


12.7 17.9 32.5 51.7 9,528 13,514 24,599 39,115 9,392 13,346 
15.7 21.6 37.4 60.2 11,907 16,363 28,329 45,513 11,771 16,195 
14.2 19.8 35.0 56.0 10,717 14,938 26,464 42,314 10,581 14,770 
23.3 21.6 35.2 37.0 17,909 16,221 27,049 28,387 15,774 14,091 
20.2 25.6 31.2 42.3 15,499 19,699 23,979 32,516 13,594 17,719 
61.4 71.7 103.5 120.6 47,191 55,032 79,501 92,616 41,026 49,088 


2 24.3 27.8 57.6 6,707 18,421 21,041 43,582 6,565 18,198 
6.1 18.9 20.6 45.6 4,586 14,282 15,588 34,407 4,444 14,057 
7.5 21.6 24.2 51.6 5,647 16,352 18,315 38,995 5,505 16,128 

8 77.3 174.5 205.9 52,776 58,450 131,891 155.647 40,785 45,622 
122.55 124.6 289.2 295.0 92,599 94,223 218,683 223,093 82,681 84,288 


§New England Homestead (sm) 27.3 36.0 48.6 57.0 19,082 25,217 33,998 39,932 15,626 21,107 | Dairy & Livestock 
“ on tow 20.7 253 561 63.8 15,687 19,194 42,511 48,325 15,617 19,082 a one 
ae «vce ladle ¥ : . . Y ’ ' ’ ’ , itNational Edition .... 20.6 28.8 48.7 63.6 8,837 12,336 20,880 28,317 6.440 9,670 
ee oe 84.1 130.6 141.6 59,897 64,627 100,271 = 108,747 51,148 56,551 Regional #1 Edition. 20.6 31.6 48.7 68.4 8,837 13,576 20,880 29,356 6,440 9,726 
The Idaho Farmer -.... 483° 52.2 72.4 78S 33540 39.440 54.769 $9,405 52.165 36.032 |e Cattleman (mon) 962 978 285.0 2951 40,394 41090 119.701 193.946 17.245. 18,792 
e oregon Far a ‘ . . . ' ' ' ' ' ’ | §Corn Belt Farm Dailies: (d) 
bs he nn a at = =. <a ipo pe peed ie gid The Drovers Journal, Chicago 26.9 32.9 53.4 61.4 57,913 70,891 115,230 132,343 33,133 34,740 
oR : a ' . ’ , ’ , ’ ' The Drovers Telegram, 
Peaneyieenie. Parser (sm) 58.7 59.7 140.5 141.5 45,072 45,844 107,917 108,644 39,951 41,754 Kanens City ....... 226 31.0 50.9 58.7 48.691 66.745 109,656 126.384 26.196 36,089 
’ | The Stockman’s 
ZIllinois Edition . 158.4 142.1 359.6 342.9 115,295 103.431 261,817 249,595 94,730 93,535 | taal Cake ..... 34, 38.4 68.0 2756 146 
ZIndiana Edition... 144.2 1388 328.4 329.9 104,949 101,065 239.083 240,137 94.384 91.169 | — The Livestock Reporter, . > = a ae eS 
Average 2 Editions 151.3 1405 344.0 336.4 110,122 102,248 250,450 244,866 94,557 92,352 Oe Og cia 19.0 29.9 40.4 56.4 40,637 64,395 87,082 113,948 21,461 34,760 
ap cmon Reta Bm 89.3 104.1 2267 267.8 6071S 70,872 154177 182.131 57,953 68,007 | §Dairymen’s League News (bw) 8.0 14.1 16.1 30.6 5,848 10,233 11,749 22,227 5,054 9,503 
= “Va. ion . : . . ’ ; ' | Feedlot (mon) ......... 315 198 74.4 54.9 13,244 8,316 31,262 23,072 13,104 8,276 
#6a.-Ala.-Fla. Edition . 90.1 99.5 226.5 260.9 61.287 67.674 154,026 177,422 SB.629 6486S | Florida Cattleman (mon) 725 83.8 211.7 263.3 30,455 35,181 88,915 110,578 19,001 16,848 
eS ee ms ry mod ty: yaad or ere pepo oa jog oll Hoard’s Dairyman (sm) .. 75.6 91.4 195.3 238.2 55,061 66,504 142,144 173,393 47,406 60,163 
+ a . , ; . ’ ’ ’ , ’ ’ Livestock Breeder 
atTexas Edition 75.0 91.5 198.0 229.6 51,025 62,197 134,638 156,119 48,027 59,051 | Journal (mon) ....... 71.5 80.0 231.2 249.8 30,072 33,684 96,348 111,320 2.156 2,688 
PP ey RB nag REM 83.5 95.2 210.5 245.3 56,794 64,763 143,132 166,807 54,119 61,985 National Hog Farmer (mon) 34.2 31.6 84.5 76.0 34,713 32,074 85,767 77,140 33,086 30,890 
ura -Voruer: National Livestock 
New York-New-England Ed. 927.1 30.1 89 48.5 54.3 20,696 23.036 37,006 = 41.516 18,648 19,190 | Preducer (mon) ...... 23.7 25.5 57.1 70.9 17,403 18,701 42,643 56,578 16,911 17,769 
a byte Ed. 241 26.2 41.5 50.7 18,404 19,987 31,658 36,554 16.356 16,141 Western Dairy Journal-(mon) 31.6 40.3 98.3 116.1 13.569 17,264 42,213 49.749 11,490 12,966 
jouthern Flanter: | Western Livestock Journal: (mon) 
#Va., W. Va.. Md.. Del. Ed. 32.2 36.2 94.9 96.9 22,568 25,308 66,473 67,802 21,652 24,714 Mts, & Plains Edition . 53.7 71.1 215.7 250.3 23,056 30,512 92,563 107,424 11,800 13,040 
oe. Se, 2S. Oe Ed. =? = 9 4 pig ee yee a ane ore aye Pacific Slope Edition .. 114.8 97.1 320.6 321.2 49,261 41,676 137,583 137,781 14,695 16,651 
erage egg noe , ¥ ’ ; , ’ , ’ ’ ’ §Western Livestock 
— — (mon) 84.8 102.7 208.2 246.0 38,175 46,197 93,702 110,680 37,074 45,362 Reporter (w) ......... 47.6 47.7 79.8 74.3 63.974 64,109 107,251 99,859 11,858 8,575 
$ yo - 124 171 227 20 9552 13163 15882 21590 8.592 11.7% Total Group .:........ 625.9 668.6 18225 2,001.8 316,065 337.958 900,019 999,298 193,334 204,781 
Wallaces’ Farmer (sm) .. 141.5 141.6 320.1 339.4 110 927 111.003 250.924 266 049 99 044 102.839 Not included in totals. §Not included in totals; as March figures were unavailable as this issue went to press February 
§Weekly Star Farmer: (w) figures are shown. 
Kansas Edition ...... 13.9 163 25.6 27.5 34,386 40,270 63,210 67,778 17,790 23,106 
Missouri Edition . . . 141 161 25.4 27.2 34,658 39,740 62,634 67,051 17,740 20,377 Poultry 
Okla.-Ark. Edition 114 9=613.5 20.6 23.2 28,205 33,435 50,902 57,226 14,779 19,890 American Poultry Journal: (mon) 
Average 3 Editions . 13.1 15.3 23.9 26.0 12,416 37,815 58,915 64,018 16,770 21,124 HEg9 Producer 
— ee as ons ne 3 ae mee o6.ene 6979 13680 14.608 Eastern Edition ..... 15.0 17.8 45.8 57.1 6454 7,638 19,660 24.522 4,120 5,580 
anage . . ? lo . e ¥ . ‘ 5 E Produce 
Western ‘Farm Life: (sm) # acawest Edition one 15.0 20.1 44.5 65.4 6,451 8,602 19,097 28,065 4,075 6,547 
Regular Edition 20.7 23.7 61.9 68.6 16,228 18.607 48,533 53,802 11,501 13,008 Ep Producer 
ZEastern Edition 26.4 30.3 81.4 91.4 20,689 23,791 63,797 71,699 15,370 17,928 Pacific Edition .... 16.2 20.0 44.3 63.8 6,952 8,684 18,995 27.375 4,459 5,669 
Average 2 Editions 23.5 27.0 71.6 80.0 18,458 21,199 56,165 62,751 13,435 15,468 #Epg Producer 
Wisconsin Agriculturist Southern Edition .... 15.2 223 47.1 67.8 6,548 9,591 20,193 29,093 4,312 6,845 
& Farmer (sm) 968 96.7 227.2 240.5 75,852 75,833 178,017 188,470 74,547 74,881 #Broiler Producer Edition 6.9 9.0 23.5 30.7 2,944 3,846 10,080 13,209 2,923 3,825 
Wyoming Stockman- | d#Turkey Producer Edition 7.3 16.5 27.7 41.7 3,152 7,060 11,883 17,920 2,951 6,014 
Farmer (mon) 61.0 50.1 157.2 136.1 48,384 37,856 121,184 104,706 42,713 32,191 Average 6 Editions .... 126 17.6 38.8 54.4 5,417 7,570 16,651 23,364 3,807 5,747 
Total Group 1,464.0 3,698.6 1,020,745 2.529.923 979,085 Broiler Business (mon) 38.0 28.6 91.4 73.6 16,314 12,290 39,192 31,584 12,831 9,554 
1567.7 5.0338 1.076.885 2.743.475 1.050.540 Broiler Industry (mon) .. 35.4 38.0 98.9 93.6 15,914 17,100 44,512 42,147 13,064 14,100 
Not included in totals. §Not included in totals; as March figures were unavailable as this issue went to press February Everybodys Poultry 
figures are shown. *Changed from 784-line page to 768-line page January 1961. tTwo issues January-March 1961; three is- Magazine (mon) ...... 23.4 27.0 pp 90.9 10,035 ay grey eo ~~ Meo 
sues January-March 1960. {Published quarterly in February, May, August and November. +e dh ones ligne w 26 24.0 69. 63.7 32,528 25, 5.144 68.376 22.258 21,196 
istributed F Secti Dixie Edition ........ 20.4 141 39.4 33.8 22,145 15,289 42,741 36,688 9,990 6,003 
Newspaper-Distributed Farm Sections National Edition ....... 18.7 132 33.6 315 20.272 14.316 36.492 34.119 9,027 5,583 
lowa Farm & Home New England Edition 23.9 18.1 42.4 41.0 25,884 19,687 45,994 44,555 12,135 9,673 
Register (mon) 19.4 27.3 44.7 59.9 19,351 27,286 44,670 59,882 19,061 26,994 New Jersey Edition .. 23.1 23.2 40.8 49.8 25,012 25,145 44,279 54,054 11,660 14,236 
Texas Ranch & Farm (mon) 9.7 8.4 59.4 66.9 9.688 8,372 59,388 66,878 9,324 7,868 Poultry Tribune: (mon) saa i ee im a ‘ial aaa 
Soi 3S7 (CER DONG “AE ER «OCIREER IDEA DERE US tEastern Edition ... , 48. 125.6 136.5 21,76 3,88 567 16, 
vous Grew ae SS Se eee ee Se ee ee }Midwest Edition 50.8 494 1235 134.0 21.798 21.195 52966 57.507 15.926 15,449 
— , #Pacific Edition 55.4 55.4 142.0 150.3 23.753 23,765 60,898 64,499 16,437 16,605 
Farm Organization & Education Southeast Edition ... 566 55.2 140.9 153.7 24.279 23,663 60,426 65.933 17,869 17,241 
Agricultural Leaders’ Southwest Edition 47.4 47.2 116.1 132.0 20,319 20,259 49,798 56,613 14,496 15,006 
Digest (mon) 11.1 9.6 26.3 24.6 4,731 4,129 11,276 10,555 4,731 4,129 Average 5 Editions 52.2 5lL1 129.6 141.3 22,383 21,903 55,594 60,624 16,185 15,858 
Better Farming Methods: (mon) Turkey World: (mon) 
Eastern Edition 37.0 23.4 67.4 74.1 15.881 10,060 28,932 31,777 15.881 10.060 #Central Edition 53.5 47.4 179.5 157.3 22,946 20,320 77,016 67,462 16.275 15,470 
Central Edition 44.7 28.9 87.2 83.2 19,155 12,415 37,415 35,688 19,155 12,415 Eastern Edition 49.1 463 169.8 1593.1 21,063 19,853 72,829 65,660 14,944 15,390 
Southern Edition 


41.0 28.3 76.4 80.9 17,597 12,129 32,784 34,704 17,597 12,129 (Continued on Page 48) 


ee ees Bee Ri Pe an Ra a ee |S ne i oO Se a PEs ek, Bree ce fa RR aie tk Ai Oita! ie 9b oe 7 ies ee ee a WD" ree Se AA Med irene ae die edo miaees fo Fs as i ok 
ee eet eee. a ee ee yee A a oe i eae ae ikea 
Pe are NR SS aa ee RR eae 2 ME PN CR ne a ER SS UE MR ee ee Te MO 7 cn arr 
ee ci, oe nee ee Aree Bh eos | yee alesse kesh a ice Pyne» i em eee eee te Flite oo ie epee ieee, aber See aie eae SS ee ere au. ie ite eters Barges) Nhe er ree phe Reo eee toe ieee 
we ee ee ee Late = a a eee ae. a CaaS eS Se Nae Pe Na 5 ocean oe cota ORME paso oe, Seis oa te, 2 ohare am = ae eee Bee ee a5 aan ee ei oy ae = Se Sv Tae 
aie . tng " 7 =e se en <: A amare Sota eee age My ENN gemsr tS: indapt sileeaeee en set mp ea 
= e F a 3 - < eh An i ae aS 
on ie eae 
ea Ree Shes 
a FL ae 
Ree gk gel | 
ee oe 
aa 
ee : 
; 
7 i. 
; — 
" 
xo 
wea 
Ea ‘a a 
e: ae Sicha fo 
eee Pi - 
es - ae 
Dirge rs i. . Sine ars 
2 eee 
De 
sae rer See 
ar ges ic f ane 
Wie eet es Bec: 
Bons pe "oe 
oe era = * 
a Bee ta 
aa gat Nese rs 
mee ene y oe 
Lee aaah aca 
ae ir ae 
ee ee 
FEB. ia aaa 
aif ee hice es aes 
1960 1960 6 ET 
: R. | 36 | R. a3 
Seu 
Si 
is : wince Pee aes 
LIVESTOCK POULTRY UIT & VEGETABLE po ee 
Jin . i. Bae ae 
a : 1961 1961 ae * 
Seay ee tae 
sal MAR/316 | MAR. mar.| 39 | mm[34 | ee 
ea, ey om a. 
, FEB. FEB. FEB. JAN,[190 | a 
aie 1960 1960 1960 1960 ae ee 
S _ _ mar reo. Ee <3 & 
ee | eae hS. 
mare re 
iz | ar ig 
Ege ioe AS: apie 
ee > 
oe oe ae 
3 ela : 
haere: Bee eS has 
: ©, 5 Ae : 
cet ees 
a hs, eae 
a SE ane: 
Se ED ch ee arth 
i 2 
h at a OR 
oer ce 
phe Seo ee 
ee: S eimai 
Me ga eek ey re 
eee se ROE Taree 
i, ey . 
P a ae 4 ae i 
| “oe 
: Sac, Eee , 
ee ps ae 
. ise he 
ae a 
ig : : 
BS, of a 
ae. Bie 
See eee 
‘a =. Regi Ho 
; etn 
PY ie - te 
Jk ie : Sr EN 
ee pies 
ee ne wee 
- ce 
* 3 * 


Commercial Dis- 


Advertising Age, March 27, 1961 


-— Total Advertising, in Pages —~.———— Total Advertising, in Lines —-_—, 


play Excluding Mar. Mar. Jan.-Mar. Jan.-Mar. Mar. Mar. Jan.-Mar.  Jan.-Mar. = Mar. Mar. 
Poultry, Classified 1961 1960 1961 1960 1961 1960 1961 1960 1961 1960 
and Livestock, 
-— Total Advertising, in Pages ——.———— Total Advertising, in Lines —_—_, in Lines Western Fruit Grower (mon) 42.3 38.7 104.9 110.5 17,766 16,254 44,072 46,410 
Mar. Mar. Jan.-Mar. Jan.-Mar. Mar. Mar. Jan.-Mar.  Jan.-Mar. = Mar. Mar. Total Group .......... 178.3 182.0 459.6 16.3 89.071 91,254 231 
1961 1960 1961 1960 1961 1960 1961 1960 1961 1960 ee ' iaadatans a a 
Western Edition .... 49.7 47.2 169.8 154.1 21,313 20,243 72,827 66,104 15,078 16,172 c— Total Advertising, in Pages —-.————- Total Advertising, in Lines ——— 
Average 3 Editions ... 50.8 469 173.0 1548 21.774 20.139 74.224 66.409 15.432 15.677 Feb. Feb. dan.-Feb. dan.-Feb. Feb. Feb. Jan-Feb. den-Feb. Feb. Feb. 
Total Group .......... 242.0 233.2 668.1 672.3 124.365 116,533 334,061 331,506 89,728 89,247 -_ ees _ — ™ = —_ _ oe _ 
Not included in totals. §Not included in totals; as March figures were unavailable as this issue went to press February 
figures are shown. Canadian (February) 
Fruit & Vegetable Country Guide (mon) .... 42.2 429 64.1 68.2 30,431 30,914 46,270 49,131 
American Fruit Grower (mon) 388 46.2 99.0 136.4 16,758 19.966 42,767 58,935 15,982 19,45] Family Herald (w) ...... 72.6 = 73.5 125.3) 132.3 70,856 71,737 = 122,248 = 129,058 46,770 50,094 
American Vegetable Farmer's Advocate & Canadian 
Grower (mon) ........ 33.3 30.9 94.0 99.0 14,274 13.353 40,601 42,778 13,761 12. Countryman (sm) ..... 45.5 52.0 70.7 80.8 31,818 36,378 49,503 56,557 27.273 30,230 
California Citrograph (mon) 29.4 227 69.2 64.1 19.740 15.232 46.424 42.990 . 19.348 be ro Free Press Prairie Farmer (w) 91.3 100.6 153.4 166.6 100,268 110,151 169,686 187,910 54,084 61,972 
Florida Grower ‘ Le Bulletin des 
& Rancher (mon) ..... 23.3 31.5 73.1 94.3 15.829 21.4 49, : Agriculteurs (mon) .... 53.5 60.4 83.5 103.7 37,411 42,253 58,492 72,586 37.411 42,253 
Vegetable Growers 09 9.677 64,121 13,928 21,033 Western Producer (w) 65.3 67.8 107.8 113.2 69,835 72,547 115,307 121,112 28,877 44,721 
Messenger (bm) ...... 11.2 12.0 19.4 12.0 4,704 5,040 8,148 5,040 . error 370.4 397.2 604.8 664.8 340,719 363,980 561,506 616,354 194,415 229,270 


‘Amsterdam News’ Names 
Wall Ad Director 


Kevin A. Wall, formerly assist- 
ant advertising manager of Ebony, 
has been named 
ad director of 
the New York 
Amsterdam 
News. He suc- 
ceeds William 
Merchant, who 
resigned. 

With the 
News, Mr. Wall 
will handle de- 
velopment of 
new ad revenue 
for the 50-year- 
old Harlem 
weekly, research and marketing 
counsel for advertisers, and adver- 
tising promotion. 


Kevin A. Wall 


Triangle Moves in New York 
Triangle Stations has moved its 

New York sales office to new 

quarters at 320 Park Ave. 


French Plans TV Campaign 
for New Potatoes Au Gratin 

R. T. French Co., Rochester, will 
introduce its new Potatoes Au 
Gratin with a major television ad- 
vertising campaign, starting in 
April, that includes nine CBS-TV 
daytime network shows, plus local 
advertising in approximately 30 
major markets. In addition, the 
company is offering a 10¢ off cou- 
pon. For each coupon on the back 
of a package, the consumer will 
get 10¢ off on the next purchase of 
French’s Potatoes Au Gratin. 

French is also planning a spring 
promotion for its barbecue sauce. 
The product will be advertised on 
network television for the first 
time. Commercials on eight top 
rated CBS-TV daytime shows are 
scheduled from April through 
September. The promotion will 
emphasize the product for use as 
both a barbecue sauce and a spicy 
catsup. 


SMOKE SIGNAL! 


HANKSCRAFT 


DISPLAY MOTORS 


sell 


Alpine Cigarettes ( 


This giant-size revolving cig- 
arette pack keeps Alpines 
moving off the shelf. It is 
animated by a Hankscraft 
rotary pole motor powered by 
two ordinary flashlight bat- 
teries. No outlets needed. The 
display sets up in seconds— 
anywhere! 


ENGINEERING SERVICE 


for animating displays of all SL naneee tet ©. J 
sizes, AC-powered or battery- sag produced by . : 
, > v r Lit f i H f 
operated. Send dummy to im-,vs. ' ia H 
in| od 

\ {} 
HANKSCRAFT COMPANY 
Display Motor Division, Reedsburg, Wisconsin ' 
Sales offices in these principal cities | 
Chicago, Philadelphia, Minneapolis, New York, A 
Toronto (Ontario), San Francisco (Erlach Lee Co.) >. ‘3 

— 


WORLD'S LARGEST MANUFACTURER OF BA 


TTERY-OPERATED DISPLAY MOTORS 


C-C Seeks to Borrow 
Funds for Station Buy 
_Crowell-Collier Publishing Co. 


has sought approval of the Se-. 


curities & Exchange Commission 
for $12,000,000 worth of convertible 
debentures to finance the purchase 
of WMGM, New York. In Novem- 
ber, 1960, the company agreed to 
buy WMGM from Loew Theaters 
Broadcasting Corp. for $11,100,000. 
Of this amount, $8,100,000 is to be 
paid in cash and $3,000,000 in 18- 
month 5 per cent notes. The trans- 
fer is still pending before the Fed- 
eral Communications Commission. 

Crowell-Collier told SEC that 
$3,000,000 will be used to retire the 
18-month notes, and another $1,- 
000,000 to reduce a bank loan 
which was deposited as a down 
payment against the station’s pur- 
chase price. The balance may be 
applied toward the purchase price, 
or for reduction of other bank 
loans, which may be undertaken 
for purchase of the station, and the 
expansion of Crowell-Collier’s 
publishing activity in the educa- 
tional field. 


EWRR Boosts Lewis, Miller, 
Gauck; Names Weaver, McCoy 


Norman Lewis, formerly assist- | 


ant secretary of Erwin Wasey, 
Ruthrauff & Ryan, New York, has 
been elected corporate secretary 
of the agency. He succeeds James 
B. Briggs, who retains the title of 
exec vp and creative director. 
EWRR also has promoted Gerald 
Miller, a copy chief in New York, 
to vp and Kar! L. Gauck, formerly 
director of research and planning, 
to marketing vp in Philadelphia. 

George Weaver, formerly media 
director of J. Walter Thompson Co. 
in Los Angeles, has been named 
media director in EWRR’s Los 
Angeles office. John L. McCoy, 
formerly with the National Opin- 
ion Research Center, University 
of Chicago, has joined the agen- 
cy’s Chicago office as a research 
analyst. 


Epstein to Join B&B 

Mitch Epstein, copy group head 
with J. Walter Thompson Co., will 
join Benton & Bowles, New York, 
April 30 as copy group head on 
Procter & Gamble. 


Trude 


Grady 


1; 2% 2331 
fb. | tt 


Schmid Harper 


Dellow 


JUDGES—Judges in the campaign divisions of the ninth annual out- 
door advertising contest sponsored by the Outdoor Advertising Assn. 
of America look on as the contest chairman, W. A. Schmid Jr., North 
Texas Advertising Co., Fort Worth, and chairman, business develop- 
ment committee, OAAA, explains balloting procedure. Judges are 
E. K. Grady, J. Walter Thompson; Reginald Dellow, Grant Adver- 
tising; Albert S. Trude Jr., Clinton E. Frank Inc.; and John Harper, 
North Advertising, all of Chicago. 


Zakin Names Slaiter: Adds One 

Zakin Co., New York, has ap- 
pointed Gerry Slaiter, formerly 
with KHVH-TV, Honolulu, assist- 
ant to the senior vp, Robert S. 
Buckbinder. Zakin has been named 
to handle advertising for the new 
Tall Co., New York, manufacturer 
of the EdiTall line of editing blocks 
of magnetic tape. 


Daniel & Charles Opens Branch 

Daniel & Charles, New York, 
has opened its first branch office, 
in Atlanta, at 1776 Peachtree Rd. 
Dick Stern, formerly with Keyes, 
Madden & Jones, was named vp 
in charge of southeastern oper- 
ations. 


LANSING and 
MID-MICHIGAN 


OUTSIDE D 


IS WHAT THE MICHIGAN MARKET 


is REALLY LIKE !! 


TRAVERSE CITY 
CADILLAC 
MARKET 


ETROIT 


| ie, 
WILX-TV COVERAGE 
LOW COST 
PER THOUSAND 


LANSING 
} JACKSON 


FLINT SAGINAW 
BAY CITY MARKET 


BATTLE CREEK 


Represented by 


VENARD, RINTOUL & McCONNEL, INC. 
THE GOLDEN TRIANGLE STATION 


ae 


Associated with 


WILS — LANSING / WPON — PONTIAC 


WILX-TV FACTS 
© STUDIOS IN 


@ FULL TIME NBC 
© TOWER HT. 1008’ 
@ POWER 

316,000 WATTS 


Crosse & Blackwell 
Merges with Nestle 

Crosse & Blackwell Co., Balti- 
more, will become an operating 
unit of Nestle Co., White Plains, 
N.Y., effective May 1. Under the 
new arrangement, John T. Menzies 
Jr., president of C&B, will become 
president of the Crosse & Blackwell 
Co. division of Nestle. VanSant, 
Dugdale & Co., Baltimore; J. M. 
Korn & Son, Philadelphia; and 
McKim Advertising Ltd., Toronto, 
have been handling advertising 
for C&B. Nestle’s agencies are 
McCann-Erickson, New York; Wil- 
liam Esty Co., New York; and 
Asher, Godfrey & Franklin, New 
York. Nestle says there is no 
change contemplated in the adver- 
tising picture with the acquisition 
of C&B. 


Kellogg Joins Center 

John A. Kellogg, formerly exec 
vp and general manager of Forbes 
Marketing Research, New York, 
has been named vp and member of 
the board of the Center for Re- 
search in Marketing, Peekskill, 
i 2 


‘Motor’ Boosts Geelhood 

Kenneth L. Geelhood, formerly 
western manager of Motor, pub- 
lished by Hearst Magazines Inc., 
New York, has been appointed 
advertising manager of the pub- 
lication. 


Dickerman Adds Account 
Consolidated Airborne Systems, 
New Hyde Park, L.I., has named 
Dickerman Advertising Agency, 
New Hyde Park, as its first agency. 
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In every classification—swine, dairy, poultry, corn, 
cropland, tractors, trucks—total preference and 
preference of the top producers go to Midwest 
Farm Paper Unit. The new McCann Erickson 
study is packed with useful, unbiased facts and 


Ni 


wee 


aska \ tSCONSIN ER 
eo yarmer | ill RAIRIE ARM 


Your Unit bonus: Top choice 


Wallaces 


~| “% Farmer |; 
gre ee turist | Teper | Say mats | 


figures. It gives you a new measure of your sales 
potential in ‘‘the world’s richest farm market’’— 
a new gauge of effective advertising coverage. 
Write your nearest sales office for a free copy of 


with top income farmers 


this eighty-two page study now. 


THENAPJARMeR 


MIDWEST UNIT Zam Arco 


SALES OFFICES AT: 35 E. Wacker Drive, 
Chicago 1 * 250 Park Ave., New York 17, 
New York « 110 Sutter St., San Francisco 4 
159 S. Vermont Ave., Los Angeles 4. 
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Now, The Detroit News has a total paid 
circulation of 737,415 weekdays and 
933,339 Sunday.* In the 6-county Retail 
Trading Area where its circulation is | 
concentrated, The News reaches 4 of every 
5 homes that gef a Detroit newspaper.** 
Concentrate your Detroit advertising in 

The News for maximum mass-market 
circulation at a minimum milline rate— 
$1.90 weekdays, $1.66 Sunday— 


lowest rate in the nation’s five largest markets. 


* - 
Average 11/7 -12/31/60 in interim statement filed with ABC subject to audit 10/1-12/31/60 Audience Study, Detroit newspapers, 12 /13/60—12/21/60, Cari J Nelson Research, Inc 


The Detroit News 


INCLUDING BEST FEATURES FROM 


Detroit<1 imes 


New York Office: Suite 1237, 60 E. 42nd St. - Chicage Offices: 435 N. Michigan Ave., Tribune Tower - Pacific Office: 785 Market St., San Francisco - Miami Beach: The Leonard Co., 311 Lincoln Road 
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Carter, Pinson, Milner, 
Consulting Company, Formed 
Carter, Pinson, Milner Inc., a 
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|new company of merchandising | half years. 


and communications consultants, | 


has been formed with offices at| been a freelance writer, has done 


333 N. Michigan Ave., Chicago. 
President of the company is Mac- 
lin R. Milner, formerly head of a 
motion picture studio and an ac- 
count executive with Kenyon & 
Eckhardt. Paul Pinson, an illus- 
trator, author and lecturer, is 
chairman of the company. His 
“Drawthinks” feature appeared in 
ADVERTISING AGE for three and a 


Duncan Carter, exec vp, has 
work for Wilding Inc. and the 
Jam Handy Organization and for 
three years has been creative di- 
rector of Nelson Associates, De- 


troit, sales promotion company. 


‘House & Garden’ Boosts Two 
Roger Valkenburgh, formerly 
advertising manager of House & 


Garden, New York, has_ been 
named to the new post of ad di- 
rector and business manager of 
H&G’s Book of Building, a semi- 
annual, and Book of Decorating & 
Entertaining, an annual. He also 
will continue as H&G New Eng-| 
land manager. John A. Camph, | 
previously manager of House & | 
Garden’s “Shopping Around,” has | 
been named mail order supervisor 
of that department and of Glam- 
our’s “Glamour Aisle.” 


Hawaii Shop Is 
One of 24 Brand 
Retailers Honored 


New York, March 21—The 50th 
state took one of the first places in 
the annual Brand Name Retailer- 
of-the-Year awards competition. 

Brand Names Foundation an- 


nounced the 1960 winners, and Mc- 
Inerny Ltd., Honolulu, was named 
Specialty Store Retailer-of-the 
Year. In 1959 the Hawaiian store 
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won a certificate of distinction. 

Food Fair Stores, a past winner, 
returned after the five-year period 
of ineligibility and again captured 
top place in the Class I food store 
group. 

Plaques and certificates were 
awarded in 24 classifications from 
a list of 443 retailers selected as 
finalists. Four certificates were 
awarded in each category except 
gasoline stations, where 14 certifi- 
cates were given. 

Decisions were based primarily 
on 1960 brand advertising and pro- 
motional campaigns, plus the: edu- 
cation of customers and personnel 
about the policy of featuring ad- 
vertised brands. 

Winners in each major category 
were: 


Alcoholic beverage  stores— Piccadilly 
Shop, Hartford. 

Appliance stores—Polk Bros., Chicago 

Automobile dealers—Lipman Motors 
(Rambler), Hartford. 

Building materials dealers—Linden 
Lumber Co., Linden, N.J. 

Children’s stores—-Young America Shop., 
Decatur, Ill 


Department stores—Class I—Adam, Mel- 
drum & Anderson Co., Buffalo 

Department stores—Class Ul 
Levittown, Pa. 

Drug stores—Class I 
Oklahoma City. 

Drug stores—Class Il—Ferguson Town 
& Country Drug Store., Victoria, Tex 

Farm equipment dealers—Miller-Tractor, 
Shenandoah, Ia. 


Pomeroy's, 


Veazey Drug Co., 


Food stores—Class I--Food Fair Stores, 
Philadelphia 

Food stores—Class IIl--Paetz Super 
Valu., Muscatine, Ia 


Food stores—Class Ill 
nipeg, Man 

Furniture stores 
Cal 

Gasoline service stations 
tic Service., Moorestown, 

Hardware-housewares 
Supply & Hardware Co., 

Jewelry 


Solo Stores, Win- 


Goldeen’s, San Jose, 
Lott's Atlan- 
N.J 
stores—Naticnal 
Milwaukee 
stores—Hamilton Jewelers, 


Trenton, N.J. 

Men's wear stores—Class I—Ray Beers 
Clothing Co., Topeka, Kan 

Men's wear stores—Class Ii-—-Sterne- 
man Clothing Co., Muscatine, Ia 

Music stores—Ludwig Music House, 
St. Louis 

Photographic stores—Brooks Cameras, 


San Francisco 
Shoe stores 
Specialty 

Honolalu 
Sporting goods stores 

ing Goods, Houston. 2 


pos 


Steve's Shoes, Kansas City 
stores—M MecInerny  Ltd., 


Oshman’'s Sport- 


L.A. County Dailies Form 
4-Star Newspaper Group 

Four suburban Los Angeles 
County newspapers have formed 
the Los Angeles County 4-Star 
Newspaper Group, effective April 
1. Comprising the group are the 
San Fernando Valley Times Today, 
San Gabriel Valley Daily Tribune, 
Santa Monica Evening Outlook 
and the Pomona Progress-Bulletin. 

Advertisers using the 4-Star 
Group under one order and one 
invoice will earn a minimum of 
8% discount from the combined 
national advertising rates of the 
four dailies. Advertisers using 
5,000 lines will earn 11%; 10,000 
lines 13%; 20,000 lines 15%; 40,- 
000 lines 18%; and 80,000 lines or 
more 20%. 


Guerin, Johnstone Adds Two 


Sekur-All Corp., Los Angeles, 
manufacturer of a new type of 
roller skate which requires no 


clamps, straps or skate keys, and 
California Computer Products Inc., 
Downey, Cal., electronics manu- 


facturer, have appointed Guerin, 
Johnstone, Gage, Los Angeles, to 
handle their advertising 
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On a Silver Platter 


Help yourself to the best the West has to offer. 
For the first time — it’s yours on a silver platter. 
ABC Radio West—combining these great networks 
—ABC Pacific, Intermountain and Arizona—cover- 
ing ten Western states with 104 radio stations. 
Now this completely new radio network is ready to 
help you serve 26,000,000 people who make up the 
fastest growing region in the United States. 
Western families are growing faster — spending 
more money for more products — fast becoming 
the most prosperous marketing area in the country. 


Now ABC Radio West offers every national adver- 
tiser — every Western regional advertiser the kind 
of programming that westerners listen to and 
enjoy. Western favorites such as Frank Hemming- 
way and Cliff Engle. Along with News, Weather 
& Sports, presented in the West by the West, for 
the West. 

So have one, one great new Western Network — one 
more great new advantage for you with ABC Radio 


ABC RadioWest™ azn” 
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Ask anyone, 
anyone 
you re trying 

to sell in the 
aerospace market, 
what publication 
he reads and 
respects most. 


A powerfu! editorial force is a powerful selling force. 


Aviation Week 


< Space Technology 
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‘Merchandisability ’ Opportunity 


to Dominate Shift 


Light Tells Western 
ANA Session of Shaver 
Marketer's ‘61 Reasoning 


SANTA BARBARA, March 21— 
Schick Inc. shifted its media em- 
phasis strongly to newspapers at 
the start of 1961, the 15th annual 
western meeting of Assn. of Na- 
tional Advertisers (AA, March 20) 
was told here last week by Gerald 
Light, Schick vp, because: 

e Newspapers constitute a “mer- 
chandisable’”” medium, persuasive 
to retailers who have been suffer- 
ing from loss of margin in shaver 
sales. 

e Newspapers, from the standpoint 
of cost, offer an opportunity to “be 
dominant on a non-dominant 
budget.” 


e Newspapers provided the possi- 
bility of ‘‘an immediate response to 
our free offer.” 


es Mr. Light told the ANA how his 
company developed ad and mar- 
keting plans for the first quarter of 
1961 and why it decided to put vir- 
tually all of its advertising eggs in- 
to the newspaper medium’s basket. 


28 WAYS 
TO GET 
MORE 

INQUIRIES 


“28 Ways to Get More Inquiries From 
Your Advertising” is one of the NEW 
chapters in the 1961 revised and enlarged 
edition (just off press) of famous book 
TESTED ADVERTISING METHODS, by 
John Caples, vice president of BBDO Ad 
Agency. This big 5,000-word chapter 
shows you tested methods used by na- 
tionally-known advertisers to get more 
inquiries, coupons, mail order sales, book- 
let requests, sample requests, telephone 
calls, and sales leads from newspaper ads, 
magazine ads, direct mail letters and 
broadcast commercials. If you want im- 
mediate ACTION from your ads and want 
to MULTIPLY response, this chapter is 
worth entire price of book. Your money 
back if you don’t agree 


Three other NEW chapters are: 1. How 
to Put Enthusiasm Into Ad Copy; 2. How 
to Make Small Ads Pay; 3. 17 Ways to 
Test Your Ads. “This book tells results 
of six million dollars spent in testing ad- 
vertisements,”’ says Business Week. The 
1961 edition has 18 chapters, 320 pages and 
79 NEW illustrations. Tear out this ad and 
send it with your name and address for 
10 days’ FREE examination. Then send 
$6.95 plus a few cents mailing charges 
or return book without obligation. SAVE 

If you check here [) and enclose 
payment, we pay mailing charges. Your 
money back in 10 days if you are not 


delighted. Address: Harper & Bros., 51 
East 33rd St., New York 16, N.Y. 4404-D 


Schick to Dailies 


First of all, he said, there were 
some tough industry problems to 
consider. He said that the electric 
shaver market declined from 6,- 
600,000 units in 1957 to 4,900,000 
units in 1960, while, in addition, the 
average retail price of electric 
shavers fell from $25.50 to $19, 
“without attendant cost reductions 
at either the manufacturing or re- 
tail levels. Without a profit in- 
centive,” he continued, “retailers 
were not inclined to sell a product 
with enthusiasm.” 


a What’s more, 
shaver market is extremely sea- 
sonal, with the Christmas season 
accounting for 40% of all shavers 
sold. The first quarter, he added, 
accounts for less than 15% of an- 
nual volume. Schick’s problem for 
61 was how to get retailers to push 
the product in the first quarter, at 
a time when there is less expected 
volume; when there are probably 
post-Christmas inventories, and 
when the profit incentive was less 
than it should be. 

Mr. Light said research dis- 
closed that 70% of all shavers are 
sold in retail stores that are most 
receptive to consumer promotions. 
Also, it was discovered that 55% 
of all shaver sales are replace- 
ments, 59% are purchased as gifts, 


he added, the 


and that women buy 70% of all 
men’s gift shavers. 
Armed with this information, 


Mr. Light continued, Schick de- 
cided to sell only its brand, rather 
than the electric shaver concept, 
since most purchases are replace- 
ments. Secondly, the company de- 
cided to create another selling sea- 
son in the first quarter by building 
a promotional event; and third, 
put together a promotion that key 
dealers could use. This turned out 
to be a free grooming kit with each 
purchase, he said. 


® Newspapers were selected as the 
primary medium, he said, because 
Schick required “a merchandis- 
able” medium. “We can put an ad 
in front of a retailer or alongside 
of a sales order, but we could not 
do it with a tv commercial,” he 
said. “We chose newspaper and 
two-color ads because we needed 
to be dominant on a non-dominant 
budget. And lastly, we needed im- 
mediate response to our free of- 
fer.” 

He said in conclusion that 
Schick’s campaign, which includes 
ads in 75 newspapers plus a b&w 
push in five magazines, has been 
“successful” thus far. 


s Walter G. Barlow, president of 
Opinion Research Corp., cited sev- 
eral opinion polls, including some 
published in ADVERTISING AGE, 


| which showed that while the pub- 
lic was generally well disposed to- 
| ward advertising, many consumers 
‘had poor opinions of specific ads 
and advertisers. 

Mr. Barlow warned that these 
objections could be “generalized” 
to include all advertising. He also 
suggested that advertisers raise 
their sights and appeal to the 
more educated consumer, whom he 
called the “tastemaker” of the con- 
suming public. 


= Knob Bourne, vp of McGraw- 
Hill Publishing Co., Los Angeles, 
also used a slide presentation to 
demonstrate how advertising, par- 
ticularly business paper advertis- 
ing, can be used more effectively 
by employing various techniques 
evolved through readership studies 
and ad scoring. 

The ANA audience also saw a 
series of slide presentations on me- 
dia selection. These included a re- 
|port on media cost trends by Law- 
rence Deckinger and Robert Dwy- 
‘er, both vps of Grey Advertising 
Agency, and a Gallup-Robinson 
presentation on strengths and 
weaknesses of magazines and tv. 
Both of these have been previously 
reported in ADVERTISING AGE. 


@ Agency speakers showed up 
with their critical knives sharpened 
and, to the obvious delight of the 
ANA audience, proceeded to slice 
up the art-for-art’s-sake school of 
advertising creativity as if it were 
so much baloney. 

Courtenay J. Moon, creative di- 
rector of Johnson & Lewis, San 


{| 


Thornton 


Lyon 


Beam 


Advertising Age, March 27, 1961 


Mann Mrs. Mann 


TIME OUT—Getting acquainted at the western 
were Mr. and Mrs. Marvin Mann, 


Mrs. Bruce Bruce 


meeting of the ANA 
Max Factor & Co.; and Mr. and 


Mrs. Leslie C. Bruce, Purex Corp. 


comes the reality and the public} 
the fiction or unreality. 

“If we are to create ads that 
move the consumer to action we, 
as the creators of the ads, can’t 
be carried away by the imper- 
sonality of it all, either. As long 
as we keep our sense of perspec- 
tive, as long as we manipulate the 
techniques rather than letting the 
techniques manipulate us, we'll 
turn out ads that are human, in- 
teresting and communicate some- 
thing.” 

On the same theme, Crofton 
Jones, senior vp of Hixson & Jor- 


Campbell 


NOTE TRADERS—On hand at the opening session of the ANA western 

meeting were Dan Thornton, Folgers Coffee; Ray Lyon, Allstate In- 

surance Co.; Jim Beam, Hughes Aircraft Co.; and Robert D. Camp- 
bell, Newsweek. 


Francisco, was scornful of those 
who believe the “consumer exists 
for the sake of advertising, and not 
advertising for the sake of the con- 
sumer.” 

Mr. Moon was particularly un- 
happy about tHe use of research 
data and their application to 
creating ads. “There is always a 
danger that in our passion for 
work, our sense of values becomes 


twisted,” he said. “The ad be- 


m 


National Representatives 


at BIG DISCOUNT SAVINGS .. . 


One of the first and finest group buys made available. Recog- 
nized and profitably used by 164 national advertisers. A great 
package buy that delivers 34 of Montana at 63c per line. New 
frequency and bulk discounts available now. 


BILLINGS Gazette 
BUTTE-ANACONDA Montana Standard-Post 
HELENA Independent Record 

MISSOULA Missoulian-Sentinel 


& Kelley inc. 


gensen, Los Angeles, voiced “hos- 
tile feelings toward the word ‘crea- 
tivity’—not toward the concept of 
being creative. 

“IT submit the phrase ‘inventive 
thoroughness’ as a substitute for 
‘creativity’,” said Mr. Jones. 

“I believe the word ‘creativity’ 
has slipped into its unenviable 
position largely through misun- 
derstanding of the primary func- 
tion of advertising by some peo- 
ple in the copy and graphic side 
of the business. They have been 
allowed to expend more effort in 
being different than in being un- 
derstood. This approach often ends 
up with so-what copy, out-of- 
focus photographs, abstract art, 
and even copy set in type so small 
no one over 35 years of age can 
read it easily.” 


s William V. Patten, vp and chair- 
man of the plans board of Lennen 
& Newell, suggested that the crea- 
tive is often confused with the 
“occult.” He suggested that some 
agencies and advertisers have re- 
stricted the meaning to include 
only “those advertising and sell- 
ing campaigns that are based on 
gimmicks. 

“Of course, it is vital and nec- 
essary that any advertising mes- 
sage attract the attention of its 
audience, but unless the selling 
message is effective in creating a 
desire and making a sale, all of 
the money spent on advertising is 
a waste. When we talk about crea- 


tive advertising, I think we really 
mean effective advertising—ad- 
vertising that achieves its objec- 
tives and selis goods at a profit. 

“I’m not saying there is no place 
for the artistic, creative man in 
advertising—we need all of them 
we can get—but if a man really 
wants to write the great Ameri- 
can novel or paint the great 
American painting, and feels he 
is prostituting his art and his in- 
tegrity engaging in the commer- 
cial business of advertising—and 
that’s what it is—I say he doesn’t 
belong.” + 


Ironwear, Pennsylvania, New 
Jersey Bell Sponsor Contest 

Princess telephones with local 
bills paid for 12 months, plus a 
two-years’ supply of Ironwear 
nylons will be given as first prizes 
in a contest sponsored by Iron- 
wear Hosiery, Pennsylvania Bell 
Telephone Co. and New Jersey 
Bell Telephone Co. A one-minute 
saturation campaign is being used 
on WIBG, Philadelphia. The check- 
the-right-answer fashion quiz in- 
cludes questions based on design- 
ers and designs, bridal’ etiquette 
and completion of the sentence, in 
25 words or less, “In buying stock- 
ings, the feature I look for most 
of all is .’ Entry blanks for the 
contest, which closes April 1, are 
available in the hosiery depart- 
ments of Lit Bros. and Snellen- 
burgs, department stores. 

To coincide with the promotion, 
Ironwear will 


introduce a new 
seamless mesh stocking, Slender, 
that is “insured against runs re- 


gardless of cause.’’ Lavenson Bu- 
reau of Advertising, Philadelphia, 
is handling the promotion. 


PR on Credit Offered Now 

World Wide Information Serv- 
ices, New York, has established a 
new division, Public Relations 
Credit Card System, designed to 
provide a “faster and more flexi- 
ble” pr service at the local level. 
The system will operate like a 
revolving charge account. Com- 
panies will be able to open an ac- 
count with a minimum balance of 
$500. When they require local pr 
service, they phone in the order. 
They will then be billed monthly. 
World Wide boasts a field force 
of some 6,000 newspaper men and 
women in some 1,000 cities here 
and abroad. 


Seven Arts Names Three 
Seven Arts Associated Corp., tv 
film distributor, has appointed 
George Mitchell to the new post of 
West Coast division manager; Ben 
Elrod, a southwestern account ex- 
ecutive, operating out of Dallas; 
and Marvin L. Lowe an account 
executive in the Chicago office. Mr 
Mitchell formerly was,with Ziv- 
United Artists Television Co.; Mr. 
Elrod was with United Artists 
Associated; and Mr. Lowe was with 
National Telefilm Associates. 
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PERCENTAGE OF DAILY GAIN 
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Talk about trends 
in Washington, D. C. 


Any media buyer would naturally expect to see 
circulation growth among the newspapers in 
the Washington market. 


In the 1956 to 1960 period, population has 
grown slightly less than 6 per cent. 


The significant factor to an advertising 
viewpoint is that The Washington Star’s 
circulation gains were far ahead of 

the population trend. 


The charts speak well for themselves. But above 
and beyond this concrete proof of The Star’s 
dynamic growth is the inestimable value of 

The Star’s evening selling strength. 


Are you bucking the trends—or putting them to 
work in your favor? 


THE WASHINGTON STAR 


EVENING AND SUNDAY ¢ WASHINGTON, D.C. 


Member of MILLION MARKET NEWSPAPERS, INC. 

New York: 529 Fifth Avenue « Chicago: 333 N. Michigan Boulevard 
Detroit: New Center Building 

Los Angeles: 3540 Wilshire Boulevard « San Francisco: 111 Sutter Street 
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Four is par for Georgia’s great $2 billion 
market . . . the Augusta, Columbus, Macon 
and Savannah trading areas. Read in 9 out 


. 

Play thi S$ of 10 homes in each metropolitan area, the 
4 Georgia Group papers give you the cover- 
. . age and penetration you need and want. So 
winning foursome why not score with the winning foursome? 
It’s one order, one bill, one check . . . and 
savings of 13% on 10,000 lines or more. 

Call your local Branham man for details. 

ais 


e wh iy Georgia Oroup 


Stewart Johnson Moore Byles 
AUGUSTA Chronicle and Herald MACON Telegraph and News REORGANIZED-—Heading up the newly-formed Stewart-Johnson agen- 
eeeree Seger ant Eagan Clue sews and Proce cy in Jamaica are Edgar Stewart, Johnny Johnson, M Eil 
“4 a 4 € ‘ 4 ’ c 4 ° e 
Represented nationally by THE BRANHAM COMPANY sd 4 ; : Serre sa — 


Moore and Pat Byles. 


IN BIG DL. 


-.. use the extra sell of color in Big D’s biggest, most powerful newspaper — The Dallas Morning 
News! © 6th in the nation, first in Dallas, in color lineage! 1,983,088 lines in 1960 — up 39.9% over 
1959, 71.6% more than in 1958!* © Color gets added force from The News’ larger circulation and 
greater influence in Texas’ biggest, richest market. It’s a bang-up, sure-fire combination: Color and 
The News! © If you’ve tried it, you know. If you haven’t, you should. *Media Records 


Ghe Ballas Morning News 


CRESMER & WOODWARD, INC., NATIONAL REPRESENTATIVE / THE LEONARD COMPANY, FLORIDA TRAVEL REPRESENTATIVE 


Art & Publicity, 
Jamaica Agency, 
Splits into 2 Units 


KINGSTON, JAMAICA, March 21— 
Art & Publicity Ltd., which claims 
to be the largest agency in Jamaica 
and the entire Caribbean area, has 
re-formed. 

The agency, founded 18 years 
ago, has been split into two units. 

Stewart-Johnson & Associates 
Ltd. will henceforth operate as a 
full-service agency. Art & Publicity 
will now operate mainly as an ad- 
vertising production house. 

The agency pointed out that in 
the process of expanding over the 
past 18 years Art & Publicity built 
up a large production department 
to handle such services as screen- 
process posters, commercial art, 
point of sale displays, outdoor 
boards and general sign painting. 

The agency said it had to add 
these services because “there were 
no firms in Jamaica” providing 
them. - 


# Named to the board of directors 
of Stewart-Johnson were A. J. 
Johnson; E. G. Stewart; K. Patrick 
Byles; Mrs. Eileen Moore; and Miss 
Jean Ashman. The agency reported 
that it has “a staff of well over 100 
persons.” 

The agency’s building at Church 
& North Sts. here has been en- 
larged and renamed “Publicity 
House.” 

The reorganization follows the 
recent formation of Lindo, Norman, 
Craig & Kummel here (AA, Feb. 
20). This represented the merger 
of Ad-Rite Advertising Agency 
and the Venezuelan subsidiary of 
Norman, Craig & Kummel, New 
York. Ad-Rite, 10-year-old Jamai- 
can agency, has 30 employes and 
reported billings of $1,000,000. + 


Rochester Ordinance 
Regulates Business Sales 


The city council of Rochester, 
N.Y., has passed an ordinance, ef- 
fective immediately, which reg- 
ulates “going out of business,” 
“fire’ and “removal” business 
sales. The ordinance limits such 
sales to 30 days, prohibits a mer- 
chant from bringing in merchan- 
dise specially for the sale, regulates 
the advertising of the sale and 
prohibits a reopening of the busi- 
ness for a year after a going-out- 
of-business sale. Violators are sub- 
ject to fines and prison sentences. 


Far West Roto Group Adds One 

The Far West Rotogravure 
Group, comprised of the Los An- 
geles Times Home Magazine, San 
Francisco Chronicle’s Bonanza and 
the Seattle Times Pictorial, will 
add the Phoenix Arizona Sunday 
Republic, effective July 1. Circu- 
lation of the Arizona Republic is 
197,773, bringing the total Far West 
circulation to 1,700,000. 


——_ 
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Now's the time to 


GET OUTA THE SACK! 


“Off your back and outa the sack!”’ That’s how a hard-bitten bosun’s mate rouses sailors from 
their slumbers. It’s not exactly a soothing speech, but it gets instantaneous action. 

This tough-minded realism works equally well when applied to a slumbering sales curve. 
Nobody brings in much business with his back on the sack and his pants in the closet. 

Here at the Chicago Tribune, we know many advertisers with both feet out of bed who are 
stepping up the pace. Following a larger ad investment in the Tribune, Auto Europe, Inc. finds 
business 30% ahead of last year—with more people ordering cars for delivery in Europe than any 
time in the past six years! Allied Radio Corp. reports “exceptional response” at all five stores to 
its Tribune ads featuring stereo hi-fi values. By offering a good value—and promoting it—adver- 
tisers are getting remarkable results. 

In the key Chicago market, results are a language we speak well. And to help you get them, 
the Tribune delivers a lot more than just the biggest buying audience. From scores of studies and 


surveys of consumers, we can show you what they buy, where they buy—and how to sell them 


more. Here are just a few: 


if you sell grocery or drug items, there’s the Tribune’s famous Consumer Panel. With 
its regular reports on brand standing, share of market and source of purchase, it even 
shows what kind of customers don’t buy your particular brand! « If you sell airline 
travel, don’t miss our imposing new airline study. See what your passengers really 
think of the jets! « And no matter what you sell, by all means get acquainted with 
MARKET POWER, the Tribune’s complete and authoritative study of people and their 
purchases. From books to boats, from dresses to dishwashers, it shows who buys what 
and how to reach them in Chicago and suburbs. « There’s a lot more where these come 


from—specialized information to help your particular business. 


At the Chicago Tribune, we’re convinced that business in 1961 will be as good as we make 
it. That’s why we've expanded our advertising sales force and increased our advertising budget. 
We're shooting for another record year—and we've got the selling power and the marketing 


know-how to help you do the same. Call any Chicago Tribune representative for the full story. 


Chicago Tribune 


THE WORLD'S GREATEST NEWSPAPER 
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Network television-watching is up... to the 
tune-in of 1,190,000 more homes. 

Being a communications art, very much in the public 
eye, television is bound to attract constant critical fire. 


Certainly the targets are most inviting: less enter- 
tainment—or more “good”’ entertainment? What is 
the public interest? Equal time for whom, what and 
when? Ete. 

Most recently, it’s being said that all such questions 
are academic, since television has reached its audience 
peak and is, indeed, starting down the other side. 
Well sir, that one we can nail. And our critical authority 
ig none other than Joe Viewer. By the mere act of 
turning on (or off) his set, by the mere turning of 
dials, his is the last word. 

| Today's dial-counting figures say he likes us more 
than ever. He’s watching evening network programs 


; Sa Pa Ney a ie 


si ae 


now in 27,906,000 homes per average minute.* That’s 
an upward trend of 1,190,000 over his 1960 liking. 
We would think that this isn’t because he’s suddenly 
found himself with more time on his hands these 
evenings. But because these evenings in television 
are becoming more and more rewarding for him. 
Obviously, we’re pleased. The more so (and under- 
standably) because the figures go on to say that 
ABC's increase comes to 73°; of the total increase. 
This is not unexpected. In competitive markets 
where the viewer has a choice of all 3 networks, he 
consistently chooses ABC. Every Nielsent this year 
10 in a row now) says so. 


The reasons are as valid as they are various: The 
Untouehables. 77 Sunset Strip. My Three Sons. The 
Flintstones. Or, in the public service spectrum: 
Years, 


Winston Churchill: The Valiant ABC-TV 


Close-U p!, Expedition. Or, in the sports arena: Fight 
of the Week, College Basketball, All Star Golf, Cham- 
pionship Bowling. 

This trend is one we intend to extend. Coming-soon 
evidence of our intent: The Bing Crosby Show, 33rd 
Annual Academy Award Presentation, The Corrupters, 
Bus Stop, Top Cat (new animated series by the pro- 
ducers of The Flintstones), Calvin and the Colonel. 

A closing thought (for the dial-counting advertiser): 
nothing is harder to stop than a trend. Nothing more 
profitable to go with. 


ABC Television Network 


*Source: National Nielsen TV Report, 2 weeks ending 
Feb. 19, 1961 vs. similar period in 1960. Average Audience, 
Sunday, 6:30-11 PM, Mon. through Sat., 7:30-11 PM. 
tSource: Nielsen 24-Market TV Report, 10 weeks ending 
March 5,1961. Average Audience, Sun., 6:30-11PM,Mon.- 
Sat., 7:30-11 PM. 
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Along the Media Path 


The Houston Chronicle has un- 
dertaken sponsorship of the new 
monthly tv series, “Horizons Un- 
limited,” on KTRK-TV. Emphasis 
of the travel show will be on the 
more personal aspects of travel 
through commentaries by ac- 
knowledged experts in globe-trot- 
ting. 


e Signatures of WNEW, New 
York, personalities, designed to re- 
semble a Rorschach ink blot test, 
are featured in a new bus card 
campaign launched by WNEW. 
This is the first time in ten years 
that the station has used bus card 
advertising. 


e As part of its grand opening for 
its new Communications Center, 
WFAA and WFAA-TYV, Dallas, are 


Sales 


RePiD art 


Six or 6,000 —next time you need 
Sales or training kits, call RAPID 
ART! 


Whether you sell apples on Allen 
Street or Movies on Madison Ave- 
nue, at RAPID ART skilled design- 
ers, bookbinders, typographers, 
silk screen artists, etc.—all work- 
ing under one roof—custom design 
sales and training kits that will 
give you maximum results at mini- 
mum cost. 


CALL: MU 3-8215 


FULLY-EQUIPPED DEPARTMENTS 


BScCOPY & DESIGN @ SILK SCREEN 
BART & PRODUCTION @TYPE & 
LETTERPRESS 8 BOOKBINDING 
B DISPLAYS & EXHIBITS 


RaPiD art 
Servite 
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conducting a contest for agencies 


and their clients. Eight awards 


will be presented to contestants 


who come the nearest to guessing 
the number of persons who will 
visit the showplace between April 
5-30. 


e On Feb. 26, the Akron Beacon 
Journal, Akron, O., ran a 24-page 
section devoted to the Akron auto- 
mobile Sale-O-Rama. Following 
publication of the section, new car 
'sales showed an increase of 61% 
|}over the preceding week and used 
car sales increased 3442 % over the 
preceding week. 


|e The Episcopalian, New York, 
marked its first anniversary with 
a regular circulation of 89,000. 


|e Latest presentation being shown 
to advertising agency executives 
by The Saturday Evening Post, en- 
titled “‘New Opportunities to Sell 
Women,” traces the evolution of 


the “best travel section” category 
in the 1960 Mark Twain awards 
competition, sponsored by Pan 
American World Airways to recog- 
nize achievement in the travel 
writing field. 


| 

_e WLIB, New York, and the Ja- 
_maica Broadcasting Co., B.W.1., 
|have formed a mutual exchange 
| program which will cover both pro- 
| gram material and personnel. Ini- 
| tial exchange will encompass pro- 
| grams with Jamaica supplying a 
|series based on their upcoming 
status as an independent Com- 
monwealth nation in May. In ex- 
change, WLIB will supply the 
Jamaica Broadcasting Co. with a 
series of programs featuring Billy 
| Taylor and the progress of jazz in 
| America. 

'e Lincoln University’s department 
|of journalism, Jefferson City, Mo., 


7! 
WZ 
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| POCKET GuIDES—Holiday, New York, | 


has named the Saturday Review; | 


| the Springfield News and Leader & | 


| Press, Springfield, Mo.; the Cri- 
| terion, Indianapolis; and the U. S. 


|Information Agency winners of 
| the 1961 Curators awards for sig- 
| nificant contributions to better hu- 
| man relations. 


the social status of women from the | 


time of Euripides to the present | 


and demonstrates that the social 
change in the status of women 
parallels the readership of the 
Post and other magazines. 


e The Muscular Dystrophy Assn. 
has presented Citations of Merit to 
William C. Goodnow, vp and gen- 
eral manager of WISN-TV, Mil- 
waukee, and James T. Butler, vp 
and general manager of WISN, in 
recognition of their services as co- 
chairmen of the 1960 Milwaukee 
area March Against Muscular Dys- 
trophy fund raising campaign. 


e The Chicago Tribune’s travel 


e WAOK, Atlanta, sent green car- 
nations to advertisers and agency 
officials on March 17 to celebrate 
its seventh anniversary. That same 
day, the station offered its listen- 
ers $7 cash an hour for seven hours 
for identifying a mystery seven- 
letter word. 


e The Los Angeles Mirror will 
publish a special Bar-B-Q section, 
giving helpful ideas on backyard 
cookouts on May 25 and will pub- 
lish its annual Gourmet Guide, a 
directory of southern California 
restaurants on June 6. 


e To celebrate its third anniver- 
sary, KADY, St. Louis, will give 


section has been named winner of! each of its advertisers a free one- 


MORE THAN 


| 


LOCAL pom 


EACH 
WEEK 


HOURS 


This is the PLUS factor that makes 


WOC-TV more exciting — more 


interesting — more effective than the 


competition. Yes, more local 
programming for homemakers, 

for sports fans, for youngsters . . . 
all this in addition to NBC, 


top ABC shows and the best of the 


syndicated shows. 


These are the people that buy 
products in the nation’s 47th TV 


market. More than 2 billion dollars 


in retail sales ring on the 


retailer’s cash register. Over 438,000 


PRESIDENT 


TV homes are within the 42 


| counties of WOC-TV’s coverage area. 


Col B J Pater 
VICE PRES &@ TREASURER 
D D Palmer 


EXEC VICE PRESIDENT 
Ralph Ew 


SECRETARY 
Wm D Wagner 


THE QUINT CITIES 


DAVENPORT 
BETTENDORF } wea 


PETERS GRIFFIN, WOODWARD, INC 
EXCLUSIVE NATIONAL REPRESENTATIVES 


| 
i 
| 
| ROCK ISLAND 
| MOLINE 


EAST MOLINE 


And to help you get the maximum 
number of these dollars WOC-TV 


specializes in effectively co-ordinating 


and merchandising your buy at 


meme ieeo CS every level — the broker, wholesaler, 
SALES MANAGER . 
_— direct salesman, key buyer as well as 


the retail outlet. 


Your PGW Colonel has all the facts, 


figures and other data as well as 
day by day availabilities. 
See him today. 


| 
a to participate in the St. Pat- 


|folder giving information on the 


has published miniature pocket 
travel guides, containing answers | 
to most frequently asked questions 
about passports, currency, etc. The | 
five guides are being introduced 
through travel agents. 


minute commercial in the course 
of its birthday celebration week 
beginning April 3. For those ad- 
vertisers presently carrying sched- 
ules on the air, the station will give 
a free commercial sometime dur- 
ing the birthday week festival. 


e KDKA, Pittsburgh, devoted St. 
Patrick’s Day to the “givin’ of the | 
green,” by awarding 10,000 green 
trading stamps to ten listeners. 
Listeners were asked to send in 
their names and addresses on post | 


rick’s Day event. 


e Prairie Farmer has published a} 


Farm Progress Show to be held 
near Rensselaer, Ind., in Septem- 
ber. Included in the folder is a list 


|of the 230 companies which will 
| sponsor exhibits at the show. Ad-| 


| tising 


e Metropolitan Broadcasting’s in- 


ditional information may be ob-| 
tained from Prairie Farmer, 1230 
Washington Blvd., Chicago 7. 


ternational short wave radio sta- 
tion, WRUL, broadcasting directly | 
from the United Nations, will ex-| 
pand its total news coverage to| 
include direct reports from the) 
UN, on-the-scene broadcasts of the | 
Adolf Eichmann trial in Israel and | 
direct international news commen- 
taries. 


e A four-way circulation split for 
more concentrated regional adver- 
support of distributors is 
now being offered advertisers in 


'Electrical/Electronic Procurement, 


effective with its March issue. Ad- | 


| vertisers wishing to list names and | 


|addresses of distributors in their 


'those distributors who sell 


ads may now divide the list ac- 
cording to two, three or four 
geographical areas and list only 
in a) 
given region. 


e WBT and WBTYV, Charlotte, 
N. C., is the subject of a feature ar- 
ticle in the current issue of Amer- 
ica Illustrated, monthly magazine 
published by the U.S. Information 
Agency in the Russian language 
for the Soviet People. Entitled “Be- 
hind the Broadcast—North Car- 
olina Center Exemplifies Radio- 
TV’s Service to Community,” the 
article deals with all aspects of 
American radio and tv with em- 
phasis on public service activities. 
Basil L. Whitener, congressman 
from North Carolina, had the en- 
tire text of the article inserted 
in the Congressional Record. 


e Films of a current documentary 
series of half-hour programs en- 
| titled “The Changing Face of Day- 
ton,” produced by WLW-D, Day- 
ton, has been presented to Dayton 
public schools by the station for 
use in geography, history, civics 
and other classes. The public serv- 


Advertising Age, March 27, 1961 


ice series traces the history of 
Dayton from the days of the early 
settlers and includes a look into 
the future of the city. 


e Automotive News will publish 
its “25th Annual Almanac” on 
April 24. Sales figures on new and 
used cars, both domestic and im- 
ports, will be included in the al- 
manac, as well as automotive de- 
velopments of the past year. Copies 
are available at $5 each on ad- 
vance order from Automotive 
News, 965 E. Jefferson Ave., De- 
troit 7. 


e Progressive Plastics will sponsor 
the Plastic Show of Canada, to be 
held Oct. 17-19. 


e WRCV-TV, Philadelphia, has re- 
ceived the 1961 Distinguished 
Service Award from the Drizin- 
Weiss Post, Jewish War Veterans, 
for extensive news coverage. 


|e With its April issue, High Fidel- 


ity Magazine, Great Barrington, 
Mass., will mark its 10th anniver- 
sary. 


e In a promotion, designed to at- 
tract attention to the vividness and 
impact of its r.o.p. color, the Nash- 
ville Tennessean delivered 1,100 
copies of a specially made up edi- 


| tion of its March 17 issue to New 
| York advertising personnel. The 
|special issue, flown to New York 
| by private plane and delivered the 


same day, as the St. Patrick’s Day 
Parade got under way, dramatized 
the story of festive occasion. 


|e Gold-tipped 4” green Sherman’s 


premium blend cigarets were sent 
to agencies and advertisers by 
WNAC-TYV, Boston, on St. Patrick’s 


| Day. 


|e For the third time since 1958, 
| Highlights for Children, Columbus, 


has been awarded the annual 
Brotherhood Certificate of Recog- 
nition by the National Conference 
of Christians & Jews. The award 
is given for “outstanding leader- 


|ship in promoting the cause of good 


will and understanding among all 
people of our nation.” 


e The Washington senate passed a 
resolution commending KING Tel- 
evision Co. and Boeing Airplane 
Co., both of Seattle, for an hour- 
long documentary documenting the 


| progress and history of the Uni- 


versity of Washington in commem- 
oration of its entering its second 
100 years as an institution of high- 
er education. 


e “Measure Your Market for 10 
Major Appliances...and Increase 
Your Share,” a new presentation 
designed to help appliance dealers 
estimate their share-of-market for 
10 major appliances, has been pub- 
lished by the Bureau of Advertis- 
ing, American Newspaper Publish- 
ers Assn. + 


Spiegel Catalog Features 
‘Name the Twins’ Contest 

A “Name the Twins” contest is 
featured in the 96th anniversary 
sale catalog, just published by 
Spiegel Inc., Chicago, mail order 
house. Pictures of the twins will 
be used to promote Spiegel’s budg- 
et power credit plan. First prize 
will be a 15 day European vaca- 
tion for two, pius a cash award 
equal to 200 times the customer’s 
order, with a $25,000 limit. Each 
entry must be accompanied by an 
order for merchandise from Spie- 
gel. The amount of the order de- 
termines the amount of cash win- 
nings for the first five prizes. 


de Garmo Adds Account 

The National Tourist Board of 
Colombia has appointed de Garmo 
Inc., New York, to handle its ad- 
vertising. The previous agency is 
Potts-Woodbury, Kansas City, 
which dropped the account after 
losing Braniff International Air- 
ways to Cunningham & Walsh. 
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PRE-PUBLICATION OFFER! ° 


Get Rosser Reeves’... 


“REALITY IN ADVERTISING” 
Absolutely FREE! 


THIS FABULOUS BOOK (not scheduled to go on sale until April 17th) 
1. Landed a $12,000,000 account for Ted Bates & Co. 
2. Reveals the secrets of the magic selling formula...U.S.P. 


3. Lets you in on the thinking of one of the great creators of 
advertising of all time...Rosser Reeves. 


7 
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ONLY THE M REPORT BRINGS YOU 
This Special Pre-Publication Offer! 


Key Executives of These Companies The M Report has already proved invaluable to lead- 
Subscribe to The M Report ing companies throughout the U. S.--even though 

American Home Products Time : ° ; ; } " 
Petaneld | Sports lWustrated this weekly marketing digest is only 9 months old. To 

; Procter & Gamble life introduce you to this remarkable digest of important 

i Lever Bros. Curtis Publishing Company : y 

’ Gillette Safety Razor Reader's Digest marketing news The M Report has arranged to bring 
National Cash Register Co. Bill Bros. A 9 66 ° : rs ” q 
Metropolitan Life Insurance Co. Good Housekeeping you ROSSER REEVES Reality in Advel tising abso 
Philip Morris Benton & Bowles lutely free before it is available anywhere else. 
Fleischmann McCann Erickson ‘ 
S J. Walter Thompson 
cane Industries Young & Rubicom For only 58¢ per week you, too, can now keep up to date 
Pepsi-Cola Ogilvy, Benson & Mather ’ s ° ° . ° 
anes teats sanaee & dee on mal keting news that is vital to youl business. 
—s — Start getting this essential information every Mon- 
Borden Co. ‘ : ‘ 
General Foods Corp. SSC & B day, and have your valuable copy of “Reality in Adver- 
—— he geaealaaaara tising” before it is even published 
B. F. Goodrich atham-Laird . . ~ 
General Tire & Rubber Co. Walter Dorwin-Teague 
U. S. Tire & Rubber Co. Association of National 
Remington Rand Advertisers ---- SEND COUPON NOW! ---7 
Royal McBee Co. Bureau of Advertising | 
se CIE | 1 Smie msune con 

ing Gl ag ; , N.Y. 
pte. powell RL Polk Co OFFER FOR CORPORATE = 
gaa ‘— MARKETING EXECUTIVES A is Advantisbad” oF shee aad sane acy some 
' Elmo Roper ; nei eae ' 

cee Lippincott & Marguiles The M Report at Special Charter rate of $30 per year 
hon Ghanian Mead Corp. (saves $6 over regular yearly rate). 


Johnson & Johnson 


Sunbeam 
Bristol-Myers 


American Machine & Foundry 


U. S. News & World Report Manufacturers Trust Co. 


C) Please send me information on how | can make big savings on group 
subscriptions and get free copies of Reality in Advertising for my people. 


Westinghouse Chesebrough-Ponds Name Title 
General Electric Colgate-Palmolive Company 
Sylvania Electric Indiana Bell Telephone Co. 
IBM Bell Telephone Co. | Company 
Jerrold Electronics Con Edison 
Harvard Business Review RCA Electronic Tube Co. | Street City Zone State 
Look Magazine Chase Manhattan Bank | 
| 
| 
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"L.A. Mirror’ Drops 
Its ‘Shopping News’ 


Los ANGELEs, March 21—The 
Los Angeles Mirror last week dis- 
continued publication of its free- 
distribution Los Angeles Mirror 
Shopping News, which was started 
Feb. 2 (AA, Dec. 26, 60). 

Arthur Laro, editor and publish- 


CRAYONS are a ‘natural’ as a give 
away or a self-liquidating premium 
All children love to color, especially 
with these low cost, quality non- 
toxic crayons. We'll imprint your 
firm name on the crayon boxes. 
Write Dept. ‘A-1' on your letterhead 

tor FREE Samples and details. 
ADVANCE CRAYON & COLOR CORP. 
36 Middieton St. ¢ B’kiyn 6, N. Y. 


er of the Mirror, said it became 
impossible to deliver the weekly 
shopper in some areas because 
local ordinances forbade it. 

“The Shopping News was well 
received in its original 700,000 
circulation area,’ Mr. Laro said, 
“but since it has become apparent 
that we can no longer guarantee 
a stabilized distribution area, we 
have decided to cease publica- 
tion.” + 


Ghio Joins Latin TV Net 


Mario Ghio, formerly with Para- 
mount Pictures as general manager 
in Central America and Ecuador, 
has joined the Central American 
Television network as sales coordi- 
nator, with headquarters in Pana- | 
ma City. 
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Nabisco Sets Records; 
Hails Ads as ‘Key’ 
National Biscuit Co., New York, 


| which had record net sales of 


$451,800,000 last year, an increase 
of $22,800,000, as well as a record 
income of $27,900,000, has credited 
“an improved marketing program” 
for much of the advance. “Con- 
sumer advertising,’ the company 
said in its annual report, “is a key 
part of our marketing effort. 
“Consumers are becoming more 
selective in their buying, seeking 
better value and quality, both in 
products and in the service and 
convenience features of packag- 


ing,” the report added. “No single 
| advertising medium can do this job 


alone and in 1960 we used a wider 


‘variety of media to better advan- 


| tage. There can be no letup in our 
| attempts to focus attention on our 
| products and to pre-sell consumers. 
so that they look for Nabisco pack- 
ages in the stores.” 


Time Inc. Names Cabot Lodge 
Henry Cabot Lodge has been ap- 
pointed general consultant to Time, 
Life and Fortune in the interna- 
tional relations field. The former 
U.S. ambassador to the United Na- 
tions and unsuccessful candidate 
last fall for the Vice-presidency on 
the Republican ticket, “will work 
closely with editor-in-chief Henry 
R. Luce and Time’s top manage- 
ment on a variety of missions of 
corporate concern in the U.S. and 
abroad,” and will be “accessible to 
publishers and editors for advice.” 


What is your magazine audience 
for a series of issues? 


Per-issue magazine audience, like cir- 
culation, is a primary bench-mark for 
advertising decision-making... but 
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a diary in 


2101 Howard Street, Chicago 45, Illinois. 


it’s only part of 


the story. 


In addition, you need to know how 
many different families the magazine 
reaches with a series of issues. And the 


same homes. 


per family. 


* 


FOR ALL THE 


575 Lexington Ave., 


2101 Howard St., HO 


CALL... WIRE. 
NEW YORK 22, NEW YORK 

MUrray Hill 8-1020 
CHICAGO 45, ILLINOIS 


number of issues read per family. 


Such information is basic in the ap- 
praisal of magazines as vehicles for 
your sales messages. And the only way 
to get it is to measure the audience 
reached by a series of issues... in the 


That’s exactly what Nielsen Media 
Service does. 
accumulated audience of a magazine, 
separately or in combination with 
other magazines... and determines 
the average number of issues seen 


It measures the 


And NMS does this... for the first 
time...on a continuing basis... 
using industry-accepted techniques 
...for subscribing agencies, adver- 
tisers, and publishers. 


w OY 


Parallel data for television audiences 
based on the same homes are available 
for those interested in combined maga- 
zine tv audiences. 


FACTS 
. . OR WRITE TODAY 


-4400 


ycr ymt 5 


MENLO PARK, CALIFORNIA 
70 Willow Road, DAvenport 1-7700 


) Nielsen Media Service 


ss providing actionable facts on magazine/tv audiences for marketing decisions 
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HOllycourt 5-4400 


Olb-TIME—Early Times Distillery 
Co., Louisville, is using this point 
of sale display modeled after the 
C. P. Huntington, which went into 
service on the Central Pacific Rail- 
road in 1864. Erwin Wasey, Ruth- 
rauff & Ryan, Chicago, is the agen- 
cy for Early Times. 


Fairchild Camera, 
Warner Bros. Base 
Ads on Talent Hunt 


Syosset, N. Y., March 21—Fair- 
child Camera & Instrument Corp. 
will use print and spot tv to pro- 
mote its talent search contest, be- 
ing conducted in conjunction with 
Warner Bros. Pictures for its forth- 
coming release, ‘‘Parrish.” The con- 
test, which will run April 1 through 
Aug. 31, was inspired by the pic- 
ture’s young stars, Troy Donahue, 
Connie Stevens, Diane McBain and 
Sharon Hugueny. 

Anyone may enter by submitting 
50’ to 100’ of Fairchild’s Cinephonic 
sound color film displaying the 
contestant’s performing talent. 
First prize will be a 10-week War- 
ner Bros. contract and guaranteed 
movie or tv appearance. Second 
and third prizes will be trips to 
Hollywood and appearances in a 
Warner Bros. tv production. An- 
other 22 contestants will win 
“Cinephonic 8” cameras and pro- 
jectors. 


® Fairchild will advertise the 
competition with page ads in the 
April 16 magazine supplements of 
the First Three Markets Group 
(Chicago Tribune, New York News 
and Philadelphia Inquirer), plus 
the Los Angeles Times. Page ads 
also will be run in May issues of 
Life and Seventeen and in an early 
June issue of Look. From June 
through early August, Fairchild 
will use spot tv minutes in about 40 
markets. Spot radio also will be 
used. 

Fairchild’s agency is Geer, Du- 
Bois & Co. Warner Bros. will pro- 
mote the contest in movie theater 
trailers, theater displays and post- 


— 


ers. + 


Storm Adds Hazel Inc.; 
Names Richter Art Director 

Hazel Inc., Washington, Mo., 
manufacturer of loose-leaf binders 
for government record-keeping, 
and its subsidiary, Hazel-Vinyl 
Products, manufacturer of adver- 
tising specialty items, has ap- 
pointed Storm Advertising Co., St. 
Louis, to handle its advertising. 

At the same time, James K. 
Richter has joined Storm as art 
director. Mr. Richter was formerly 
with Art Services Inc., St. Louis 
art studio, where he was presi- 
dent. 


Help-Wanted Ads Decrease 

Help-wanted ad counts in Feb- 
ruary dropped sharply from the 
previous month and from the same 
month in 1960, according to the 
monthly Help Wanted Trend Re- 
port, produced by B. K. Davis & 
Bro. Advertising Service, Phila- 
delphia. Total ad count in key la- 
bor markets last month totaled 
534,748, down from the 636,946 of 
January and from 723,627 of Feb- 
ruary, 1960. 
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the Pacific must flow in his veins 


As complex as it is vast, as romantic as it is 
important, the Pacific invites oversimplifica- 
tion. To communicate its true meaning and 
fascination demands unusual talents and 
understanding. That is why Eugene Burdick 
writes for Holiday. 

The man in our photograph grew up on the 
shores of the Pacific and earned a Navy Cross 
fighting for it. As a Rhodes scholar and Uni- 
versity of California professor, he became an 
expert on the Pacific’s role in global politics. 
He has lived in Hawaii and is building a South 


Sea island retreat. At 42, he takes quiet 
pride in his abilities as a skin diver, surf- 
boarder and practitioner of the Tahitian hula. 
Aboard a destroyer in the Pacific Burdick 
wrote his first short story. The Pacific is the 
background of his books, ‘The Ninth Wave” 
and ‘‘The Ugly American,” and the subject of 
many of his Holiday articles. His 35,000- 
word ‘“‘Journey Across the Pacific” keynoted 
the two issues Holiday devoted: to the Pa- 
cific last fall that are now classics of maga- 
zine journalism. Eugene Burdick’s sensuous 


portrait of San Francisco, America’s gateway 
to the Pacific, is a highlight of the current 
Holiday. 

A gifted novelist writing as a sensitive re- 
porter is typically Holiday. The unique back- 
grounds and skills of distinguished contrib- 
utors illuminate a whole world of people, 
places and pleasures. This inspires personal 
warm response from more than 900,000 intel- 
ligent, affluent families ...a response upon 
which more and more advertisers are building 
sales. HOLIDAY MAGAZINE 
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\ ELPASO 
UNIQUE ~ 
INTERNATIONAL 
BLEND 


eeoeee 


El Paso, big Sth city of 
Texas, contains 750,950 
consumers in southern: 
and Juarez. . . Old Mex- 
ico’s 4th largest city. The 
Big Sth serves this huge 
trading area, which rates © 
well within the nation’s 
‘TOP FIFTY MARKETS. 
Sample the sales savor of — 
this potent international 
blend! El Paso Broad- 
casters will give your sales 
a lift with 100-proof cover-_ 
age; when you buy the 
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FINAL PUSH—Ted Cramer sits amid his agency team as they answer questions just before balloting. 


Music Hath Charms, Bennett Agency 
Finds, to Lure the Client's Account - 


| 


attractions, saw one of these at- | 


Jingle Is Highlight 
Presentation That Won 
N. Carolina Business 


By Lawrence Bernard 


RALEIGH, March 22—What goes 
on when nine agencies spend ten 
hours in public solicitation of an 
account? Up for grabs was North 
Carolina’s tourism and industrial 
development account, billing at 
least $750,000 over a _ two-year 
period. The business ultimately 
was awarded to Bennett-Adver- 
tising, of High Point, effective July 
1 (AA, March 20). 

A six-man advertising commit- 
tee of the state Board of Conserva- 
tion & Bevelopment voted on the 
agency pitches. The six saw slide 
presentations, copy and art cam- 
paigns, media schedules, Starch 
reports, copy analyses, motivation 
research, flipboards, easel mounts, 
photostats—the works. 

No member of the voting com- 
mittee was an adman. The chair- 
man, a realtor and owner of tourist 


| 


tractions featured in a _ national 
color page proposed by one of the 
agencies. Other committee men | 
included a wholesale lumber man, | 
a textile executive, a lawyer, a/| 
brick manufacturer, and a tobac- | 


| conist. 


# The committee had to handle a| 
problem with political ovata. 
Ed Rankin, formerly private sec- | 
retary to former Gov. Luther | 
Hodges, now Secretary of Com- | 
merce, is with Ayer & Gillett, the | 
present agency on the North Car- | 
olina account and a finalist in last | 
week’s solicitations. Bennett-Ad- | 
vertising, which finally won the) 
account (it lost to Ayer & Gillett | 
four years ago), handled radio and | 
tv publicity in the election cam- | 
paign of the new governor, Terry | 
Sanford. 

Several of the committee mem- 
bers, according to local observers, 
were named to the Conservation & 
Development Board by Luther 
Hodges. Two other men who 
played a role in swaying the fi- 


Ad Clinic #18 


SHERATON 
RESERVES 


SHERATON HOTELS 


tronically 


Hotel or reservation office. 


#18, 470 Atlantic Ave., Bost 


(a transparent device to get 
you to read this Sheraton ad) 


Watch your grammar 


We’re both wrong. Should be ‘“‘quickest.” Actually, Sheraton 
makes and confirms hotel reservations anywhere 
in just 4 seconds with its wonder machine, 
RESERV ATRON. All you do is phone the nearest Sheraton 
To show us how this ad pulls, 
send for free, 104-page booklet that’s just chock-full of info 
on Sheraton’s 54 hotels. Write: Sheraton Corp., Ad Age Ad 


by A. Expert 


Here’s a case of 
good headline 
spoiled by just 
one word. 


Should be “quickly” 
instead of “quick” 


elec- 


, Massachusetts. 


nal decision—the C&D _ director, | 
Hargrove Bowles, and the assistant | 
director, Roy Wilder—had helped | 
in Gov. Sanford’s campaign and 
were appointed by him. 


es One of the nine agencies, Ste- 
phen Goerl Associates, said it 
would not give a speculative pres- 
entation, because it would be 
against the rules of the American 
Assn. of Advertising Agencies, to 
which it belonged. All other agen- 
cies showed speculative work, in- 
cluding Four A’s members: Ben- 
nett; Ayer & Gillett; Cargill, Wil- 
son & Acree; and Hege, Middleton 
& Neal. The remaining agencies 
were Kastor, Hilton, Chesley, Clif- 
ford & Atherton; Harry Gianaris 
& Associates; Graem Yates Ad- 
vertising; and Dorr M. Depew Ad- 
vertising. 

While the committee had no 
“pros,” it was guided in its de- 
liberations by Charles Parker, 
state advertising director. Mr. Par- 
ker’s initial choice—Cargill, Wil- 
son & Acree—didn’t get a single 
vote on the first ballot. Ultimately, 
his comments played a major part 
in swinging the vote to Bennett. 


# Specific presentations, with the 
| winner and runner-up first and 
| the others in the order in which 
| they were delivered (as drawn by 


| lot) were as follows: 

| e Bennett-Advertising: 

| A four-man team hitched its 
| wagon to a striking speaker, a 
/catchy jingle, a media schedule 
| with strong emphasis on radio 
| (“No other state in the nation is 


pay dirt. 


| target areas by reevaluating 
| present media and shifting heav- 
| ily into broadcasting. 


Advertising Age, March 27, 1961 
using this medium’’)—and struck 


Robert Tracy, vp, began by not- 
ing that 40 members of the agency 
“enjoy living in our state” and 
added: “On our physical property 
alone, I’m confident we pay more 
state taxes than any other agency 
you will hear today.” 

Account executive Ted Cramer, 
a polished speaker with much tv 
background, took the stand. 

There has been considerable 
emphasis lately on new frontiers, 
new ideas and youth, he said. 
North Carolina requires a new 


| symbol—the word “go” in a new 


logo. It needs to get at its travel 
its 


Most visitors to the state stay 
little more than a night and a day; 
they should be urged to stay on, 
he said. 

The committee men had been 
listening to talk for nearly two 
straight hours and were slightly 
fatigued. They perked up visibly 
when Mr. Cramer’s tape-recorded, 
well-orchestrated “musical com- 
mercial” filled the air. It sang the 
state’s glories “from the mountain 
to the sea.” The theme was “The 
urge is stronger to stay a little 
longer.” He managed adeptly to 
play the commercial four times 
within the next 15 minutes. 


® He said the state’s motion pic- 
tures would get better time spots 
on tv stations if they had adver- 
tising support. In fact, he said, “We 
think these [150 radio and 12 tv] 
stations [in the state] as a public 
service would take the commer- 
cials and play them for free.” He 
thought a personality like Andy 
Griffith might be available as a 
narrator for some state films. 


“We think North Carolina needs 
more dominance when it appears 
|in the paper,” Mr. Cramer said, 
and projected several print ads. 
| Also on the screen appeared the 
| agency’s three offices, and Mr. 
|Cramer said eight people would 
be assigned to the state account 
—if and when. 

Finally, he proposed a series of 
outdoor signs alerting the trav- 
eler to a “special message” from 
the governor ten miles, then five 
miles, then one mile ahead. At 
the destination would be another 
|outdoor sign, this one with a tele- 
phone which, when picked up, 
would play a recorded announce- 


TENSE MOMENT— 
Tension shows 
on the faces of 
Hargrove Bowles 
Jr. (left) and 
Charles Parker as 
they count the 
ballots 
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RECOGNITION AND RESPONSE: 
No. 5 in a Series 


A 


“TODAY'S PERFECT HOUSE” 
... another dramatic example of how 
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TERRACE 
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DINiNG RM / 


FAMILY RM. 
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et —{ LIVING RM | CARPORT 
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American Weekly 
Starts people talking 


‘...WE RECEIVED NEARLY 8,000 LETTERS WITHIN ONE WEEK AFTER 
PUBLICATION OF THIS AMERICAN WEEKLY ARTICLE!” 


says Norman Ginsberg, President, National Design Center, Inc. 


“'TODAY’S PERFECT HOUSE” appeared in the January 22nd 
1961 issue of The American Weekly. It pictured, in color, 
the rooms of an ideal house designed for an American family 
earning $7500. a year. The article mentioned in passing 
The National Design Center which planned and furnished 
the house jointly with the National Housing Center. 

One week after this article appeared, nearly 8,000 in- 
quiries from builders, architects, city managers, designers, 
decorators and the general public had swamped the National 


Design Center’s offices. Norman Ginsberg, in commenting 
on this response, said: ‘““Obviously, The American Weekly 
knows how Americans want to live—the tremendous reader 
response to ‘Today’s Perfect House’ testifies to that!”’ 

The American Weekly gets action because it speaks in 
terms people understand about things that concern them 
most. It is the pipeline to the heart of America—concentrat- 
ing 86% of its circulation in the rich, decision-making 
‘“‘A’’ markets and contiguous counties. 
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ment on the virtues of North Car- 
olina. Local chambers of commerce 
could tie-in with their own re- 
corded messages, Mr. Cramer re- 
marked, and closed his presenta- 
tion. 


e Later in the day, after winning 
the account, he told AA that the 
Bennett agency bills somewhat 
over $2,000,000 and that its major 
accounts are probably Borden’s re- 
gional dairy advertising and Son- 
oco regional. 


e Ayer & Gillett: 

Seven people trooped into the 
room from the incumbent—crea- 
tive and art directors, media chief, 
pr consultant, agency president 
and account executive. President 
Lewis Ayer promptly introduced 
account executive Ed Rankin, who 
ran the rest of the show. 

Mr. Rankin showed current 
agency advertising, mentioned the 
agency’s “good local understand- | 
ing” and moved on to the good col- | 
or advertising (“we've stressed 
good photography”) which pro- 
duced 350,000 inquiries in two 
years, and the many successful in- 
dustrial ads “all of which had high 
Starch ratings.” 

Using a slide projector, he spoke 
of publicity breaks the agency 
had received and the extra serv- 
ices it had rendered, and com- 
mented, “We have here all the 
advertising for the next quarter, 
if we should be so fortunate as 
to get the account.” 

Mr. Rankin said he thought 
there was a bright future for food | 
processing in North Carolina and 
suggested a state tour for food 
processing executives, possibly ac- 
companied by food editors. He 
wanted more emphasis on authen- 
tic fishing sports and showed an 
ad headlined, “Here’s the latest 
news on trout fishing in North 
Carolina.” 


es He suggested some Civil War 
centennial advertising to sell his- 
toric North Carolina and a “Things 
to do in North Carolina” series, 
aimed at, for example, honey- 
mooners. A series of regional ads 
was proposed, such as “Spring 
comes early on the coast,” to keep 
all state regional factions content. 

“There’s a very fierce war be- 
tween the states” for tourists, 
travelers, industry and economic 
development, Mr. Rankin said. He 
demonstrated proposed ads, head- 
lines and slogans. Among them: 
“Build your plant in North Caro- 


Cramer 


Bowles 


5 
| 
Parker Morton | 


CONGRATULATIONS!—A beaming Ted Cramer expresses appreciation to 


advertising committee chairman, Hugh M. Morton, a moment after 
Bennett-Advertising was awarded the account. Looking on are Har- 
grove Bowles Jr., director of the department of conservation and 


development, and Charles Parker, state advertising director. 


lina as low as $5 per foot” and 
“Good government is a habit in 
North Carolina.” 


“To Ayer & Gillett this is not | 


simply another account,” Mr. Ran- 
kin concluded. 


_e Cargill, Wilson & Acree: 


The agency had five represent- 
atives present, and the presenta- 
tion was divided between Bob 
Wilson, exec vp, and President 
Jim Cargill. The program had 
three parts: An introduction to 
the agency and its personnel; ex- 
amples of the work done in the 
past for clients; and a speculative 
presentation for the account. 

Mr. Wilson said Cargill was “‘to- 
day the largest agency that has of- 
fices in North Carolina.” Cargill 
was founded in Richmond in 1950 
and had billings of about $60,000 
that year. Mr. Wilson reported 
them at $1,400,000 in 1955 and bet- 
ter than $4,500,000 last year. The 
agency has about 35 clients and a 
staff of 46 and provides “service 
equal to anything that can be 
found anywhere in America.” 

Mr. Cargill showed consumer 
and industrial ads the agency has 
done for present clients and, in 
the industrial group, displayed 
Starch report scores comparing 
North Carolina advertising in 
Business Week unfavorably with 


Murray Harden 


Ayer Rankin 


THE LOSERS—Ed Rankin, of Ayer & Gillett, discusses a proposed in- 
dustrial ad (“Build your plant in North Carolina as low as $5 per 
square foot’). Listening are Lewis Ayer, agency president; John 
Harden and David Murray, of John Harden Associates, pr counsel. 


| 40% 
|}opment and 20% 
|“which Ill get to later.” 


ads for his clients 
publication. 


in the same 


es “We've got to be big, dramatic, 
creative, and we've got to stand | 
out if we’re going to do the job 
for North Carolina,” he said, and | 
suggested four-color pages for} 
travel advertising. 

He urged specific selling (“We | 
don’t say ‘sport fishing,’ we talk 
specifically about ‘Game Fish! 
Junction’ ’’). 

He displayed about six complete 
comprehensive ad layouts, with 
copy pages attached. 

One ad ealled for the reader 
to mail a coupon from a North 
Carolina post office to receive a 
“Jolly Roger” flag by return mail. 
“It isn’t flippant; it isn’t gimmick; 
it’s solid selling copy for North 
Carolina,” he said. 

Another four-color ad consisted 
of four coupons to be mailed in 
for a free “Jolly Roger” flag; a set 
of golf tees; one ticket to the Lost 
Colony pageant; a rhododendron. 

“We feel that inquiries are 
strongly important,’ Mr. Cargill 
said, and referred to the cost-per- 
inquiry drop after this agency took 
over the Virginia state account, 
which it no longer has. 


® For industrial advertising, the 
agency began, as it had for tourist 
advertising, by stretching out a 
long line of competitive industrial 
development ads, this time from 
one issue of Business Week, and 
then outlined its own theme: 
“North Carolina issues a factual 
invitation to industry.” 

A broad media schedule was 
then outlined, embracing 26 maga- 
zines, including several regional 
editions, plus campaigns in bridal 
magazines and automotive papers. 
“These are large, timely ads, not 
divided in a lot of dribbles and 
no torrents,” said the agency. 


e Dorr M. Depew Advertising: 

Mr. Depew began by distributing 
personal miniatures of the flip- 
board demonstration he was about 
to discuss. Assisting him was the 
agency’s Raleigh office manager, 
Ben F. Park. 

An ex-New Yorker “sold on the 
South for 22 years,” he outlined 
current agency activity; showed 
his industrial proposals (one head- 
lined “North Carolina added $2,500 
to our income,” based on cheaper 
living expenses) and moved on to 
tourism. “Go back 380 years to- 
night,”’ said a Lost Colony pageant 
ad. 

“I don’t make any pretense of 


offering a comprehensive media 
budget,” he declared, but added 
that 85% of the tourist budget 


should go to six or seven major 
media, including regional editions 
of Life and the biggest newspapers 


in cities where the most North 
Carolina tourists come from. He 
also thought there should be five 
major industrial books and 
casional tv spots. 

Mr. Park, with a pr background. 
proposed increased emphasis on 
pr, including an eight-point plan 
of action including the premise 
that “North Carolinians themselves 
can become very effective saler- 
men for the state.” He suggested 
a one-day advertising seminar, 
attended by 1,000 state people, to 
help them do a better job of sell- 
ing their own companies and, at 


oc- 


| the same time, North Carolina. 


Mr. Depew, in closing, com- 
mented there would be virtually 
no additional charges from this 
agency for services he said others 
“might” charge for. 


e Graem Yates Advertising: 
Youthful Graem Yates gave a 
solo performance. Shortest of the 


|day, it ran about 15 minutes. 


He said he started business with 
a borrowed $500 and some of his 
early accounts, billing $2,000-$3,- 
000, are now in the $60,000 brack- 
et. He suggested a media split of 
travel, 40% industrial devel- 
to a new field 


He displayed print ads and read 
some of the copy. One headline 
was, “Set sail to North Carolina.” 
An industrial ad was headed, 
“North Carolinians are a proud 


| people.” 


Then Mr. Yates said: “I think 


DUKE AD—Graem Yates, head of 

Graem Yates Advertising, Char- 

lotte, wanted to inspire local ini- 

tiative, as in this Duke of Durham 
ad. 


many other speakers during the 
day, he advocated rifle-shot tech- 
nique. “We must concentrate on a 
few thousand executives in special 
industry groups’—chemical, elec- 
trical and food fields—he said. 


s He was the first speaker of the 
day to touch on motivation re- 
search—which he did in depth. 
He said it has shown that much 
importance is attached to travel 
souvenirs, childhood memories and 
photographs. He showed “highly 
read”’ ads using these concepts. 

He reported that business group 
travel is “the fastest growing seg- 
ment of the travel industry” and 


0 
‘ 
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PRESENTATION—Bob Wilson, Cargill, Wilson & Acree, makes his pres- 
entation. 


the greatest resources we have in 
North Carolina are the minds of 
our people.” He wanted to reach 
these people with a series of two- 
color pages in state dailies “to in- 
spire them to get out and do some- 
thing and develop industry from 
within.” He showed a “Duke of 
Durham” ad which discussed the 
tobacco king and his achievements; 
a Mark Twain ad, and another 
demonstrating that North Carolina 
is no longer a Rip Van Winkle 
state. 


e Stephen Goerl Associates: 

Mr. Goerl made three points: 
The agency’s specialized back- 
ground and experience; its grasp 
of North Carolina problems and 
potentials; its unusual ability to 
cope with these problems. 

He outlined his extensive travel 
and industrial promotion back- 
ground, including his position as 
Hungarian government commis- 
sioner to the 1939 New York 
World’s Fair, his postwar German 
government promotion, as well as 
Trinidad and Tobago activities and 
his role in bringing foreign indus- 
try to the US. 

Like several speakers before and 
after, Tom Turner, secretary of the 
agency, analyzed current state ad- 
vertising, aided by slide-projected 
montages. He charged that most 
ads advocated 18 major benefits, 
“a sweeping range, the hit-and- 
miss shotgun approach” and, like 


said that to 
be costly.” 

He discussed reasons for using 
a New York-based agency, citing 
the city’s importance as a com- 
mercial, communications and re- 
search center and its “almost over- 
whelming concentration of crea- 
tive advertising talent.” 


ignore them “may 


e Hege, Middleton & Neal: 
Jerry Conrad said the agency 
had asked new business men why 
they came to North Carolina and 
had found that the largest factor 
was the “enthusiasm” of the state 
in going after business. “This vi- 
tality should be the central theme” 
in state advertising, he said. 
More than half a dozen ads 
were shown and copy read. One 
headline was “North Carolina on 
the move.” Another, “Lead, follow 
or step aside.” Specific advantages, 
such as manpower and transporta- 
tion, were stressed in others. 
For travel promotion, state high- 
way patrolmen were described as 
“potential ambassadors” and their 
use was proposed. One consumer 
color page was built around a 
photo quiz; another showed the 
reverse side of a picture postcard 
mailed home from North Carolina. 


® The addition of the slogan, “On 
the move,” was suggested for the 
top of state license plate. “Drive 
Safely” is the current slogan. 
Mr. Middleton removed 
(Continued on Page 70) 
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KEY MAN: The mainspring of advertising 
is still the mind with the selling idea. 


YOUNG & RUBICAM, INC., NEW YORK * CHICAGO + DETROIT + SAN FRANCISCO + LOS ANGELES * HOLLYWOOD * TORONTO * MONTREAL © MEXICO CITY «© SAN JUAN * CARACAS + LONDON + FRANKFURT © GENEVA 
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WHICH AD 
PROVIDES 


BETTER 
SUPPORT 


FOR ELECTRONIC 
DISTRIBUTORS ? 


NEW 
COMPONENT 
NOW 
AVAILABLE! 


ohon Hol clhho ollolly cynollo ullouho yoo 


NEW 
COMPONENT 
NOW 
AVAILABLE! 


hho ollolly cynollo ullouhe yllo ole Hel. 


clhho ollolle cynolle ullouhe ylo oho Hol « Hcthhe ollotly cynollo ullonke yllo ohou | 


ol clhho ollolle cynollo ene ohou | how Hol cthhe ollotly cynolle yet y loo 


chou Hol clhheo olletly cy nol COMPANY Ihhe ollolle cynollo ulloibe COMPANY 
DISTRIBUTORS DISTRIBUTORS 
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co cottenttes ey ttengges yyttengte 


NEW 
COMPONENT 
NOW 
AVAILABLE! 


ol dhho ollolly cynollo ullouho yllo ohon 


ohon Hol clhho ollolly cynollo utlouhe ytloo 
clhho ollolly cynollo ullonho yllo ohon Hol 
ol hho ollolly cynollo ullouhe yl ohow 1 


ohio lol hho ollotly cynolle utlouhe ylloo 


FORMANCE RATINGS 


the yllo ohen Hol 


imi 
Hlouhe ylle oho t 
Ti COMPANY 
DISTRIBUTORS 


Charies Electrome Supply Co Ajax Electronics 
Nsiver eeleadter eryeeestles volbeneatens ytler velecnes alt Hertles cy nrestler vallecnboer y the 


Emotre Electrome Supply Co Brown Electronics Co 
wt Med elthes « secrtler vallersohes y 1 elie Herts « ‘ 
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Ad“A" lists all of the firm's distributors below the product message. 


Ad“‘B" lists only those distributors in one of the four national 
geographical regions, permitting larger distributors logos 
for greater impact. 


Ad“C" again lists only those distributors in a particular region. 
But in this ad, space gained is utilized to obtain greater 
dominance for the product message. Distributor listings are 
again fewer, more dominant than in Ad “A.” 


ANSWER: Ads‘‘B" and"'C” provide better support for electronic 
distributors. These ads utilize a circulation split that makes possible 
pinpointed regional advertising impact. 


Only ELECTRICAL/ELECTRONIC PROCUREMENT offers low-cost 
national advertising with regionalized impact in each of the major 

U. S. regional markets. For full details, write or wire Dept. E/EP-1, 
ELECTRICAL/ELECTRONIC PROCUREMENT, Englewood, Colorado. 


Rogers Publishing Company 


A SUBSIDIARY OF CAHNERS PUBLISHING COMPANY, INC. 
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National advertising with regionalized impact 
via this 4-way split of ELECTRICAL /ELECTRONIC 
PROCUREMENT circulation 


ELecTRIcCAL/ ELECTRONIC 
PROCUREMENT 


«». THe onty 
publication 
serving exclusively 
the men who 
approve and sefect 
source in the 
electronic OEM. 
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glasses, deliberately leaned for- 
ward, and said slowly, “Gentle- 
men, we are North Carolinians, 
and we are very much interested 
in selling our state.” 

In closing he remarked, “We are 
competing with some giants in the 
industry,” and proceeded to dis- 
tribute to the delighted committee 
members slingshots which had a 
tag on them, “We slay giants.” 


e Harry Gianaris & Associates: 

Mr. Gianaris took “23 minutes 
and 45 seconds” of his allotted 
half-hour for a tape recorded slide 
representation called “Task Force 
61,” narrated by him. 

It discussed immediate and long- 
range (three to five years) objec- 
tives, touched on “continuing re- 
search”; concentrated heavily on 
media recommendations “aimed 
for top decision makers” (Forbes is 
“the up and coming competitor” 
to Business Week, he said; the 
Reader’s Digest “a bit of Amer- 
icana’’) and was the second agency 
to urge use of radio (‘Magazines 
soften the target, radio knocks it 
off’). 

Two melodies, written by New 
Yorker Phil Davis, were played. 
“You name it friend, North Car- 
olina’s got it,” sang one. “The 
mountains and beaches are wait- 
ing for you in beautiful North 
Carolina” went the second. The 
committee perked up again as the 
jaunty tunes were played. Some 
tapped out the melodies on a table. 

“Call the governor collect” was 
one suggestion for the industrial 
ad program. 

Mr. Gianaris took the closing 
minutes to introduce personally 
Mr. Davis and Donald E. Leonard, 
vp and director of media at Fuller 
& Smith & Ross, who, he said, 
prepared the detailed media pro- 
gram. 

Mr. Leonard told AA later that 
he was on a retainer with the 
South Carolina agency. 


e Kastor, Hilton, Chesley, Clif- 
ford & Atherton: 

Last solicitation of the day was 
made by Peter Hilton, president, 
and Lloyd Whitebrook, exec vp. 
It was a strong sell for the big 
agency (“It behooves you to reach 
out for the best talent and the 
most experience, in your competi- 
tion’’). 

Mr. Hilton spoke of his agency’s 
$20,000,000 billings and 139-man 
staff and urged a three-part pro- 
gram to (1) locate in North Car- 
olina, (2) expand in North Caro- 
lina, and (3) visit for pleasure and 
retirement. 

Mr. Whitebrook suggested the 
committee base its decision on ex- 
perience with similar accounts, 
personnel, service facilities and 
research ability. He described in 
detail the agency’s work for the 
state of Pennsylvania from 1956 
to 1960, “which became the out- 
standing industrial development 
campaign in the U.S.” 

The agency asked that its spe- 
cific campaign recommendations 
and speculative ads be kept off- 
the-record on the ground that, if 
selected, Kastor, Hilton would use 
these ads and did not wish to tip 
its hand to competitors. The re- 
quest was granted. 

In closing, it was pointed out 
that six states find it profitable to 
go outside their borders for agen- 
cies. “Significantly,” South Caro- 
lina, “your neighbor to the south,” 
picked ‘“‘probably the largest agen- 
cy in the world,” McCann-Mar- 
schalk division of Interpublic Inc. 


Launch Kikkoman Soy Sauce 
Kikkoman International, import- 
er of Kikkoman soy sauce from 
Japan, has launched a campaign in 
the metropolitan New York area, 
using 480 and 280-line insertions 
in 15 newspapers. Ads feature a 
16¢ coupon offer. Gotham-Vladi- 
mir Advertising is the agency. 
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LEADERSHIP IN ACTION 


Results 


~ for Advertisers 


In an era when competition is so stiff it crackles 
... when the squeeze is on profits, and waste is a 
luxury no one can afford...when advertising must 
produce sales ... statements like these can be a 
beacon pointing the way for the alert marketer: 


“Dealers tell us our LooK ad for typewriters 
brought more customers into their stores than 
any other ad we ever ran.”—Remington Rand. 


“We introduced our new watches exclusively in 
Look and our sales shot up so far we had to 
increase our production force 35 per cent.’— 
Elgin National Watch Co. 


“Running more Norelco shaver advertising in 
Look than in any other magazine in the past 
seven years, we boosted sales by over 300 per cent 
and increased our share of market by over 80 per 
cent.”—North American Philips Co., Inc. 


“Again and again, dealers tell us about customer 
requests for specific floor patterns after these 
patterns are advertised in Look.”—Kentile, Inc. 


“We introduced the Varaflame in Look and in 
less than 18 months it became America’s top- 
selling lighter above the low-priced field.”— 
Ronson Corp. 


“Our campaign, exclusive in LOOK, was the key 
factor in the sellout of our entire crop of frozen 


boysenberry juice.”—Knott’s Berry Farm. 


“Our first Look ad paid for itself 100 times over 
in record-breaking mattress sales, with volume 
up 100 per cent.”—Slumberland Products Co. 


“On the strength of our first Brioschi Antacid ad 
in LOOK, we opened a new chain outlet which 


has taken on huge inventories of Brioschi.”— 
Ceribelli & Co. 


“Our Steero Bouillon sales increase during the 
first month of Look advertising was more than 
double our nermal rate of growth.”—American 
Kitchen Products Co. 


“Our second Look ad for our houses produced 
over 6,000 responses in six weeks, and we’re still 
getting 15 to 20 a week—six months after the ad 
ran.”—Arbor Homes. 


Big companies and small. Hard goods and soft. 
National markets and regional. Whatever the 
product or service, wherever it’s sold, Look plays 
an important part in making the sale. Look’s 
documented ability to produce sales — actual, 
measurable, cash-in-the-register sales —is one 
reason why more and more advertisers are turn- 
ing to LooK... why LooK, in the past year, gained 
more advertising revenue than any other maga- 
zine in America. 


The Exciting Story of People—25th Year of Publication 
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PHOTOGRAPHIC REVIEW 


15th ANNIVERSARY—J. Kenneth Laird (left) and Arthur E. Tatham, 
president and board chairman respectively of Tatham-Laird Inc., 
Chicago, go to work with a bucksaw to cut their 15-layer cake, 
symbolic of the agency’s 15th anniversary. The agency, which cur- 
rently is billing $34,500,000, celebrated the event with a party for 


ead 


eae 
HEAD START—Ralston Purina offers a 
$2,000 life insurance policy to 50 
contest 


youngsters in a 


from April 3 to July 15 and pro- 
moted on three ABC-TV network 
shows. Agency is Guild, Bascom & 
Bonfigli. 


Mrs. Calhoun 
WESTERN ANA—Present at the western meeting of the Assn. of National Advertisers were 


200 Chicago employes in the Chicago Athletic Club. 


Mrs. Bruner Bruner Calhoun Duncan Veckly 


Mr. and Mrs. Dennis Bruner, Diamond Walnut Growers; Mr. and Mrs. William Cal- 
houn, McCann-Erickson; R. T. Duncan, Bank of America; John Veckly, U. S. Steel Corp., 


= 
Lao 


BEST CARTONS—Among the 100 best cartons in the 1961 Folding Carton Competition 
sponsored by the Folding Paper Box Assn. of America and announced at the associa- 
tion’s annual meeting in Chicago were: In the superiority of construction category: The 
rack of vitamins for Topco & Associates, Chicago. Boxmaker: Weyerhaeuser Co., Chi- 
cago. Designer: Topco and Benolken, Douglas, Minnick, Chicago. In the technical su- 
periority of printing category: The paper napkin box for Hudson Pulp & Paper Corp., 
New York. Boxmaker: Berles Carton Co., Paterson, N.J. Designer: Hudson and Grey 
Advertising, New York. For Riegel Textile Corp., Johnston, S.C., a pillowcases carton. 
Boxmaker: Weyerhaeuser Southern Corp., Charlotte, N.C. Designer: Otto Haas of Wey- 
erhaeuser. For Procter & Gamble, the box of Duz detergent. Bormaker: Chicago Car- 


Beyer Tangdelius Freitag Harvey 
HORSEY ADMEN—Admen doing a little horse-trading with Red Beyer, 
Plano, Ill., horse trainer, are Jan Tangdelius, president, Fulton Mor- 
rissey Co., Chicago agency; Wayne Freitag, ad manager, Farm & 
Cycle tires, Goodyear Tire & Rubber; and Fred Harvey, of Good- 
year’s ad department. The horse Goodyear is purchasing will be 
given as a prize in a nationwide farm tire promotion. It will be ad- 
vertised in Farm Progress, a dealer-sponsored magazine mailed to 
farmers. 


running 


Lindley Lange Mrs. Nolte Nolte Mrs. Willis Willis 
Ernest K. Lindley, Newsweek; Harry R. Lange, Cutter Laboratories (Messrs. Veckly, 
Lindley and Lange were program speakers); Mr. and Mrs. Larry Nolte, Batten, Barton, 
Durstine & Osborn; and Mr. and Mrs. Paul Willis, Carnation Co. 


ton Co. Designer: P&G. In the potential new use category: Compressed disposable di- 
apers box for Chicopee Mfg. Corp., Milltown, N.J. Boxmaker: Robertson Paper Box 
Co., Montville, Conn. Designer: Lennen & Newell, New York. Light bulb packages for 
Sylvania Electric Products, Salem, Mass. Boxrmaker: Robertson Paper Box Co.; Designer: 
Lippincott & Margulies, New York. In the general merchandising superiority category: 
Carton of Spring Rain water softener for Tidy House Products, Shenandoah, Ia. Box- 
maker: Container Corp. of America, Chicago. Designer: Carl Strobe of Tidy House. For 
Ekco Products Co., Chicago, a package of kitchen utensils. Boxmaker: F. M. Howell & 
Co., Elmira, N.C. Designer: Ekco. A total of 1,284 entries were submitted to the com- 
petition, compared to 1,209 last year. 
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Our line is publishing. By any test for What’ 


size, McCall’s today is the largest 
women’s magazine. It gives women 
more to read, more to think about with 
more total editorial lines than any 
other magazine in the women’s field. 


s My Lina 


1960 TOTALS 


Editorial Editorial Total 
Text Lines | illustration Lines | Editorial Lines 
McCALL’S | 522,735; 398,098 | 920,833 
LHJ 478,493 246,489 | 724,982 
GH 439,254 234,292 | 673,546 


SOURCE: SPECIAL TABULATIONS FROM LLOYD H. HALL CO. 


~ 


@? But size alone is not the only measure 


of its leadership. The most informa- 
tive and exciting, the most inspiring 
and inviting magazine that women 
have ever had offered to them is 
McCall’s: First Magazine For Women. 
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Hotel Has Own Market Data—the Register... 


Needham & Grohmann, Specialist in 


Hotel-Travel Ads, 


Of 65 Accounts, 13 
Have Been with Agency 
for Two Decades or More 


By Robert K. Heady 


New YorK, March 23—It was 
22 years ago when the command- 
ing brass at starchy, bright-buck- 
led Staunton Military Academy, in 
the Shenandoah Valley of Virginia, 
signaled a young New York ad- 
vertising agency, Needham & 
Grohmann, to handle its campaign 
to the nation’s moms and small 
fry. 

From Staunton’s rank and file, 
a likely-looking cadet (‘He had 
the face of a future West Pointer’’) 


,REMEMBER... 


CALIFORNIA 
HAS A 


4™ 7 


MARKET 
T00! 


on 


> 


Los Angeles, San Francisco, San 
Diego AND THE BILLION DOL- 
LAR San Bernardino-Riverside- 
Ontario market . . . 27th in the 
nation! The San Bernardino 
SUN-TELEGRAM will wrap up 
the San Bernardino half of this 
vital market for you. . . effec- 
tively and without duplication. 
Retail sales in this exploding, 
growing, spending market are in 
excess of $900 million... greater 
than New Orleans, Toledo, Okla- 
homa City or Salt Lake City! San 
Bernardino is 62 miles from Los 
Angeles and less than 2 of 1% 
of the total circulation of the Los 
Angeles papers reach it. Hardly 
enough to even consider! So, 
when you think of California, 
think of the 4th largest market 
and the San Bernardino SUN- 
TELEGRAM! 


San Bernardino 


SUN-TELEGRAM 


Represented Nationally By 
Cresmer & Woodward, inc. 


! Grohmann habit. 


Marks 30th Year 


was picked by agency partner 
H. Victor Grohmann, and the 
lad’s photo soon appeared in all 
ads for the academy. 

The cadet flunked out (“They 
had to throw him out. He turned 


“They’re tough, and they want 
the world. But,” he added slyly, 
|“you’re always dealing with the 
top man.” In turn, N&G limits 
| client contact to its president and 
| four vps. 
| “Besides, hotels provide the 
| fastest and easiest market research 
_ known,” said the ruddy, balding 
|N&G president. “How many times 
/can you get a complete list of all 
| your customers, know where 
'they’re from, and how much they 
| spend?” 


lett ahead of the campaign. 


out to be one of the worst students | 


Staunton ever had”’), 
is still running, and doing very 
well. 

So is Needham & Grohmann. 

In the past fortnight, high in its 
Rockefeller Plaza offices, the 
agency has been busy celebrating 
its 30th birthday. Vic Grohmann 
marked the start of the occasion by 
(1) handing out bonuses to em- 
ployes (at $30 a year for her 29 
years with N&G, one secretary col- 
lected $870 plus one-half month’s 


salary); (2) issuing a thick, book- | 


ish 30-year calendar which re- 
minded readers how long clients 
stick with the agency; and (3) hav- 
ing an interview with ADVERTISING 
AGE. 

Amid New York’s frenetic ac- 


For a perfect honeymoon, come 
to Sea isiand ...a resort of dis- 
tinction and unsurpassed beauty! 
Moderate American Pian rates. 


its ieee Oe 
count switching, Mr. Grohmann 
calmly cranked out N&G statistics 
that would turn many an agency 
executive green: Of 65 active ac- 
counts, 45 have been with N&G 
for more than five years; 27 for at 
least 10 years; 21 for 15 years; 
and 13 for 20 years. 


|= Not to be outdone, the 41 em- 


ployes also have the Needham & 
Among those 
who anniversary-waltzed to the 
tune of the $24,000 bonus music 
were 14 executive staff members 
with five years’ service or more; 
nine with ten years’ service; and 


three who have been with N&G | 


| more than 25 years. 

Mr. Grohmann didn’t mind pass- 
ing out the cash. “Harmony is the 
important thing, and we've got it 

| here,” he hummed. 


| One unusual thing about the| 
agency is the presence in its ac- | 
considerable | 


count roster of a 
number of clients in the hotel, 
travel, and resort fields. Some 
agencies shy away from clientele 
in these businesses, but for N&G, 
these clients account for nearly 
50% of the agency’s business (119 
clients are hotels). They have 
brought the agency annual 15% 
rises in billings, which were $3,- 
962,700 in 1960, including $257,700 
in capitalized fees (AA, Feb. 27). 


® What's different about handling 
hotels? 

“The people you deal with, for 
one thing,” explained Mr. Groh- 
mann. “They're unlike any others. 
They usually know nothing about 
advertising, have no ad manager, 
and you have to sell the basic ad 


but the ad | 


THE CLOISTER 
Sea island, Georgia 


Write for Booklet K, see Travel Agent or NY. Res. Of, 30 Rockefeller Plaza, Circle 5-8055. 


|@ Today, few would deny that, 
|while Needham & Grohmann is 
'quietly building client longevity 
|in other fields (industrials, home 
| furnishings, candy, and publish- 
ling), the N&G head is “Mr. 
Hotel” of the ad field. Moreover, 
last year Mr. Grohmann turned 
down more accounts (nine) than 
he solicited (three). “We don’t 
start to make money with a client 


| until he’s been with us two years,” 


| he said. 


|taboos (Mr. 
| drinks nor smokes), as are patent 


| medicines and the electric belt and | 
goiter-cure type of remedies. He 


| abhors the word “huckster” and 


| looks upon admen and women as 


29-YEAR HONEY- 
MO O N—Marital 
bliss is as strong 
as ever among 
Needham & 
Grohmann and its 
two oldest clients, 
added in 1932. 
Both The Cloister, 
Sea Island, Ga., 
and The Inn, 
Buck Hill Falls, 
Pa., have become 
year ‘round re- 
sorts via N&G- 
directed advertis- 
ing. 


occupying lawyer-like or banker- 
like roles. He is convinced most 
folks shudder when the term 
“brainstorm” is used. 

“T agree with its principle, but 
it conjures up a bunch of crazy 


Liquor, beer, and wine are N&G 
Grohmann neither | 


| 


Gamble 


| guys dreaming up wacky ideas,” 
|Mr. Grohmann told ADVERTISING 
AGE. 


s Apparently the Grohmann theo- 
| Ty pays off for clients. Last year 
| the 119 N&G-advertised hotels— 
|in 28 countries—attracted 5,291,- 
|000 travelers to their aggregate 
| 51,413 rooms. 

At the same time, N&G hotel 
| clients in Caracas and Cairo got 
| package promotions including his- 

tory-flavored logos, and vivid il- 
|lustrative promotional materials 
|that blanketed everything but 
| their waiters’ cummerbunds. 

Any N&G clients, meanwhile, 
could check Sunday ad results on 
Monday—a kind of “instant re- 
search’”’—thanks to a Grohmann- 
inspired affiliate with its offices 
next door to the agency, Resort 
| Presentation Service. The service, 
|which took in $29,250 special fees 
in 1960, even books hotel reserva- 
tions and answers inquiries. 


@ Nonchalantly, Mr. Grohmann 
mentioned two names that have 
figured in N&G’s success: Rocke- 
feller and Hilton. 

Hilton Hotel Corp.’s internation- 
al chain, which was added in 1946, 
was impressed by the agency’s 
earlier work for the Hilton-owned 


P » ‘on & _ Serio! ous) . 


IS REALLY 


| 


GROWING PLACES 


. . . all three places, in fact 


POPULA TION 
Bz | 33% 


of N 
Metropolitan Area population is 188,229 . .. 
as reported in 1960 Census. 


OUTSIDE CITY 


pt POPULATION 


SINCE 1950 


compared with 11.5% gain for the State 
orth Carolina. Current Winston-Salem 


WINSTON-SALEM 


JOURNAL~-> SENTINEL 


‘ 


NATIONAL @EP, KELLY-SMITH CO. 
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Grohmann 


BIRTHDAY GREETING—F rederic R. Gamble, Four A’s president, congrat- 

ulates H. Victor Grohmann, president of Needham & Grohmann, 

New York, as the agency hosted its 30th birthday celebration in 
, Rockefeller Plaza. 


Hotel Plaza, in New York. 

The history-conscious Rockefel- 
lers’ pet project, the Williamsburg 
Restoration, in Virginia—perhaps 
one of the best known tourist 
lures in the U.S.—has been han- 
dled by the agency since 1938. 

Williamsburg promotion hardly 
budged until after World War II, 
when the travel bug bit the nation. 
The first Williamsburg budget was 
an anemic $10,000. By January, 
1948, the client had increased its 
spending a trifle to gain year 
‘round trade. That month, N&G- 
prepared ads began drawing more 
people to Williamsburg than it 
could handle. 

Hearing the news, John D. 
Rockefeller Jr. rushed to Williams- 
burg and confronted Mr. Groh- 
mann: 

“Young man, I want all adver- 
tising stopped.” 


|@ “I looked him straight in the 
eye,” Mr. Grohmann related, “and 
asked him if he’d stop trying to 
see a Broadway show when the 
SRO sign went up. By coincidence, 
|Mr. Rockefeller hadn’t been able 
to get tickets to a show just the 
|day before.” The campaign was 
| saved. 

Today, the Williamsburg area 
attraction bills about $200,000 an- 
nually; the account’s gross income 
j;has jumped from $2,343,000 to 
$7,744,000 since 1946; and N&G 
| has helped triple the statistics for, 
among other things, hotel guest 
|days, meals, and visitors (some 
| 1,000,000 of whom arrive annual- 
ly). 

The secret, Mr. Grohmann said, 
is in building up a “backlog of 
| desire” to see Williamsburg. 

Hoopla is conspicuously absent 
|in Williamsburg campaigns, as in 
most N&G client copy. The 1961 
|approach smacks of 1938 layout 
and wording. For example, WQXR, 
New York, good music radio sta- 
| tion, has its late night classical of- 
ferings softly padded with Wil- 
liamsburg underselling. 
| “Repetition builds reputation,” 
says Mr. Grohmann, echoing the 
late Arthur Brisbane. 


# A hotel man himself, Mr. Groh- 
mann earned a Cornell University 
degree in hotel administration, 
served as a bellhop in Altoona and 
Niagara Falls, then was assistant 
manager of the Walt Whitman, in 
Camden, before going to the Lex- 
ington, in New York, as assistant 
manager in 1929. As an adman he 
began his climb toward the 
room at the top during the depres- 
sion. Together with William Need- 
ham, his former partner, who died 
in 1939, he landed an agency job 
in 1930. The two left, disenchanted, 
when they discovered the agency 
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owners milking the business 
(“Those fellows must have taken 
$35,000 or more”’). 

Shortly thereafter, Messrs. Need- 
ham and Grohmann went heavily 


planning board, and real estate). 
Away from ads and alfalfa, Mr. 


father to three and two, respec- 
tively. 


Grohmann is father and canes | 


in debt to finance their own agen- | 


cy. They hired a secretary and took 
on an artist, who donated his serv- 


ices, in part, for “the corn liquor | 
Bill Needham used to tote in from | 


Jersey.” 


For the first N&G client, the | 


Croydon Hotel, New York, Mr. 
Needham beat the publicity drums, 
on the side, for free lodging. 
Partner Grohmann, meanwhile, 


schemed ways to pack the Croydon | 


via 28-line ads. An off-the-cuff 
suggestion that the hotel run a pri- 
vate elevator—for guests with dogs 
—brought to N&G the Croydon 
counterpart of the croix de guerre. 
Pets and all, the account stayed for 
15 years, till the hotel was sold. 


® By then, N&G was on its way. 
It had discounted every bill since 
opening day; debts were paid off; 
and across the threshold had come 
two of the agency’s current—and 


oldest—resort area clients: the 
Cloister, at Sea Island, Ga., and 
the Inn, at Buck Hill Falls, Pa. 


Like all other resort clients N&G 
has promoted, the two were ex- 
panded from seasonal to year 
‘round success. The Stowe, Vt., 
area (winter skiing), another N&G 
account, obviously will pose new 
problems in this direction. 

The Grohmann luck almost ran 
out recently when it was tapped 
to handle a much-trumpeted Man- 
hattan hotel, and the agency in- 
vested $120,000 in advance pro- 
motion. The hotel never got past 
the hole-in-the-ground stage, and 
the agency barely managed to re- 
trieve its money. 


# One development in the hotel 
advertising field in which Mr. 
Grohmann rejoices has been the 
decline and fall of the due bill. 

Especially handy during the 
cash-scarce depression, due bills 
allowed media men free rooms and 
entertainment, while the advertis- 
er got linage, or time, for free. Like 
other early hotel-oriented ad en- 
terprises, N&G was caught up in 
due bill arrangements—often for 
as much as 30% of total billing. 

“But not since World War II,” 
stressed Mr. Grohmann, pointing 
to the due bill’s relative demise 
since then. He added: “Hotels don’t 
have the room surpluses now, and 
media aren’t anxious.” And it’s a 
good thing; sometimes due bills got 
out of hand, when publications sold 
these “across the counter” to oth- 


ers who, in turn, discounted the 
bills, he indicated. “This under- 
mined hotel rate structures,” he 
said. 


N&G’s president attends all cli- 
ent openings (“In Turkey the wife 
and I set up furniture and beds 
for two days, and helped get the 
Istanbul Hilton together just in 
the nick of time before Conrad 
Hilton arrived’). Right now he is 
looking forward to visiting another 
Hilton venture, the Hawaiian Vil- 
lage, on Oahu—a short hop from 
client Rockefeller’s resort now be- 
ing built on the island of Hawaii. 


ws Students at Cornell, where Mr. 
Grohmann has taught an adver- 
tising and business promotion 
summer course for 21 years (“I 
learn from them’), nudged him 
into an author’s role. His “Adver- 
tising Terminology,” now in its 
second printing, treats an ad lexi- 

‘ con ranging from “cartouche” to 
“carbro.”” N&G has dispensed more 
than 2,000 free copies to Four A’s 
members and to colleges and uni- 
versities. 

Weekends, Mr. Grohmann roams 
between his Tenafly, N.J., home 
and a 420-acre ranch in Sussex 
City, N.J., where abide 100 Hol- 
steins. So far, the Sussex ranch has 
produced untold quantities of milk 
and assisted in getting three ac- 
counts (molasses, a municipal 


|@ What does the future hold for 
advertising? More emphasis on 
packaging, predicted Mr. Groh- 


| Biscuit Co., did $9,000,000 extra 
business via an N&G idea—wrap- 
ping four Nabisco premium salt- | 
|ines in cellophane for use by res- 
taurants and others). “There’ll be 
more stress on marketing and 
merchandising. And there'll be 
|/more governmental use of ad tools 


mann (last year a client, National | 


|to meet its objectives,” he added. 
| What’s ahead for Needham & 
Grohmann? 

“More harmony,” suggested Mr. 
| Grohmann. 
And the melody lingers on. # 


Golden Advertising Moves 
Golden Advertising Agency has 
/moved from Brooklyn to larger 


| quarters at 1181 Broadway, New 
York. 


Sheriffs Advertising Moves 


Sheriffs Advertising, Claremont, 
Cal., has moved to new quarters 
at 900 E. Foothill Blvd. 


DOLLAR MARK 


Individual Income in the 20 County 
South Piains Area Is $866,450,000 
Authority 


EDITOR AND PUBLISHER'S 
3ith Annual Market Guide 


LUBBOCK 
AVALANCHE 
JOURNAL 


Lubbock, Texas 


Comparative Daily 
Circulation 


WTVJ 363,500* 
Miami Herald 321,500** 
Miami News’ 147,200** 
Station “B” 289,900* 
Station “C” 227,900* 


*ARB Coverage Study— 

January 1, 1960 

** Publisher's Statement — 
March 31, 1960 


ue 


Not only does WTVJ outshine the other two television 
stations, but it reaches more homes than Miami's two 
newspapers, too! 13.1% more South Florida homes view 
WTVJ daily than read the area’s largest newspaper... 
147% more than the second newspaper. And 40.5% more 
homes watch WTVJ daily than the average of the other 
two Miami TV stations. If you haven't yet seen Profile III, 
check with your PGW Colonel right away—it’s revealing! 


WTIVJ@---~ 


A Wometco Enterprises, Inc., Station 


REPRESENTED NATIONALLY BY PETERS, GRIFFIN, WOODWARD, INC. 


! LOS -TV 
FGA-TV 
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TIMELY—Stephen Frankfurt of Young & Rubicam earned a n 


Jury Votes 10 Medals, 
45 Merits, Gives Special 
Award to DDB’s Krone 
New York, March 21—Doyle 
Dane Bernbach shared top honors 


with Young & Rubicam and Look 
today at the New York Art Direc- 


tors Club’s annual exhibition of | 


advertising and editorial art and 
design. 

DDB ads continued to be the 
art directors’ favorites, as they 
have for the past three years. Hel- 
mut Krone received a_= special 
award for his work on the Volks- 
wagen campaign, plus a medal for 
a Volkswagen ad and a distinctive 
merit award for a Karmann Ghia 
tv commercial. Also at DDB, Bert 
Steinhauser won a medal for a 
Clairol ad, while Frank Kirk and 
Saul Lambert won distinctive 
merit awards for their Chemstrand 
and ABC-TV ads, respectively. 


s Three Young & Rubicam art di- 
rectors won medals: Robert W. 
Wheeler for a Hunt Foods ad; 
Donald T. Egensteiner for a Y&R 
house ad; and Stephen Frankfurt 
for a Bristol-Myers tv commercial. 
Mr. Frankfurt also won a distinc- 
tive merit award for a Personal 
Products tv commercial. 

At J. Walter Thompson, William 
H. Buckley was awarded the Ker- 
win H. Fulton medal for his 24- 
sheet poster for Falcon. Bill Mel- 


ae ae 


|for your knack of making stead- 
| fast friends of all the art directors 
| who have ever worked with you 
|... for your consistent belief that 


| creative advertising moves goods.” | 


|e James Parton, president of 
American Heritage Publishing Co., 


HEAVYWEIGHT—This Young & Rubi- | 


cam house ad won a medal for 
| Donald T. Egensteiner in the over- 


| area of publishing in which graph- 
ics and pictorial journalism are 
| employed with great integrity. ...” 
| 


endez, of JWT, also won a medal) ¢ George R. Crain, president of 
for his tv commercial for the Ford| Apbott Laboratories, “for fostering 


Dealers of Southern California. 


® Besides the art and design 
awards, the club also made six 
awards to management at its an- 


nuai luncheon today. They were 


presented to: 


e John P. Cunningham, chairman 
of Cunningham & Walsh, “for 


a 


an environment of creative innova- 

|tion which has served to distin- 
guish Abbott Laboratories’ adver- 
tising to physicians since the mid- 
19308. ...” 


e Lawrence Litchfield Jr., presi- 
dent of Aluminum Co. of America, 
|“for the company’s unswerving 


| 
| 


TRIPLE WINNER—Helmut Krone, art director with Doyle Dane Bern- 

bach, received (1) a special medal award for his Volkswdgen cam- 

paign; (2) a medal for a Karmann Ghia tv commercial: and (3) a 
distinctive merit award for a Volkswagen magazine ad. 


never quite forgetting that you} 
yourself were once an art director, 


“for charting a hitherto unexplored | 


| 


| 
} 


| 500-line newspaper ad category. are special medals and ten Art| 


| 


| dedication to design excellence and | 


| founders of Alfred A. Knopf Inc., | 


| Dane Bernbach, for the Volkswagen cam- 


a - 


vedal for his Bufferin tv commercial for Bristol-Myers. 


DDB, Y&R, ‘Look’ Share Top Honors 
in N.Y. Art Directors Competition 


continued stimulation of creative 
design in activating its conception | 
of “a world of aluminum in the | 
wonderful world of tomorrow.” 


e Alfred and Blanche Knopf, 


“for your understanding that for- | 
mat and typography can communi- | 


cate as well as words... .” 


@ Last year, McCall’s swept up) 
the awards, but this year Look 
had its turn, gathering one medal 
and four distinctive merit awards. 
McCall’s was runnerup, with one 
medal and one distinctive merit 
award. 

The big news in the show, ac- 
cording to the jury, was the strong 
showing made by the television | 
entries for the f'rst time. More 
outdoor posters were entered than 
before, with an increased use of 
symbols, photos and simple compo- 
sition noted. 

The jurists also felt that the ex- 
hibition showed increased use of 
photographs expressing an idea 
rather than just picturing the prod- 
uct. The exhibit also demonstrated, 
the jury agreed, the “emergence 
of the art director as an idea man, 
not just as the guy who knows 
what artist to hire.” 


irectors Club Medals were pre-| 
sented to: 


| 

Art Directors Club Medal Special Award | 
—Helmut Krone, art director of Doyle|T. Egensteiner, art director/designer of 
Young & Rubicam, for a Y&R house ad. 
paign. | Charles Sweeney, copywriter; Larry Ot- 
Kerwin H. Fulton Medal for 24-sheet | tino, lettering. 
posters—William H. Buckley, art director Film category, live action—Helmut 
of J. Walter Thompson Co., for a Falcon | Krone, art director of Doyle Dane Bern- 
poster for Ford Motor Co. bach, for a Karmann Ghia tv commercial. 
Magazine ad, single page, three or more | Rita Selden, writer; M. Nichelson, pho- 
colors—Robert W. Wheeler, art director/-|tographer; John Capsis, Joseph Spery, 
designer of Young & Rubicam, for a| film producers; Robert Lawrence, pro- 
Hunt Foods ad. Bert Stern, photographer; duction company. 
Paul Waddell, copy supervisor. | Film Category, live action—Stephen 
Magazine ad, two pages or more, three | Frankfurt of Young & Rubicam, for a 
or more colors—Bert Steinhauser, art di- | Bristol-Myers tv commercial. Cliff Craw- 
rector/designer of Doyle Dane Bernbach,| ford, Ivor Weigler, designers; 
for a Clairol ad. Jerry Schatzberg, pho- 
tographer. Carole Anne Fine, copywriter. | production company. 


Sumner 


The Volkswagen Sedon. It started the smoll cor revolution 


- | ee 
ware K 
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FRESH FROM THE CAN—Robert W. Wheeler, of Young & Rubicam, won 
a medal with this Hunt Foods magazine color page. 


Newspaper ad, over 500 lines—Donald | 


The Volkswagen Station. Wagon Will history repeot itself ? 


* & 


Film category, animation, full—Bill Mel- 
endez, art director of J. Walter Thompson 
Co., for a Ford Dealers of Southern Cal- 
ifornia tv commercial. Chris Jenkyns, 
writer; Sterling Sturtevant, designer; Her- 


man Cohen, Robert Carlson, photogra- 
phers; Playhouse Pictures, production 
company. 


Editorial spread, three or more colors— 
Henry Wolf, art director of Harper’s Ba- 
zaar spread. Audrey Rosenson, art di- 
rector /designer; Saul Leiter, photographer. 

Editorial section or insert, three or more 
ecolors—Allen F. Hurlburt, art director /- 
designer for Look section. Kosti Ruo- 
hamaa, Art Kane, Hanson Carroll, Erich 


Winebaum, writer; On Film—Tom Ford, | Hartmann, Arthur Lavine, photographers. 


Editorial art, fiction, three or more 
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ROMP—This animated tv commercial for the Ford Dealers of Southern California brought a medal to Bill Melendez, of J. Walter Thompson Co. 


colors—George Silk, photographer for Life 
article. Bernard Quint, art director. 

Editorial art, non-fiction, three or more 
colors, fashion—Art Kane, photographer 
for McCall's article. Otto Storch, art di- 
rector. 


s Awards of distinctive merit were 
presented to the following 45 art 
directors and photographers: 

Magazine ad, single page, three or more 
colors—Robert H. Brooks, art director/- 
designer of Benton & Bowles for IBM 
World Trade Corp. ad. Robert Weaver, 
artist; Arch Nadler, copywriter. 

Magazine ad, single page, three or more 
colors—Tony Mandarino, art director/de- 
signer of Batten, Barton, Durstine & Os- 
born for Armstrong Cork ad. Phil Hays, 
artist; Brian Gray; R. Newcastle, copy- 
writers. 

Magazine ad, two pages or mere, three 
or more colors—George Trevelini, art di- 
rector of Wood, Donegan & Co. for Fiat 
ad. George Giusti, designer/artist; Earl 
C. Donegan, copywriter. 

Magazine ad, two pages or more, three 
or more colors—Heimut Krone, art di- 
rector of Doyle Dane Bernbach for Volks- 
wagen ad. Wingate Paine, photographer; 
Dave Reider, copywriter. 

Newspaper ad, over 500 lines—Don El- 
dridge, art director of Mogul Williams & 
Saylor for Barney's ad. William Helburn, 
photographer; Seth Tobias, copywriter. 

Newspaper ad, 500 lines or less—Robert 
Fabian, art director/designer for I. Miller 
Salon ad. Andy Warhol, artist; Margot 
Mallary, copywriter. 

Trade ad, full page or more, two or 
more colors—Michael Phenette, art di- 
rector for Redbook ad, Ronald Rojas, pho- 
tographer; Stanley Winston, copywriter. 

Trade ad, full page or more, b&w— 


Frank Kirk, art director/designer of Doyle | 


Dane Bernbach for Chemstrand ad. Len 
Siegler, photographer; Wendy Ewer, copy- 
writer. 

24-sheet poster—Walter Alliner, art di- 
rector/designer/artist for Outdoor Adver- 
tising of America public service poster. 

Booklet, direct mail, three or more 
colors—Leo Lionni, art director/designer 
for Fortune booklet. Ray Winship, copy- 
writer. 

Booklet, direct mail, 
eolors—Herbert lLubalin, 


three cr more 
art , director 


designer for a group of booklets for The | 


Composing Room. Brownjohn, Cherma- 
yeff & Geismar, Lester Beall, Gene 
Federico, designers; Percy Seitlin, copy- 
writer. 

Point of sale, record album covers— 
John Murello, art director for RCA Cam- 
den record cover. Jerome Martin, artist 

Point of sale, record album cover— 
Rudolph de Harak, art director/designer 
artist for Westminster record cover. 

Point of sale, bookjackets, paperbacks 
—George Tscherny, art director/design- 
er/artist for Dunetz & Lovett. 

Institutional, annual reports, publica- 
tions—George Krikorian, art director 
designer for a Look promotion piece 
Paul Fusco, Bob Sandberg, Jim Hansen, 
Phil Harrington, photographers; Julia 
Abajian, copywriter. 

Institutional, annual reports, publica- 
tions—Erik Nitsche, art director/designer 
for “Dynamic America,” the 
General Dynamics Corp., published by 
Doubleday & Co 

Institutional, announcement card—Reba 
Sochis, art director of Sochis Advertis- 
ing/Promotion for William Hayett Inc. 
change of address notice. Bob Gill, de- 
signer /artist. 

Sales presentations or promotion kits— 
Louis Dorfsman, art director/designer for 


e 
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7, 
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CBS-TV network promotion kit for “I 
Love Lucy.” 

Magazine advertising art, three or more 
colors, product illustration—Haanel Cas- 
sidy, photographer for Glass Container 
Manufacturers Institute ad handled by 
Kenyon & Eckhardt. Bud Hemmick, Al 
Feldman, art directors; Ruth Cerrone, 
Eleanor Baron, copywriters. 

Magazine advertising art, three colors 
or more, product illustration—Carl Critz, 
artist for General Motors truck ad, han- 
dled by McCann-Erickson. Paul Woll- 
man, art director; William Whiting, copy- 
writer. 

Newspaper advertising art, general il- 
lustrations—Saul Lambert, artist for 
ABC-TV ad handled by Doyle Dane 
Bernbach. Sidney. Myers, art director/ 
designer; Len Sirowitz, art director; Leon 
Meadow, copywriter. 

Trade advertising art, humorous illus- 
tration—Tony Pallardino, artist for ad for 
Granada TV, England, handled by Pap- 
ert, Koenig, Lois. George Lois, art direc- 
tor; Julian Koenig, copywriter. 

Trade advertising art, general illustra- 
tion—Bert Stern, photographer for Ciba 


$4 


"e 


qhilil, | 
G 


promotion spot. 

Editorial spread, three or more colors— 
Pasquale Del Vecchio, designer/art di- 
rector for Esquire spread. Ken Hayman, 
photographer. 

Editorial spread, three or more colors— 
Philip Sykes, designer for Look spread. 


Allen F. Hurlburt, art director; John 
Stewart, photographer. 
Editorial section or insert, three or 


more colors—Otto Storch, William Cadge, 
art directors for McCall's feature. Art 
Kane, photographer. 

Magazine covers, magazi 
Frank Zachary, art director for Holiday 
cover. George Giusti, artist. 

Company magazines, house organs— 
Milton Glaser, art director/designer /art- 
ist for Push Pin Monthly Graphic. 

Editorial art, fiction, three or more 
colors—Hiro, photographer for Harper's 
Bazaar feature. Henry Wolf, art direc- 


tor; Audrey Rosenson, art director/de- 
| signer. 
| Editorial art, fiction, three or more 


| eotere—Tom Vincent, artist for Seventeen 


a 


SPECIAL AWARD—The Kerwin H. Fulton Medal for 24-sheet posters 
was awarded to William H. Buckley, art director with J. Walter 


Thompson Co., for this Falcon 


ad prepared by Sudler & Hennessey. Rene 
Bittel, art director. 

Poster art, 24-sheet posters—Lowell 
Herrero, Bill Hyde, artists for Chevrolet 
poster prepared by Campbell-Ewald Co 


| Eugene Duffy, art director. 


| Unger & Elliot, Gerald Productions, pro- | 


story of | 


Institutional art, 
Nitsche, 
eral Dynamics Corp. report. 

Film category, live action—Dave El- 
ledge, art director of Ogilvy, Benson & 
Mather for General Foods’ Maxwell 
House coffee commercial. Ed Witalis, de- 
signer; Dave McCall, writer; Bob Franz, 
Charles Wasserman, Howard Linkoff, 
Alan Gittler, photographers; Television 
Graphics Inc., production company. 

Film category, live action—Louis Dorfs- 
man, art director/designer/writer for 
CBS-TV network promotion spots. Elliot, 


duction companies. 

Film category, animation, full—Robert 
Cannon, art director/photographer for 
U.S. Navy Recruiting commercial. Chris 
Jenkyns, writer/designer; Playhouse Pic- 
tures, production company 

Film category, animation, limited— 
Stephen Frankfurt, art director/design- 
er/writer of Young & Rubicam for Per- 
sonal Products Corp. commercial 

Still categories—John Graham, 
rector for National 


Am 


art di- 
Broadcasting Co 
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TAKE YOUR PICK—This three-page Clairol ad with its 
many blondes won a medal for Bert Steinhauser, of 


category. 


reports—Erik | 
art director/designer for Gen- | 


poster for the Ford Motor Co. 


feature. Joan Fenton, art director/de- 
signer. 

Editorial art, fiction, 
colors—Pete Turner, 
Horizon feature. 
rector. 

Editorial art, non-fiction, three or more 
colors, fashion—Michael A Vaccaro, 
photographer for Look feature. Allen F 
Hurlburt, Philip Sykes, art directors. 

Editorial art, non-fiction three or more 
colors, food—Faulconer-McLaughlin-Gill, 
| photographer for Look food feature. Al- 
len F. Hurlburt, art director. 

Editorial art, non-fiction, three or more 
colors, food—Rouben Samberg, photo- 
grapher for Seventeen food feature. Joan 
| Fenton, art director/designer. 

Editorial art, non-fiction, three or 
more colors, general—Harvey Schmidt, 
artist for Esquire feature. Robert Benton, 
art director. 

Editorial art, non-fiction, two colors or 
b&w, general—Henry Markowitz, artist 
for Nugget feature. Bill Page, art direc- 
tor. 

Magazine cover art, consumer maga- 
zines—Bert Stern, photographer for Vogue 
cover. Alexander Liberman, Priscilla 
Peck, art directors. 

Company magazines and house organs 
—Jerome Martin, artist for Abbott Lab- 
oratories publication. Charles Walz, 
director. 


three or more 
photographer for 
Irwin Glusker, art di 


art 


STOP RIGHT NOW AND FORGET EVERYTHING 
YOU EVER KNEW ABOUT BROOMING A BLONDE! 
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Doyle Dane Bernbach, in the multi-page magazine 


Cuicaco, March 21—Merchan- 
dise advertising, nonexistent there 
five years ago, is beginning to ap- 
pear in the Soviet Union, chiefly 
in poster form, but is still negligi- 
ble 
propaganda and economic exhorta- 
tions. ‘i 

Communist-style advertising 
was described and displayed last 
week to members of the Adver- 
tising Executives Club of Chicago 
by H. Harry Henderson, vp and 
Chicago general manager of Bur- 
son-Marsteller Associates, pr wing 
of Marsteller, Rickard, Gebhardt & 
Reed. He has recently returned 
from an 18-day trip to Communist 
countries and interviews with their 
top propagandists: 
| There is no consumer media ad- 
| vertising, he said. 
| Posters for merchandise are like- 
|ly to appear when the government 
| finds itself with surpluses, such as 
|a bigger-than-expected catch of 
fish, or when it deems it desirable 
|to move the populace to specific 
/action, such as making clothes at 
| home. 
| In the first case, Mr. Henderson 
|demonstrated, poster copy simply 
| said, “Tuna is available eat 
it.” In the latter instance, Soviet 
women were told about the “equal- 
ly good” fabrics made by two dif- 
ferent mills. 


| e Another reason for the increase 
|in consumer advertising, accord- 
|ing to Mr. Henderson, is the at- 


in comparison with political | 


Goods Take Second Place as Reds Use Ad 
Techniques to Push Communism: Henderson 


on the cover of a Soviet magazine 
distributed in the Middle East, as 
proof that “it’s possible to have 
fun living under Communism.” 

On the other hand, a picture of 


‘GET OUT OF THE WAY’—This cover of 
Krokodil, Soviet humor magazine, 


suggests Kraft cheese, Chester- 
fields, Campbell’s soup, Coca-Cola 
and chewing gum are beyond the 
reach of America’s unemployed, 
who “ruin the advertising picture.” 


dejected, emaciated South Korean 
women behind barbed wires in a 
North Korean prison camp was 
captioned, “America, let us go!” 


tempt to show the world that the|® Mr. Henderson pointed out that 


|U.S.S.R. has consumer goods. Col- 
lateral material on motor scooters 
—for which gasoline is virtually 
unavailable—was cited as an ex- 
ample. 


| 


| 


the Communists spend $2 billion 
for propaganda, compared with less 
than $5,000,000 spent by the U.S. + 


Pitney-Bowes Reports 


Export promotion receives spe-|Gain in Gross, Net Incomes 


cial emphasis, the Chicago pr man 
said, pointing out that the U.S.S.R., 
|according to its top leader, trades 
| more for political advantage than 
| commercial reasons. 

On the domestic market, gov- 
|ernment-made ice cream, frozen 
fish sticks (which must be con- 
|sumed immediately after purchase 
| because there are no home freez- 
ers), sewing machines (copies of 
two-year-old Japanese models) 
and some other products have been 
given poster promotion. 

Direct mail is used on a small 
scale, such as sending favored par- 
ty members and government of- 
ficials leaflets on special individ- 
ual housing units, whose floor 
plans, Mr. Henderson pointed out, 
don’t show indoor toilet facilities. 


a Advertising production  tech- 
niques and the most potent appeals 
—and outright falsehoods in copy, 
photos and captions—are used ef- 
fectively by specialists in prepar- 
ing political propaganda materials 
that inundate the Soviet Union 
and satellite countries and flood 
many neutral and undeveloped 
countries, Mr. Henderson said. 
“You can’t turn your head in the 
U.S.S.R. without seeing posters 
glorifying Communism,” he said. 
Others vilify the U.S., he added. 
Mr. Henderson showed slides of 
magazines in which views of the 
modern Mayo Clinics, Rochester, 
Minn., or a Chicago Blackhawks 
hockey player were presented 
as Soviet contributions to the 
world’s progress. The Chicago ath- 
lete appeared in action in color 


| 
| 
| 


Pitney-Bowes, Stamford, Conn., 
reports gross income in 1960 was 
$67,518,340 in 1960, compared to 
$57,526,883 the previous year. Net 
income for 1960 was $5,773,501, an 
increase over the previous year’s 
total of $4,409,148. 

In its annual report, the com- 
pany reports that selling messages 
appeared in 45 different general 
and business publications, and 


;}more than 2,500,000 direct mail 
| letters were sent to prospects. Ad 


expenditures in 1960 were $1,632,- 
416, a 7% increase over the $1,- 
527,497 expenditures in 1959. 


3 Join in July-August Push 

National Assn. of Food Chains, 
Washington; Family Circle, New 
York; and American Meat Insti- 
tute, Chicago, will sponsor a joint 
“Easy on the Cook” July-August 
promotion, with emphasis on the 
use of meat in summer meals. The 
promotion will center around free 
distribution in participating stores 
of several million menu and recipe 
booklets, to be furnished by Fam- 
ily Circle. 


‘House Beautiful’ Expands 
House Beautiful has opened a 
new Philadelphia office at 1420 
Land Title Bldg. At the same time, 
the magazine has named Frank 
McMahon, Philadelphia area rep- 


resentative for nine years, Phil- 
adelphia-Mideast manager. Ross 
Cunningham has been promoted 
from the sales staff to the new 


post of sales coordinator of House 
Beautiful in New York. 
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of market-media data 
is about to hit! 


Even the sidewalk engineers would be surprised at the block- 
buster action Advertising Age’s Annual Market Data Issue 
produces each year. When market planners and media speci- 
fiers start sending in their requests for data—watch out—the 
response is overwhelming. Last year, over 92,000 requests for 
information were processed and passed on to the media offer- 
ing the data. This makes for a lot of contact between media 
and media user. 


That’s why so many media sellers and buyers are looking 
forward to the Market Data Issue this year, which is to be 
published on May 8, 1961. 


Over 1800 market data pieces will be digested and catalogued 
in eight basic market classifications to simplify selection. Page 
after page of this issue will get careful, methodical study from 
the very people whom media representatives are most anxious 
to reach. These include the advertiser and agency executives 
from company presidents and advertising managers to account 
executives and media buyers, as well as researchers and librar- 


ians who prepare and funnel information for programs and 
campaigns. 

What’s more, these people will be most receptive to all mar- 
ket and media information—including the facts you want 
them to consider—because they will be concentrating on mar- 
ket /media offerings. It’s hard to imagine a more potent op- 
portunity for strong media promotion to be seen, read, 


evaluated and retained for reference than the Market Data 
Issue. 


No other publication in the advertising /marketing world offers 
such positive proof of editorial acceptance and usage by ad- 
vertisers and agencies. No other advertising /marketing journal 
offers such a great audience—over 50,000 paid subscribers} 
—which includes virtually every important figure responsible 
for market planning and media selection. 

Take advantage of this combination of enthusiastic reader 
usage and field-blanketing circulation to develop your mar- 
ket promotion. Reserve your space today. 


+ As filed with ABC—Subject to audit. 


The Action-Packed issue of the year 
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AA Readers Respond to Call for 
Examples of Successful Negative Ads 


To the Editor: I heartily agree 
with Marvin Wachs campaign 
(AA, March 13) to put the nega- 
tive headline or campaign ap- 
proach in proper perspective. 

As my contribution, I enclose 
a staff memo written to our agen- 
cy’s contact and writing people on 
this subject, singling out a 1960 
Volkswagen ad (“Do you think 
the Volkswagen is homely?’’) as a 
successful case in point. In fact, 
this whole campaign has not been 
afraid to come to grips with the 
negative. 

And what about “Don’t swap a 
headache for an upset stomach!” 

Larry O'Neill, 

Vice-President and Copy Chief, 


VINYL-WELD 
presents 


NEW STYLES! NEW FEATURES! 
NEW LOW PRICES! 


STANDARD 3-RING 
VINYL BINDER 


Finest quality, hard-cover binder avail- 
able! 3 Ring Metal, spring. trigger 
action. 1” Capy. 


$00 
ONLY 


Other styles and capacities from 50¢ to $2.00 


FREE ! Your Company name and/ 


or other copy imprinted on 
front cover (max. area 7”x5”) with 
order of 100 or more binders. 


Choice of RED, GREEN, BLUE, BLACK, 
TAN, BROWN VINYL. IMMEDIATE DELIVERY FROM STOCK! 
QUANTITY PRICES ON REQUEST 
America’s Largest Selection of 
Custom-Made Ring Binders! 
Whatever your special requirements, 
we have the binder for you color, 
size, unusual design 
AT BUDGET MINDED PRICES! 


INDUSTRIAL PLANNING DIVISION 


-VINYL-WELD 


Products Inc 


Chicdgo tilinois 


Van Sant, Dugdale & Co., Bal- 
timore. 
Mr. O’Neill’s memo reads: 


Exploding a Couple of Myths 

In my opinion, two of the sad- 
dest and most solemnly revered 
sentences ever pronounced on a 
copywriter by a client or contact 
man are: 

1. Never ask a question in a 
headline. 

2. Don’t be negative in a head- 
line. 

So I feared for Volkswagen when 
some audacious DDB writer had 
them ask, in the Nov. 7, 1960, issue 


of Life: ‘“‘Do you think the Volks- | 


wagen is homely?” 

Now I see by a Starch report 
that this two-time loser finished 
first across the boards in male 
readership (52-49-15) on cost ra- 
tio...was matched in raw score 
“Read Most” by only one other 


automotive ad, a Pontiac Tempest ‘Hat Corp. ‘Beatnik’ Ad Was 


The Voice of the Advertiser 


This department is a reader’s forum. Letters are welcome. 


Plain Crazy About Good Coffee.” 

David O. Alber, 

President, David O. Alber As- 
sociates, New York. 


To the Editor: ...The saddest 
thing about this situation is that it 
seems necessary, in our creative 
business, to justify everything new 
by basing it on past successes. In 
my own experience, any prospect 
who will only buy an idea that is 
based on an old one is as likely to 
reject it because “it has been done 
before.” 

In arguing the negative versus 
the positive, I wonder how anyone 
would classify “Cuba si, Yanqui 
no.” ee 

May Mr. Wachs not have further | 
difficulty with his negative com- | 
mittee. 
Hy Schneider, | 

New York. 


‘them right! 


|run with the Beatnik ad,-not-enly 


Advertising Age, March 27, 1961 

to the point, hat sales are proving | package was deceptive or not. 
What the court did do was to lay 
down certain tests to guide the 
lower court in making a finding-as 
to whether a package is deceptive 
and in making a further finding as 
to whether the use of the package 
| is justified even if it is found to be 

| deceptive. 

| The court of appeals sent the 
| case back to the lower court “since 
the court below has not made the 


| necessary findings of fact to sup- 
Norway Agency Grows, Sends |port the legal conclusions which 


Stone to Publicize Office Move _ it has reached” in favor of Delson. 
To the Editor: You may know) Incidentally, please also be ad- 
that our firm is the oldest adver- | Vised that Delson Candy Co. has 
tising agency in Norway, and we today filed a petition for rehear- 
have had the pleasure a short time | ing, Or, in the alternative, for mod- 
ago to employ employe No. 100, a. ification of the court of appeals’ 
specialist in sales promotion. opinion, and the opinion is there- 
Our turnover has been rising | fore not final. Furthermore, re- 
every year since the war, and the | gardless of the outcome of the peti- 
expansion in Norwegian advertis- | tion, we have every expectation 
ing also in our own agency has|that the district court will, at the 
been a very lively one. A week or | next hearing, affirm its previous 
two ago we also moved our studios finding in favor of Delson, making 
and our copy department into new | findings of fact which will satisfy 
premises in a new building here in 'the court of appeals .. . 
Oslo, and in this connection we | Richard P. Brown Jr., 
have sent out a little greeting to| Counselor at Law, Morgan, 
(both) old and prospective clients,| Lewis & Bockius, Philadelphia. 
a little “stone from our heart” (“a| Advertising Age believes the 
load from our mind”). | story in its March 13 issue accu- 
We thought you might like to| rately reported the issues involved 


Yes indeed, Hat Corp. hit a home 


for our own Knox, Dobbs, Cav- 
anagh and Champ brands, but for 
the entire men’s hat industry. 
Estelle Lee, 
Advertising Manager, Hat Corp. 
of America, New York. 


b&w spread . . . trounced 12 other a Homer, Hat Corp. Says 
automotive competitive ads that 


were loaded with four-color pages | 


To the Editor: Up to now I have| your guidance that the copy reads 


| mention this little greeting 'n your |in the court decisions but believes 
| periodical, and we may mention for| Mr. Brown may have a point in 


and bleed spreads. 

Prospects do ask questions... 
and do bring up negatives...in 
real life. So do smart salesmen. 

Why deny these to copywriters 
when they can help copy be more 
reasonable, more natural, more 
productive? 

Larry O’Neill 

P. S.: If you’d like a candidate 
for a third sad sentence, it could 
be...“But that’s the exception | 
that proves the rule.” 


refrained from taking part in the | something like: “A stone fell from 
controversy that has been engaging |our heart the other day, as we 
| your columns during the last month} moved our departments for visua!- 
or two over our “Beatnik” ad.|izing, layout, 
However, I can’t resist replying to| over to the new building Haakon 
|the comments in the Creative|VII’s gate 2. (By the way, this 
Man’s Corner on Page 76 of your | street is certainly named after our 
March 6 issue. 


\late King Haakon.) In these new | 


I must say that Hat Corp. not|premises we have very keen em- 
only didn’t strike out with the|ployes, well fit and eager to take 
“Beatnik” ad; on the contrary, we|stones also from your heart.” 
hit a homer with the bases loaded, | A. Dietrichson, 


artwork and copy | 


| connection with the main head and 


jis glad to present his clarification 
here. 


Ganging Up Engravings Is an 
Old Hand's Production Trick 
To the Editor: Concerning Ken- 
|neth Butler’s article in the Feb. 20 
|issue entitled “$5 Pasteup Saved 
|$135 in Engraving Costs,” I wish 


|we'’re still at bat, the inning isn’t | 


| over yet and we have the top of the | 


To the Editor: One memorable 
negative advertising theme, heard 
in New York a few years ago, was 
a radio spot for a furniture van 
company. After a slightly ominous 
pause in the program, a steel-cold 
voice quietly advised, “Don’t make 
a move...without calling Lin- 
coln!” 

Betty Stuart Smith, 
Chicago. 


° * * 
To the Editor: 


batting order coming up. 

To be specific, this ad aroused | 
more interest than any ad in my 
advertising experience, both in our | 
own industry and out. Even now, | 
months after it appeared, we still | 
get letters commenting favorably 
on it. Dealers all over the country | 
have reprinted it in local papers | 


,and displayed reprints of it in their | 
|stores. Newspapers have written 
| asking for permission to run the ad 


locally. Seasoned veteran execu- | 
tives in this industry have ap-| 


...I call your at-| plauded the ad as the best thing | 


tention to “Don’t Buy Chock Full that’s happened to the men’s hat 
O’Nuts Coffee Unless You’re Just business in years. And, what’s more 


- TELEVISION HAS TO © 


to remark that I consider the gen- 
| tleman in question made no sav- 
|ings at all! 
| In other words, had he been in 
|my employ he would have been a 
Daddy, Pull in |sure candidate for unemployment 
Out of the Rain /compensation if he had proceeded 
To the Editor: Re your story of |to make 79 line engravings indi- 
the “Softest Sell” [dealing with oil | Vidually. In 25 years I have never 
companies’ overseas advertising] | ordered a group of engravings 
on Page 90 of the March 13 issue, | Without considering the possibility 
I find myself asking this question | Of “ganging” them for a single shot. 
every time I see the Gulf Oil Corp.| As a matter of fact, when the en- 
commercial of the station attend-|8ravings are to be delivered un- 
ant escorting the little girl to the | mounted and assembled with pub- 
restroom: In view of the deluge of | lication typesetting, I don’t have 
rain, why didn’t Daddy, who had|them cut apart at the engraver’s 
the intelligence to pull into a Gulf| Plant. Instead, they are forwarded 
station, have the good sense to pull|to the publication as a single unit 
in under the canopy which so ob-| and cut at the time of composition. 
viously projects out from the sta-|Thus the possibility of loss of any 


Hoydahl Ohme, Oslo, Norway. 


tion? 
Bruce R. Sherman, 
Stamford, Conn. 


_BE LOCAL IN WESTERN | a 
- OREGON...THERE ARE | 
MOUNTAINS! 


picture. Buyers get local coverage and attention 
.. and, remember, Eugene 


from all threestations . 
is Oregon’s 2nd market 
between Portland 


ONE ORDER, ONE BILLING TO 
YOUR HOLLINGBERY MAN OR 


ART MOORE & ASSOC. 
(PORTLAND ~ SEATTLE) 


Lawyer Says Part of Story 

on Delson Case Was Wrong 
To the Editor: Re: Delson Candy 

Co.—U. S. v. 174 Cases Delson 


to our attention that on March 13, 
1961, ADVERTISING AGE published an 
article... bearing the title ““Delson 
Packaging Is Deceptive, Says Court 
in Reversal, Says Earlier Ruling on 
‘Protective Paper’ Omits Deception 
Factor.” 

That article further contained 
the statement: “But the third cir- 
cuit court of appeals said last week 
that the lower court had not given 
sufficient consideration to the like- 
lihood that consumers would be de- 
ceived.” 

Please be advised that the head- 
lines and the portion of the article 

| quoted above are a completely in- 

correct and misleading statement 
of the holding of the court of ap- 
peals in this case. 

A careful examination of the 
court of appeals opinion will dem- 
onstrate that the court made no 
finding as to whether the Delson 


... the only metro area 
and San Francisco. 


Thin Mints (Third Circuit, No. 
13298) 

| This firm represents Delson | 
| Candy Co., the claimant in the 


| above captioned action. It has come | 


|of the units is minimized... 

However, I do believe the sub- 
ject production man should receive 
a small gold star for having all 79 
|small units drawn to size. I cannot 
|believe the artists did this volun- 
| tarily. Someone must have planned 
|it that way. It is very unusual to 
‘encounter a_ situation where so 
|many small illustrations can ac- 
| tually be drawn to the exact size 
needed for the pasteup... 

Having gotten this far with this 

letter, it occurs to me that there 
|may be many young production 
men who will benefit from learn- 
ing of the “gang” procedure as out- 
lined in Mr. Butler’s article—and 
that I can be accused of being a 
complaining old ad man since, at 
43, I have known the trick for 25 
| years. 
Therefore, I must make it clear 
|that I do not oppose Mr. Butler’s 
regular column of tips for produc- 
tion men. I was very happy, in par- 
ticular, with a recent column con- 
cerning Artype, Quillo type, etc., 
because these “cold” types have 
been saving me time and money 
for a long, long time .. . 

Sure, tell the youngsters about 
all these helpful tools and proced- 
ures. They need to know these 
things in order to be as valuable as 
the agencies who advertise for men 
under 40 seem to believe young 
men are. 

But, please, don’t insult the “old 
hands” by implying that these are 


rare © 
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Who Snapped Precariously 
Perched Picture Snapper? 

To the Editor: [Re: National 
Geographic ad, AA, Feb. 20] 

Thorough?—Hardly! 

Who took the picture of Bill 
Vaughn on his precarious perch? 
An explanation in the first para- 
graph might have earned the char- 
acteristic “thorough” for the orig- 
inator of the ad. 

Stanley Bier, 
Jericho, N.Y. 


new ideas to anyone who has been 
in advertising production actively 
for more than six months. 

Until there’s an Old Adman’s 
Home, like the Old Soldier’s Home, 
there is no reason to make the Old 
Adman feel he’s fading away with | 
no place to go. The man who con- 
ceived the stunt of ganging up en- 
gravings is probably now as old as 
Stanley Burnet Resor and his con- 


tribution is as important to the 
trade... 
And, if Mr. Butler’s on the side 


of Age & Experience, he might 
propagandize for us by crediting 


these time-proved ideas to the Old | 


Boys. 
Please. 
Van Kaatz, 
Van Kaatz: Advertising, Los 
Angeles. 


e 

To the Editor: I can’t help it. I 
let Ken Butler’s “Engraving Costs” 
pass, but when Clay Fischer of The 
Music Trades commented on it in 
the “Voice of the Advertiser” 
March 13 I just could not resist 
coming up to the bait. 

A few engravers will work with 
the production man as they make 
more on volume—the camera neg 
and stripping time are on the scale. 
The “flat” that fits the etching ma- 
chine costs no more than a half 
filled flat; but don’t forget you are 
cutting in on the camera man and 
stripper’s time and union shop 
boys do go for overtime. 

As an agency 
who has operated as engraving 
shop production man and biller- 
estimator you’d have fun going 
over the “extras” on any photoen- 
graving bill. You can work things 
out with some shops. Today some 
engravers will even make litho 
negs. There are economic prob- 
lems that make for progress. They 
notice that the offset “fad” con- 
tinues. Things do change. 

I even know a former RR 
(steam) engineer. And think of 
the RR fireman’s position today? 
The smart production man can, by 
testing around, sometimes save the 
agency an account client who 
checks and wonders about the ad 
agency production bills. Let all 
good production men continue to 
have fun with their lousy job and 
the personal satisfaction of know- 
ing how to synthesize their pro- 
duction. 

Cordially, 

H. E. Anderson, 
Ampersanderson Studio, New- 
port, N. H. 

* o se 
He Doubts Value of Direct 
Selling for Most Manufacturers 
To the Editor: In the March 6 


production man | 


issue of ADVERTISING AGE, I no- 
ticed an interesting item reporting | 
comments made by Peter G. Peter- 
son at a special University of) 
Chicago marketing clinic. His com- 
ments, for the most part, appear 
well taken. 

However, my crystal ball is a 
little foggy when I attempt to see 
the reasoning behind the statement 
that manufacturers will 
bring themselves closer to the con- 
sumer by more direct selling—via | 
phone, house-to-house calls and at | 
manufacturer’s shopping centers. 

Although personal selling is per- 
haps the most effective way of | 


try to} 


presenting a sales message, it is 
jalso one of the most expensive. 
|True, manufacturers are looking 
for the most effective way in 
'which to present their sales mes- 
|sages, but I believe they qualify 
|this by saying they want to pre- 
sent their message in the most ef- 
\fective way to the most people at 
| the least cost. 

For some consumer products and 
| services, direct selling fills the bill. 
But, the number of large national 
| manufacturers selling direct to the 
public probably can be counted on 
| your hand. 


And what of manufacturers’ 


shopping centers—can a manufac- 
turer spread the terrific retail out- 
let overhead for modern shopping 
centers over his handful of prod- 
ucts? To me, the trend appears 
to be going the other way, large 
retailers are vertically integrating 
by purchasing their own manufac- 
turing facilities. Some manufac- 
turers, of course, have their own 
retail outlets and have had them 
for some time. But is this really 
the trend? 

Now, I don’t mean to be overly 
critical of the forward thinking of 
Mr. Peterson, a man I have ad-| 
mired for quite some time, but I 
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just don’t see any evidence to 
back up his one point as applying 
to manufacturers in general. For 
specific situations, perhaps like 
Bell & Howell, it may well ap- 
ae 
George W. Peak, 
Student of Marketing, Evanston. 
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THE CAROLINA TRIAD 
6 States + 82 Counties 
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ONLY WLOS-TY HAS 
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THE CAROLINA TRIAD 
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ket . . . stretches across 82 counties in 6 states! 


ONLY WLOS-TV covers the Carolina Triad with 
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weekly circulation of 301,600*! 


*1960 ARB coverage study 
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Nuclear accident occurs in Idaho 


Editor Dan Cooper gets facts firsthand 
Technical details mailed to 


NUCLEONICS WEEK subscribers 


On the evening of January 3rd, 1961, 
three operators were carrying out rou- 
tine maintenance at the SL-1 (Station- 
ary Low-power Reactor No. 1), an Army 
Reactor Program unit at Idaho Falls. At 
9 p.m. there was an explosion. One rea- 
son this accident was particularly sig- 
nificant for the nuclear industry was 
that the three crewmen were the first 
fatalities in a reactor accident. 


As soon as the implications of the ac- 
cident were apparent, Daniel I. Cooper, 
Managing Editor of NUCLEONICS, was 
on his way to Idaho for a firsthand ac- 
count. With a representative of the 
AEC he toured the accident site, ap- 
proaching to within 100 feet of the re- 
actor (other reporters stayed in the 
headquarters area, three-quarters of a 
mile away). 


Why should Dan Cooper want to get 
such a close-up view? Mainly because he 
is a physicist as well as an editor. Dan 
holds a PhD from Massachusetts Insti- 
tute of Technology in nuclear physics; 
began his career with NUCLEONICS in 
1954. He is one of three PhDs on the 
editorial staff of this magazine. 


As a result of his investigations 
NUCLEONICS WEEK, a weekly news- 


a McGraw-Hill 


letter published by NUCLEONICS, gave 
its readers in the nuclear field the first 
technical coverage of this accident in its 
January 12th issue, mailed January 10th, 
just one week after the explosion. To 
give the story full coverage, the edition 
was enlarged 33% and a 6-page foldout 
with explanatory diagrams was added. 


But this wasn’t all. Subsequent issues 
of NUCLEONICS WEEK, plus the regu- 
lar February and March issues of 
NUCLEONICS, followed up with further 
detailed coverage and photos of the re- 
actor building interior. 


This flair for pouncing on important 
stories and clinging to them tenaciously 
is characteristic of McGraw-Hill editors. 
But it’s one thing to report news; an- 
other to interpret it authoritatively. 
Backed by the learning and experience 
of men like Dan Cooper, McGraw-Hill 
offers the best of both worlds. 


Editorial responsibility has brought our 
publications more than a million and 
a half paid subscriptions from key men 
in business and industry. These are men 
with purchasing influence, who are liter- 
ally paying to read your advertising in 
the McGraw-Hill publications to which 
they subscribe. 


@ 
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McGRAW-HILL PUBLISHING COMPANY, INC., 330 WEST 42nd STREET, NEW YORK 36,N.Y. 


Editor Cooper (right) and Dr. Willis Johnston, Health Physicist from the Idaho Operations 
Office of the AEC, check radiation (a safe 160 mr/hr) at SL-1 enclosure perimeter. Both 
wear special protective coveralls nicknamed “‘Mickey Mouse” suits; Cooper also carries 
portable tape recorder for his notes in case paper might become too contaminated to keep 
when he left affected area. In the background stands the building housing the doomed 
reactor; the explosion and almost all of the radioactivity were contained by it. 


hank. hie, oP cha + a ae: paighaimee ma ge Rost sae Bos cape: ae Pe ee em ee 5 | i TG Wiesel bola Ras ts a Ere tits he pe ae See PARA a GR = Wk Sod ord la ae ie eee” es: Be Re ee bees 
Beers ee ver ae mY eee ee a Page eas a eat tr S- Ce wee rere cae pe ae she 4 Mirela Saitg agen eG Sher a Digs.” bene “hae aa ae Rae a Bi i ee ee Dri i Pn ¥ = 
Reece eee sae eo ae <a > ates Pe hee Raa GR SE MM CS gee eae IES a SS a te A SR ll aR Pe MN ihe Poa VR ae a pee a ee Re oa eee ee 
Bente Re eee es Pe a ose age ee : eed ; = aa Re hg oe i — Giekik: =< pipet arin Pee a ea oe As ee Be aie SS we SEE Sinha. ad, ae et ee WEES A ah Pe we Py reddy Gage + Sh rea 
ee ee te ae ee ee « * #4 Bees os 240° = ape ar owe) : aay Seige <5 Ma" pa a a oe te z cul Sa : ie ee OES) eo ia icky eo Bee PORE Patho SE eC ER I) Sera me MM See ihm eon eal i aN come 
fae ee Ht ee Oe a eee aay 3 ee oy ag z: see ree at ae: ie ed SSS Cine hae eae ar eeu Me oS ER Se Nee Mi 26 age) ae RIN CEE Nab ap sae et Sant apis ote ae Ree at ek 
Smasher ore © dame a jaa 03s Sh pare SSS SR aE tec ulin ie A icin te a Se ee eee ee ee Ble! Ag. cake tate aera, ,aelioh =n Rae ae Cea Rs ante Ga x 
; t ' Dee sal 
es 
: a ee 
a 7 
ie 
5 
7 oa 
‘ey 
e 
t ° 
Phe 
| 
: 
H ‘ 
: ae 
i : a a 
ee ee 
ea ; - Pest 
s peers S agtonee 
2 SES 
Fs a Ae - % Us & 
é a ames oe 
; eee ee 
= Son een or 
wf ook. aes 
ef i sata i 
eee: 
ae eer 
' " 
f : 
. — 
: oe ae Aelee 
m Soe 7 
Meee ee 
* oe = G ee rs ie 
3 ih 
aes 
$ Pe 
is — 
z. ere ers 
I Be aaa 
: EE cy 
} ha: (Stage ae 
tee Em Pe 
te ee Mer) Y 
f : Mee 
Ge ee ke 
— 
. coe leary 
perk Et eee, | geet 
i ee 
AY (aes. ears wee 
c sk ae 
me oe ee Ae 
= ; 
= . ee eae 
= 
ge pe Sanat e 
oa * . me tts 
ser “adh = nee ay 
on ee ee 
ie aT or os 
cg Sgt ae a 
4 tn eth: 
3 che ee 
ze ak ot ak 
7 * eee EN oe 
sii fea aa 
3 ei ae 
We ee ee 
os ‘se ese : 
2 Bs; 
we ee 
‘ <0 eee 
Hn eee pare 
mS 4 . , aN hi he bes 5 7 
mae Z J 
Ask en ee 
eae E Pes 
hae — BR Abt e. 
ie 2 J ee 
' Rs cs 
ate : Ty 
: pee SLIP) - 
O < fi 
es | © * - : oe i 
: 
i \s 
2) oy al 
: Sent i : ie 
os pa > 
fe ‘ 
sig : : bs rs 
il a aaa edd 
oh Be ee 
: ae 
i ae f 
ee Pia oe 
7 E en she 
ee aoe 
be et od 
' 
1) 
ae as gi 
; ’ ‘ens seeps 
: ‘ oe 
: “A 
ee is. . ’ 
cee 3 é 4 it Sec mee a Snakes a 


84 


almost 

any package 
is easier 

to open 


ZIP-TAPE 


THE DOBECKMUN COMPANY 


A Division of The Dow Chemicai Company 
CLEVELAND 1,OHIO + BERKELEY 10, CALIF 


Offices in most principal cities 


GF Puts 2nd Brand, Yuban, on Shelves 
to Hike Coffee Market Share: Larkin 


Marketing Strategy 
Stories Told as Sales 
Execs Honor Successes 


New York, March 21—Just one 


year ago, Instant Yuban coffee | 
came to the New York market. To- | 


day it boasts of being the No. 3 


| soluble brand in that area; the No. | 
3 soluble brand in Philadelphia and 


San Diego; and No. 2 in Los Ange- 
les and Boston. The ultimate aim 
is national distribution. 

How the brand got there was 


spelled out by Arthur Larkin, gen- | 


/eral manager of the Maxwell House 
|division of General Foods. He 
| spoke last week at the second an- 
|nual conference on marketing 
| strategy of the Sales Executives 
'Club of New York. 
Four years ago, Mr. Larkin said, 
| the division took a look at the cof- 
fee business. It claimed leadership 
in ground coffee, soluble coffee 
and decaffeinated coffee. The 
problem was to stay out in front. 


“There was plenty of competition | 


nipping at our heels,” he _ said. 
“Our last count showed some 1,000 
brands of ground coffee and 450 
brands of soluble on supermarket 
shelves.” 


| @ The division’s study of the mar- 
ket indicated a fast-growing solu- 
ble coffee category, doing well 
over $400,000,000 in 1957 retail 
sales. In addition, “We saw rapid 
growth in the premium-price cof- 
fee field. In New York alone, 
| premium brands had grabbed 33% 
of the ground coffee market,” he 
said. 

| All this added up to the follow- 
ing, he said: 

“If we could develop a truly 
recognizable premium quality sol- 
| uble coffee... 

“If we could market it profitably 
at a premium price differential 
that would be reasonable to the 
consumer... 

“If we could devote adequate 
marketing funds in order. to 
achieve distribution and obtain 
broad consumer trial... 

“Then we could further segment 
this very large and growing solu- 


/on top of business.” : | 
| Maxwell House put its experts | 
_to work. They came up with “the | 
| best soluble coffee we in manage- | 
ment had ever tasted,” Mr. Larkin 
| said. 

= The next step was consumer | 
testing. 

Then—a name. “So back we) 
went to the consumer. Hundreds | 
of names were checked for coffee 
and premium quality associations | 
...names like Gourmet, Coronet, | 
| Kava, Corte and many others.” | 
| The winner was a name which the | 
company already had—Yuban, a_| 
premium quality coffee introduced 
in California, Mr. Larkin said. 

The name was derived from | 
“Yuletide Banquet,” a _ special | 
blend developed by a roaster in 
|New York, the Arbuckle Coffee 
Co., bought out by Maxwell House. 
| (Mr. Larkin didn’t say so, but 
| Stanley Resor, retired head of 
| J. Walter Thompson Co., coined 
the Yuban name.) 

Next—packaging. “We really 
covered the waterfront in this 
area,’ Mr. Larkin said. After the 
field had been narrowed down to 
a few combinations of shapes and 
labels, he said, ‘“‘We asked ‘you- 
know-who’ (the consumer) to 
make the final choice.” 


® The company was guided by 
three major considerations in 
choosing the shape, “deep colors 
and dramatic name _ positioning” 
of the current jar: Consumer re- 
quirements; current retailer shelv- 
ing practices; and prevailing in- 
dustry standards. 

The ultimate decision was to 


market a 2-oz. jar. 

In attempting to determine | 
price, Mr. Larkin said, “We also 
took a long hard look at the mar- 
keting risk. How much investment | 
| spending was required? Should | 
| we invest all or part of gross profit | 
in advertising and promotion? | 
How long would it take before a/| 


payout?” 


Eventually it was decided that | 


| consumers would pay more for 


| Instant Yuban quality, and they | 


| would do so in sufficient numbers | 


| 
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ploying variations of the aged bean 
idea were developed. “Again we 
went to the consumer for final 
judgment. Depth interviews 5 
preliminary print layouts .. . final 
layouts ... consumer panels... 
all confirmed our hopes that we 
had a winner,” Mr. Larkin said. 

He said the same testing tech- 
niques were devoted to tv com- 
mercials. 

The next phase of the operation 
was to set media objectives: 

1. Reach a broad dual audience 
of both men and women with high 
frequency. 

2. Focus media weight towards 
major metropolitan markets; me- 
dium-to-upper income families; 
and better-educated groups. 

3. Dominate both media and 
market during the introductory 
period. 

This called for nighttime tv, 
“with spot intensification on top 
of a network base (to be used 
when we were finally in national 
distribution),” and, in addition, 
regional issues of national maga- 
zines to extend the quality image 
and reach customers who were 
“trading up.” 


# On tv, Instant Yuban was ad- 
vertised through 200 spots a week 
the first three weeks and 55 a 
week thereafter. Thirty-five full- 
page color inserts in six Sunday 
supplements were used in the 
first four months, plus both color 
and b&w ads in 23 dailies. 

As a final phase of the intro- 
duction, “healthy trade allow- 
ances” were provided to encourage 
stocking, Mr. Larkin said. 

Between November, 1958, and 
October, 1959, the brand was in- 
troduced in various markets in 
California, Ohio and New York 
state. 

Dozens of variations were used 
in pricing, media, sampling versus 
couponing, sampling via coupon- 
ing, and so on. The tests showed 
that “The profile we had drawn 
of our prime consumer was accu- 
rate,” Mr. Larkin said. 

Finally, last March, Instant 
Yuban was launched in New York. 
A big feature of the introduction 
was a sampling and couponing 
campaign. A sample 2 oz. jar and 
coupon were hung on over 3,000,- 
000 doorknobs in New York. “Over 
70% of the families in the urban 
area received free a 2 oz. jar plus 
a 15¢ coupon good on the initial 


ble coffee market and add to our| that would justify the investment | purchase of either a 2 0z. or 6 oz. 


franchise—by building business 


44We would 
be a willing 
bride on 
coordination 
... Dut we 
object to 
common-law 
marriages. 79 


Braxton B. Carr, President, 
American Waterways Operators, 
Inc., colorfully phrases a willing- 
ness to coordinate with rails and a 
strenuous objection to occupying 
the same premises . . . as reported 
in Traffic World, the weekly 
newsmagazine of transportation 
management. Reprint on request, 
500 Summer Street, Stamford, 
Connecticut. 


spending “in the long run,” Mr. 
Larkin said. 


| m= Maxwell House was ready for | 
lthe advertising and promotion. 
| Prospective buyers were “practi- | 
cally everyone,” the company be- 
lieved. However, it went a step) 
further, and pinpointed its hard- 
core users. They would be: Be- 
tween 30 and 50 years old; modern 
in their outlook; better educated 
than most; in the medium-and- 
above income brackets; and con- 
centrated in urban centers. 

“Now that we had identified our 
consumers, we were ready to grap- 
ple with the problem of reaching 
them with an effective creative 
idea, Mr. Larken said. So first we 
set our copy objectives to: 

“Introduce Instant Yuban with 
maximum impact; position the 
brand definitely as a premium 
coffee; justify the flavor promise 
in a convincing manner; appeal to 
all consumers—but with emphasis 
on the identified “hard-core” users; 
and create an approach unique to 
coffee marketing. 

“Previous and current coffee ad- 
vertising had been pretty much in 
a rut,” Mr. Larkin said. “One brand 
would feature flavor—the imita- 
tors would follow suit. Another 
brand would spotlight aroma—the 
others would soon jump on the 
aroma bandwagon,” he explained. 


e As a result, the “aged bean” 
theme seemed to ring the bell 
when tested with the consumer. 
Dozens of different layouts em- 


jar,” he said. 


es Summing up, Mr. Larkin said: 
|\“Through consumer and market 
|research we identified a need. 


Based on this knowledge we set up 
a marketing hypothesis. Third 
came our marketing principles: 
We developed a superior product; 
we packaged and sized it properly; 
we priced it right; and we pro- 
moted the heil out of it!” 

Mr. Larkin was representing his 
company, General Foods, named 


'as “marketing strategy company 


of the year” by the Sales Execu- 
tives Club. 

Others to represent their award- 
winning companies were: Roy 
Abernethy, exec vp, American Mo- 
tors Corp.; H. Wisner Miller, vp 
and general manager, and B. M. 
Stevens, assistant general man- 
ager, electric typewriter division, 
International Business Machines 
Corp.; and S. P. Jacobson, presi- 
dent of the bowling division of 
Brunswick-Balke-Collender Co. 

Eugene B. Mapel, vp of the 
Chase Manhattan Bank, was named 
Marketing Strategist of the Year. = 


‘Esquire’ Names Vopni. Peirsel 

Edward Vopni, formerly head of 
transportation and travel adver- 
tising of the Detroit Free Press, 
has been named sales office man- 
ager of Esquire in Detroit. He suc- 
ceeds Walter Wesley, who re- 
signed. Tom Peirsel, previously 
with Newsweek, has joined the 
Esquire sales staff in New York. 
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LILAC TONE—This color page with 
dominant lavender tones marks a 
new campaign for French Lilac 
line of bath cosmetics by Allen B. 
Wrisley Co., Chicago. The ad will 
run in Harper’s Bazaar, McCall’s, 
Vogue, Glamour and Ladies’ Home 
Journal. John W. Shaw Advertis- 

ing, Chicago, is the agency. 


Washington Adopts 
Law to Regulate 
Outdoor Signs 


OLYMPIA, WASH., March 21— 
State control of billboards on in- 
terstate highways in Washington 
state became law March 11. 

Before representatives of some 
28 organizations that had been 
working for regulation of roadside 
signs, Gov. Albert Rosellini signed 
legislation that brings Washington 
into conformity with federal bill- 
board-control standards. 

With the exception mainly of 
advertising of services offered to 
the traveling public within 12 
miles ahead, the legislation pro- 
hibits billboards within 660’ of 
interstate highways or along state 
highways in sections designated by 
the legislature as scenic areas. 


s The signing of the bill brought 
the comment from J. Lister Holmes, 
chairman of the Washington Road- 
side Council, that the new restric- 
tions would protect the tourist in- 
dustry, preserve portions of scen- 
ery, safeguard the interstate high- 
way system and make highways 
safer and more pleasant for travel. 

Mr. Holmes said that enactment 
of the law was a victory for public 
opinion after a “tremendous strug- 
gle against interests which have 
fostered practices now to be reg- 
ulated.” 

The legislation allows three 
years for removal of non-conform- 
ing signs. It also directs the in- 
terim highway committee to rec- 
ommend to the next legislature, 
in 1963, additional scenic areas 
where signs are to be controlled. 


NO OUTDOOR SIZE 
CHANGES: HODGES 


WASHINGTON, March 21—Com- 
merce Secretary Luther Hodges 
announced last week that he has no 
intention of relaxing the existing 
size limits on outdoor boards along 
the new interstate highway system. 

A proposal to permit standard 
size 24-sheet boards had been 
circulated for consideration by 
former Commerce Secretary Fred- 
erick Mueller last December. Sec- 
retary Hodges has already stated 
informally at press conferences 
that he has no intention of approv- 
ing the change. (AA, Feb. 27). 

In announcing the decision to 
reject the change, Secretary Hodg- 
es said his decision is in accord 
with recommendations of Under- 
secretary of Commerce Clarence 
D. Martin, West Coast auto dealer 
who recently came into the depart- 
ment, and federal highway admin- 
istrator Rex M. Whitton, former 
chief of the Missouri highway de- 
partment. + 


Red Owl Seeks KRSI Stock 
Red Owl Stores, Minneapolis- 


based food chain, has signed an) 


agreement to acquire the stock of 
Radio Suburbia, operator of KRSI, 
suburban Minneapolis radio sta- 
tion. If the transfer is ap®roved, 
the station would be operated as an 
independent subsidiary of Red 
Owl. The food chain has said it 


. : would continue using all Twin Cit- 


ies broadcasting media as before, 
and the station would continue 
selling time to all advertisers. Erl- 
ing E. Rice will be president of the 
subsidiary, if the transaction is ap- 


proved. One of the new directors tising manager will be named later.) Post will be held Oct. 5-14. 


| 
| 
| 
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AMA Sets Dates for ‘62 Show |Okapi Adds de Lucenay Leon 

The 44th National Automobile George de Lucenay Leon has 
Show will be held Oct. 20-28, 1962, | joined Okapi Advertising Agency, 
\in Detroit’s Cobo Hall, the Auto-|New York, as an account executive. 
|mobile Manufacturers Assn. re-| He was formerly with Curtis Pub- 
ports. Cunningham & Walsh han- lishing Co., Murray Hill House and 
dled advertising for the last two Keystone Advertising Agency. 
national auto shows, but no agency 
has been named yet for the ’62 
exposition. 


would be John C. Cornelius, re- 
tired former exec vp of Batten, 
Barton, Durstine & Osborn. 


‘Catholic Market’ to Bow 

The Catholic Market, a con- 
trolled circulation quarterly, will 
be published beginning next Oc- 
tober by the Catholic Digest. The 
magazine, which will go to 35,000 
persons in diocesan purchasing of- 
fices, institutions, schools, colleges 
and’ parishes, has set a b&w page 
rate of $1,050. John McCarthy, ex- 
,ecutive editor of the Digest, has | 
|/been named publisher. An adver- 


SPORTS > CARTOONS-PRODUCTS IN ACTION 


FLIP BOOKS 


\Nargus-’Post' Set Drive 

The fifth annual “Food Store 
Spectacular” co-sponsored by the 
National Assn. of Retail Grocers of 
|the U.S. and The Saturday Evening 


MINIATURE FLIP BOOK CO., ».< 

1S WEST 44m STREET NEW YORK 36. N. Y. 

SEND FOR PRICES cuasvoneor FREE SAMPLES 
“POCKET TELEVISION” MOVIE FLICKER BOOKS 
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WFGA-TV captures a big 51.0% share of audience in November ARB! 


SOUTH GEORGIA 
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From 9 a.m. to midnight, 7 days a week, ° 
WFGA-TV corrals a 51% metro share of sets- 
in-use in Jacksonville. For the biggest return 
on your advertising dollar, see your PGW 
Colonel about WFGA-TV. 


WFGA-TV 


JACKSONVILLE @] 


REPRESENTED NATIONALLY BY PETERS, GRIFFIN, WOODWARD, INC. 
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By whatever yardstick you measure power in a newspaper, the 
St. Louis Post-Dispatch has it! The Post-Dispatch reaches 

65 per cent of all families in the rich A.B.C. City Zone 
weekdays and 79 per cent on Sunday. It carries 64 per cent 
of all newspaper advertising in the St. Louis market weekdays 
and 64 per cent on Sunday. National recognition of editorial 
leadership includes five Pulitzer prizes and numerous other 
awards. St. Louis is one of the very few two-newspaper markets 
where all three leading syndicated Sunday magazines are 

m distributed by local newspapers. But only one of the three 

™ reaches Post-Dispatch families. That one is PARADE. 


In 59 of its 65 key markets 
PARADE is distributed by the 
largest (or only) Sunday 
newspaper. This includes 8 of the 
13 big metropolitan markets—such 
as Washington, St. Louis 

and Miami—where one or more 

of the other syndicated Sunday 
magazines also is distributed. 
The results you get from a 
syndicated Sunday magazine depend 
on the newspapers that distribute 
it. Market by market, PARADE 
newspapers invite comparison. 


PARADE — THE SUNDAY MAGAZINE SECTION OF STRONG NEWSPAPERS THROUGHOUT THE NATION REACHING 10 MILLION FAMILIES EVERY WEEK 
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 . THE NATIONAL NEWSPAPER OF MARKETING 


‘What Kind of Person Is an Adman?’ AA Probes 
Ad Practitioners and Their Suburban Neighbors 


What kind of people are advertising people? What kind of business is advertising? How do the successtul peo- 


ple in the advertising business visualize themselves and their business—and is this mental image any- 


thing like the mental image of advertising and advertising people which their next-door neighbors cherish? To 


find out the answers to these and similar fascinating questions, Advertising Age commissioned a personal 


study by psychological researchers in three widely scattered suburban communities. The results will be de- 
tailed in a series of three articles, of which this is the first. 


Does this sound familiar to you? 
Advertising people are bright, en- 
ergetic and extroverted. 
They tend to be creative, inter- 


ested in ideas, aggressive and inclined 
to be glib. 


Advertising people are not “aver- 
age,” or “dull,” nor are they snob- 
bish or clannish. 

If this sounds familiar, it may be be- 
cause it is the image advertising people 
seem to have of themselves. 


s Unfortunately, their neighbors don’t 
always see advertising people the same 
way. 

Their neighbors, people in the same 
suburbs, often products of the same 
schools, with the same number of chil- 
dren and many of the same interests, 
and in the same general income brack- 
et, frequently have a quite different im- 
pression of advertising men. 


s Last spring ADVERTISING AGE asked 
Market Psychology Inc. to look into the 
question of how advertising people see 
themselves, and how their neighbors see 
them. The process entailed interviewing 
85 advertising agency men in their homes 
in the suburbs—in Westport, Conn., Win- 
netka, Ill., and Birmingham, Mich. For 
balance, similar interviews were con- 
ducted with 80 of their neighbors. 

These interviews show the neighbors 
looking at advertising men with con- 
siderable skepticism. They don’t see the 
advertising man as nearly so energetic 
as he sees himself, nor quite so bright. 

They see him as considerably more 
glib and superficial than he thinks he is, 
and much less interested in ideas than 
he thinks he is. 


s But there are areas in which the opin- 
ions of both groups are congruent. For 
example: 
e They are agreed that the advertising 
man is an opportunist; that he tends to 
be a heavy drinker; and that he is neu- 
rotic. 
e They are agreed that he is neither dull 
nor average. 
e Neither the advertising man nor his 
neighbors think of the advertising man 
as a “solid citizen.” In fact, a substan- 
tial proportion of the neighbors think of 
the advertising man as irresponsible. 

And yet... 


Perhaps the strongest single aspect of 
the study is the high regard evidenced 
by advertising people for advertising, for 
the people in advertising, and for the ad- 
vertising business as a place to work, or 
to have their favorite nephew enter as a 
neophyte. 

Advertising people obviously like and 
respect advertising. 

They say, for instance, that they would 
prefer a next-door neighbor to be in ad- 
vertising. No other occupation 
close. 

Similarly, if they were to pick from a 
representative list of occupations, adver- 
tising people say their preference for a 
husband for their sister would be some- 
one in advertising. (The next choice was 
the self-employed professional, a catego- 
ry which clearly has great appeal among 
most of the suburbanites interviewed.) 


comes 


® This high regard for advertising and 
its practitioners was by no means mir- 
rored by the neighbors. They see adver- 


tising and its workers in a far less flat- 
tering way. One respondent complained 
of advertising’s juvenile character; he 
noted that “young fellows in advertising 
bothered him” because they never 
seemed to get out of college; they were 
tangled in jargon and had no idea of the 
important part advertising played in the 
economy. The older men in the adver- 
tising business seemed solid enough to 
him, but at a recent luncheon with a 
group of young advertising men “all I 
could think of was going to a college 
reunion—and worse than that, a Dart- 
mouth reunion.” 

And when the neighbors were asked 
what kind of person they would like to 
have as a_ next-door neighbor, they 
chose—by a two-to-one majority over the 
next occupation—a self-employed profes- 
sional. The neighbors’ second choice was 
an educator for a neighbor, and more of 
the neighbors preferred an educator as a 
neighbor than did advertising men—al- 
though advertising people like to think of 


Background of the Study 


In May of 1960 the firm of Market Psychology Inc. conducted inter- 
views in three specially selected suburbs or exurbs of New York, Detroit, 
and Chicago. In Westport, Conn., in and about Birmingham, Mich., and 
in Winnetka and Highland Park on the North Shore of Chicago, adver- 
tising agency men and their non-advertising neighbors were interviewed 
at length in their homes. There were 165 interviews, 95 with a structured 
projective questionnaire (49 advertising men, 46 non-advertising neigh- 
bors), and 70 with a semi-structured qualitative questionnaire (36 adver- 
tising men, 34 non-advertising neighbors). 

All advertising respondents work for advertising agencies in one of the 
three large cities near them. Their jobs include practically every function 
within an agency: vice-presidents and other executives, account execu- 
tives, creative administration, art and copy directors, office managers, etc. 
Their non-advertising neighbors included many in executive positions, 
such as business managers, vice-presidents, assistants to presidents, execu- 
tive vice-presidents, district and regional sales managers, office managers, 
together with a wide range of other kinds of non-advertising work, in- 
cluding 1 builder, 1 mason, 1 teacher, 1 lawyer, 1 physicist, 1 engineer, 
1 real estate manager, 1 labor relations director, 1 trucker, 1 pilot. 

Responses center about three main areas: what advertising men and 
their non-advertising neighbors think of themselves and of each other as 
people (today’s article); how they separately feel about advertising jobs 
versus other kinds of work; and their different opinions concerning the 
current state of advertising in the U. S. today. 


themselves as interested in ideas. 

Advertising ranked last. Only 4% of the 
neighbors thought they would prefer to 
have an advertising man for a neighbor. 
(See chart, Page 90.) 


# It might be reasonable to suppose that, 
if you don’t want an advertising man as 
a neighbor, you would be indifferent to 
him as an in-law. Advertising ranked 
fourth among six occupations in the 
choice of the neighbors. First choice was 
the self-employed professional, and ad- 
vertising did better than retailing and 
banking, but only 4% of the neighbors 
would prefer their brother-in-law to be 
an advertising man. 

So the verdict is mixed. Advertising 
people like advertising people. “As peo- 
ple go,” one enthusiastic advertising man 
told an interviewer, “they’re about the 
nicest, most interesting, most intelligent, 
most flexible, of any.” A non-advertising 
man conceded that advertising people 
have “pleasant, volatile personalities,” 
but added that he wouldn’t want any of 
his family in advertising because “of the 
tensions and hours involved . . . Mone- 
tary gains are at the expense of a happy 
home life.” 

Similarly, a non-advertising man found 
fault—“They gre a defensive group of 
people ... have an inferiority complex.” 
And an advertising man said crisply: 
“Some things the good ones are not—they 
are not drunks or exhibitionists; they 
don’t tend to any great degree to be im- 
moral, untruthful, or in general a fake or 
a phony.” 


What Are 
an Adman’s Traits? 


Is an advertising man a “solid citizen”? 
Only 5% of the advertising people think 
so, and none of the neighbors do. By 
way of contrast, nearly two-thirds of the 
advertising people and more than half of 
the neighbors think of people in banking 
and finance as “solid citizens.” 

Elaborating on this general idea, adver- 
tising is not seen as a field where “honest 
and straightforward” people are most 
likely to work. Only 8% of the advertis- 
ing people think so; they ranked banking 
and finance first in this category. None of 
the neighbors thought of advertising as a 
field where honest, straightforward peo- 
ple would be likely to work, and their 
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leading choice was also banking and fi- 
nance. Nor is advertising a place where 
“reliable, responsible” people are likely 
to work, according to advertising people 
—only 7% thought so. And only 2% of 
their neighbors thought reliable and re- 
sponsible people would be likely to work 
in advertising. Banking was again the 
choice of both groups. 


s Banking fared very well in this portion 
of the study, but a closer look at the 
tables and charts on this page would seem 
to give little comfort to whomever is in 
charge of worrying about banking’s im- 
age. For, while banking is regarded as at- 
tracting solid, reliable, responsible peo- 
ple, it is regarded as unlikely to attract 
energetic people. It is regarded as lag- 
gard, uninterested in ideas, as unoriginal 
and uncreative, introverted, non-aggres- 
sive. It is regarded as a field likely to 
have dull people working in it, and bank- 
ing people are regarded as clannish, snob- 
bish, and overwhelmingly Republican. 
People from banking and finance also 
won low marks as desirable next-door 
neighbors, and as prospective brothers-in- 
law. 

Advertising people regard themselves 
highly on the score of energy. When 
asked what kind of business would en- 
ergetic people be likely to work in, ad- 
vertising people say advertising—by 71%. 
The neighbors don’t agree; only about 
29% think of advertising as a field for 
energetic people, and their top choice is 
the self-employed professional (45%). 
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To Have Your Sister Marry? 
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Advertising has sometimes been de- 
scribed as a business for bright young 
men. This seems to be a position more 
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field where one would be likely to find a 
bright young man working, the neigh- 
bors’ choice is the self-employed profes- 
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The 24 “trait” charts above and on the following pages show the answers of respondents 
to the question, “Which industry would someone who is a ‘solid citizen’ be most inclined 
to get into?” The second chart above shows the answers to the question, “Which in-. 
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dustry would someone who is ‘honest, straightforward’ be most inclined to go into?”, 
and so on for each of the 24 charts. The responses of advertising people are shown in 
black, those of their non-advertising neighbors in red. The result is an interesting pro- 
file of the “image” of six dissimilar types of endeavor, as seen by suburban residents 


in three upper-class areas in the East and Middle West. 
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Whom Would You Prefer 
As Your Next-door Neighbor? 


Admen Say: 


Someone who works in... 


sional 
(34%). 

Is advertising a place for “trend set- 
ters’? Advertising people think so, by a 
74% margin. The neighbors are inclined 
to agree, but not so overwhelmingly. Ad- 


(40%), with advertising second 


7% 


vertising is first choice, by 32%. 
Elaborating on these general ideas, the 
groups were asked where people who are 
interested in ideas are likely to work. 
Advertising people are sure—by an over- 
whelming majority, 96%—that they work 
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in advertising. The neighbors agree; 
51% think of advertising, but the man- 
ufacturing industry is runner-up with 
25%. Manufacturing rated zero with ad- 
vertising people, and this may be an 
echo of agency experience with client 
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intransigence. 

One of the surprises of the study is the 
consistently low regard for retailing and 
retailers. The retailer emerges as low in 
honesty and reliability. His field is thought 
to be poor for the energetic, the bright, the 
interested in ideas. Retailing appears to be 
regarded as a poor field for the creative 
person; it is the haven for the average 
man. Retailers draw low marks for ag- 
gressiveness, and high marks for dull- 
ness and irresponsibility. They emerge 
as glib and superficial, and wishy-washy. 
Retailers are not regarded as snobbish 
or clannish or “Ivy League.’ They rated 
at the bottom of the totem pole as pro- 
spective neighbors or in-laws. 


es It may be that these views, and their 
reflections on the retailing community, 
are the product of the upper-class sub- 
urbs in which the interviews were con- 
ducted. The feeling of the suburbanite 
that the local retailers are battening on 
him is common. It may be significant 
that the advertising man, who has to 
work with retailers, has a consistently 
higher regard for the retailer than does 
his non-advertising neighbor. One might 
suppose that retailers, as entrepreneurs, 
would rate a notch higher in the regard 
of their neighbors, but this does not seem 
to be true. 

Where are “original and creative” peo- 
ple likely to work? Advertising people 
say advertising (93%). The neighbors 
agree, but by 67%. The neighbors and 
advertising people alike gave zeroes to 
banking and retailing. 

“Original and creative” are attractive 
words to advertising people, and by at- 
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‘Are you missing a big slice of the travel market? 


American Airlines isn’t — neither is United Air Lines, Pan- 
American World Airways, Avis, Hertz, British Overseas 
Airways Corporation, Cunard, Matson, Grace, Western 
Hotels, Hilton Hotel Corporation—nor more than 150 
other travel, hotel and resort advertisers, large and small, 
national and regional. 

And neither is General Development—see their 8-page 
insert in the March 27th Sports ILLUSTRATED, Eastern and 
Midwest Regional editions, featuring the sumptuous new 
Port St. Lucie Country Club. It’s a colorful example of how 
SPORTS ILLUSTRATED'S Own contemporary editorial setting 
provides the perfect background for the travel industry’s 
most contemporary advertisements. 


os r a 


Travel advertising in Sports ILLUSTRATED not only finds 
readers in the mood for travel—it finds them with the 
money and the time, too. Nearly one-third of the 950,000 
families who read Sports ILLUSTRATED are entitled to 4 or 
more weeks’ vacation. The median household income is 
$10,835, almost the highest of any magazine. Very nearly 
half own two or more cars. They actually hold nearly 1 of 
every 9 passports in the entire U.S.—and 1 out of 6 of all 
the air travel cards. 

But then it’s only reasonable that families who read an 
active magazine make up an active market. And in 1960, 
only 4 magazines in the land carried more consumer ad- 
vertising pages than did Sports ILLUSTRATED. 


Sports lilustrated 
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tributing them to their own field they 
attribute the qualities by extension to 
themselves. Non-advertising people some- 
times move from thé good qualities to 
qualities they dislike. One respondent 
said, “I knew some that are fine. Like 
any “business, there are also a lot of 
damn-fool crackpots; perhaps more in 
this field than any other. There is a ter- 
rible turn-over from one company to an- 
other. There is an element of the four- 
flusher. Then there are some sound, con- 
servative people—then again you find a 
bunch of crackpots putting on a good 
front. They are frightfully extrovert .. .” 


s One thing both advertising people and 
their neighbors agreed: advertising is not 
likely to attract the average man. Ad- 
vertising people say the average man is 
most likely to work in manufacturing 
industry (60%), and this may be an- 
other. reflection of the ancient antago- 
nism for the client, who has the last word, 
okays the copy and the expenditures, 
and may move the account. The neigh- 
bors think first of manufacturing (50%), 
and second of retailing (39% ). 

Where would an introvert work? Cer- 
tainly not in advertising—only 2% of the 
advertising people see advertising as a 
place likely to have introverts working, 
and the non-advertising group confirms 
this opinion. The choice of both groups 
as a place to find introverts is educa- 
tion. 

Now, where would an extrovert work? 
Why, in advertising, of course. Some 
76% of the advertising people thought so, 
and the neighbors agreed by a 61% 
margin. 

One interviewer was told by an ad- 


vertising man that advertising people 
generally are “somewhat extroverted. I 
find them personally very interesting to 
deal with and work with.” Another ad- 
man says, “If I were not very enthusias- 
tic about people in advertising, I would 
not be in the business.’’ A non-advertis- 
ing neighbor chimes in: “Definitely ex- 
troverts. They would almost have to be. 
They are more original, must have a 
sense of proportion, artistic capabilities, 
and the knack of knowing what the con- 
sumer might be looking for. ..I like 
most of them. They are definitely more 
interesting than others.” 

It may seem that “extrovert” and “ag- 
gressive” are close in meaning, but re- 
spondents made a distinction. While ad- 
vertising people think advertising is the 
field in which an aggressive person 
would work (64%), the neighbors rate 
advertising equal with self-employed pro- 
fessionals (33% each). 


s Both groups think “dull people” aren’t 
likely to work in advertising. Advertising 
people think dull people are more likely 
to work in banks or manufacturing in- 
dustry. The neighbors’ choice for dull 
men is retailing (49%). 

It will be recalled that advertising did 
poorly on the ground of responsibility and 
reliability. When the question was put 
somewhat differently, and respondents 
were asked where “irresponsible people” 
would be likely to work, retailing was 
the thumbs-down winner. Advertising 
people thought advertising attracted ir- 
responsible people to only a minor degree 
(12%); non-advertising people doubled 
advertising’s percentage (24%). Retailing 
led as a job for the irresponsible (31% of 


the advertising people and 41% of the 
non-advertising people). 


a When the questions were turned to 
“negative values,’ advertising people 
tended to take a rather dour view of 
themselves, but in many cases their 
neighbors take an even more caustic 
view. 

For example, the question of where a 
“glib, superficial” person is likely to 
work: advertising people thought of ad- 
vertising, but they ranked it second to 
retailing (40% vs. 43%). The neighbors 
chose advertising by 59%. 


s As the chart on Page 90 shows, ad- 
vertising people rated retailers highest in 
glibness and superficiality. Non-advertis- 
ing people ranked retailers equal with 
bankers and educators. 

Neither set of respondents felt that 
“wishy-washy people” are likely to go 
into advertising; only a minor percentage 
picked advertising from either group. Ad- 
vertising people divided equally among 
education, manufacturing and retailing 
for ‘“‘wishy-washy” people. Non-advertis- 
ing people picked retailing (45%). 


Clans, Snobs 
and Ivy Leaguers 


It has sometimes been said that ad- 
vertising people tend to segregate them- 
selves; that the concentration on Madison 
Ave. is a bad thing, as are the clusters 


of admen in Fairfield and Westchester 


counties. On balance, however, the ad- 
men in this study do not feel that “clan- 
nish” people are likely to work in ad- 


vertising; the opinion of advertising peo- 
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ple is that both banking and finance and 


self-employed professionals tend to be. 


clannish. The neighbors don’t seem to 
think advertising is clannish either, not 
in comparison with banking and educa- 
tion. 


= The question of whether a business is 
snobbish may be close in concept to clan- 
nish. Advertising people don’t think of 
advertising as a business likely to attract 
snobs. Their idea of a business with snob- 
appeal is banking. Non-advertising neigh- 
bors are inclined to agree; banking won 
in a walk, although advertising was sec- 
ond with 19%. 

The question was asked another way— 
in what business would “Ivy League” 
people be most likely to work. So far as 
advertising people are concerned, bank- 
ing and finance is the business where 
Ivy League people are likely to be found. 
Advertising is second, in their opinion, 
with about 60% as many voting for ad- 
vertising as for banking. The neighbors 
don’t agree—advertising is an Ivy League 
occupation, and it led their list, with 45% 
of the votes, double that of banking, and 
nearly three times that of the profes- 
sional. 


s Incidentally, the three cities differed 
somewhat in their appraisal of the ques- 
tion: advertising and non-advertising 
groups in Chicago split their “Ivy League” 
responses equally between banking and 
advertising; in Detroit and New York, the 
advertising groups insisted banking con- 
tained more Ivy League people than ad- 
vertising. Their neighbors, on the other 
hand, insisted equally that advertising had 
more “Ivy League” people than banking. 


Neurotics and Heavy Drinkers Visualized in Ad Ranks, as Well as Ivy Leaguers 
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Grit strengthens your hand 
in 16,000 small towns 


We'll lay our cards right on the table: if you are a national 
advertiser and are relying on the big mass magazines to 
cover your market . . . you need Grit. 

Why? Because the major mass magazines circulate pri- 
marily in big cities . . . give you relatively sparse coverage 
in hard-to-reach small towns. Grit adds a concentrated 
solution of small-town readership . . . to help provide 
balanced national coverage. A majority of Grit’s 850,000 
families live in towns of 2500 or fewer . . . a bare tenth of 
1% in cities of 1,000,000 or more. 


Moreover, Grit maintains an 80-20 editorial-to-advertis- 
ing ratio . . . which assures your ads of high visibility. And 
Grit is edited by people with small-town backgrounds, 
people who understand small-town needs and interests . . 
your assurance of a vital editorial atmosphere. 

And the cost is low. In fact, you can reach Grit’s 16,000 
small towns with a big-space campaign for about $2 per 
town per year! Small wonder so many blue-chip advertisers 
—firms with millions invested in major mass media—keep 
Grit on their schedules. May we deal you in? 


Grit Publishing Comp 
Represented by Newspaper Marketing Associates 
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Opportunists— 
Neurotics—Drinkers 


What is the meaning of “opportunist’’? 
Is its connotation one who lives by ex- 
pediency, a sharp operator, a man with 
an angle? Or does it mean one who is 
alert, on his toes, mobile and flexible? 
Whichever meaning it has, advertising 
people, by a substantial majority (40%) 
think advertising is a business where op- 
portunists are likely to work. The neigh- 
bors confirm the judgment—advertising 
is ranked first (41%), followed by self- 
employed professionals. 

Do neurotics gravitate to advertising? 
Are neurotic people likely to work in 
advertising? Advertising people appar- 
ently think so: they ranked advertising 
second to education as a field likely to 
have neurotics working in it (31% vs. 
35%). Non-advertising people took a 
harsh view: they believe advertising is 
likely to have neurotics working in it, by 
a substantial 53% majority—three times 
the number of choices of the other fields. 


s In explanation, one adman told an in- 
terviewer: “A great proportion of the 
people I know are basically frustrated. 
They have abilities they are afraid to 
use or unable to use .. . Most of them 
feel they are more creative than their 
profession requires.” A non-advertising 
man marks their sensitivity to criticism 
of advertising, “of which there is a great 
deal. They spend half their time explain- 
ing it away, and being defensive about 
being in it.” Another adman explains 
that “there’s always the bad hysterical 
type. I guess they are fairly keyed-up, 
talented intense people who feel insecure 
in the business. For the most part you 
will find them pretty intelligent, genuine 
people.” Then he added, “There are also 
some real phonies.” 

On the subject of heavy drinking, that 
favorite fictional] characteristic of adver- 
tising men, both panels are agreed. The 
“heavy drinker” would be most likely to 
work in advertising: advertising men say 
so (40%) and double the next category, 
manufacturing; non-advertising men 
agree (53%) and their margin of agree- 
ment is three times the next classifi- 
cation. 


Politics: Neuter 

Some concern has been displayed in 
the advertising business because adver- 
tising people have been depicted as pol- 
itical sycophants, so much so that the 
Democratic National Committee had some 
trouble placing its account with a major 
agency a few years ago. Also, advertis- 
ing men have been depicted as full of 
guile. talking strongly Republican and 
secretly voting Democratic. But this study 
tends to show advertising is close to neu- 
ter, so far as politics is concerned. 

When asked in what field “Liberal- 
Democrat” people would be likely to 
work, advertising people ranked adver- 
tising next to last, with teaching first 
(53%). Non-advertising neighbors ranked 
advertising men last as liberal Demo- 
crats, and agreed teachers were first— 
45%. 

Nor does the advertising man cast 
much of a shadow as a Conservative- 
Republican: Advertising people ranked 
advertising as the third most likely field 
for the conservative Republican to work 
in, with banking first at 58%. Non-ad- 
vertising people saw advertising next to 
the last place a conservative Republican 
would be likely to work, with banking 
first at 54%. 


What Kind of People 
Are Admen? 


In direct response to a question about 
what kind of people worked in advertis- 
ing, the respondents gave clusters of re- 
sponses, grouped here. The percentages 
add to more than 100% because of mul- 
tiple responses. , 

Here’s how the advertising people an- 


swered: 


e They are more interesting and more 
interested than most people because they 
are more interested in ideas, in many 
things; their minds are always darting 
about, and they see many facets of a 
problem. They are stimulating, general- 
ly well-educated and better informed, in- 
WINN. <Fn:d« 6508054 skeet seeetes 46% 
e They are more creative, more talented 
than others. 


e They are aggressive people with rest- 
less minds, eager to understand, always 
on the lookout for what is new; they are 
extroverts, have drive and stamina, are 
enthusiastic, keyed-up, intense. ... -:26% 
e They are like anyone else; they run 
the gamut of personality; they are a 
cross-section of human nature. ...... 17% 
e They are hardworking, responsible 
people and able practitioners. ..... 14% 
e They are likable, most wonderful peo- 
ple in the world, a nice bunch of peo- 
| Pe Ree eee ee Per 11% 
e They are frustrated; most feel they are 
more creative than their profession re- 
quires; they are insecure, and lack emo- 
tional stability because of the pressures 
ee eee 11% 
e They are not always sincere, and some 
are real phonies; their idea of their own 
importance is terrifically overrated. .11% 
e They are loyal wherever they are, sin- 


cere, dedicated, conscientious. ...... 11% 
e They like people, have real sensitivity 
to people, are more humanitarian. ...9% 


The Neighbors Sum Up 


The largest group of responses from 
the non-advertising neighbors clustered 
in four groups, and is considerably less 


-kind. For one thing, qualities like being 


“aggressive” are linked not with “rest- 
less minds” or enthusiasm, but with 
strongly competitive behavior. Here’s the 
summary of how the neighbors answered 
the question of how they feel about peo- 
ple in advertising, and what kind of peo- 
ple advertising people are: 


e They are smart and intelligent, clever 
and creative, more or less artistic, inter- 
esting, well-educated, have creative abili- 
ty and imagination, and also are more 
aware of life around them than the aver- 
BE I, 5.5 doe Caneweeeatansaess 48% 


e They are aggressive, always competing 
to get on top, extroverts, stimulated, 
crackpots, four-flushers, sales types. 33% 
e They are fine, very fine people, the 
same as anyone else, all kinds of peo- 
| rere er err: erie er err er eee 21% 
e They are defensive people with in- 
feriority complexes, frustrated, immature, 
and lead an abnormal life. ........ 12% 


Advertising: Job Profile 


It might be fairly said that advertising 
men rate. many negative reactions as 
people—they are characterized by them- 
selves and their neighbors as not too 
solid citizens, a-political, glib and super- 
ficial, opportunistic, tending to be neuro- 
tic, irresponsible, and drinking heavily. 

Counter-balancing this, in the minds of 
both the advertising man and his neigh- 
bor, are unusual and forceful qualities. It 
also appears that advertising people are 
considerably more sure than their neigh- 
bors that advertising people possess these 
unusual and forceful qualities, but both 
groups are in substantial agreement. 

Advertising people are thought to be, 
or think of themselves as being, unus- 
ually bright young men, energetic and 
extroverted, trend setters who are origi- 
nal and creative people. They give them- 
selves credit for interest in ideas. They 
are not thought to be average, dull or 
wishy-washy. 

In research language, when the same 
two social-distance realities are presented 
to the groups, there is a notable dif- 
ference in the answers. Advertising peo- 
ple would like other advertising people 
living next to them, and to a lesser ex- 
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Compiled by Lester Leber 
WARNING! These aren't easy. No one is likely to know all the answers. 
But a well-informed adman should get at least a dozen right. You'll find 
the answers on Page 98. 
1. Of the nearly $12 billion spent annually on advertising the largest 
single chunk goes to 
(A) Newspapers (B) Broadcast media (C) Magazines 
2. Shore of total advertising that is handled by advertising agencies 
comes to about 
(A) 10% (B) 40% (Cc) 70% 
3. From standpoint of total billings largest broadcast network is 
(A) CBS (B) NBC (Cc) ABC 
4. Three automobiles have announced that they will abandon tv pro- 
grams with which they have been connected. The longest sponsor- 
ship was 
(A) Dinah Shore by Chevrolet 
(B) Lawrence Welk by Dodge 
(C) Wagon Train by Ford 
5. New radio station code limits advertising time per hour of broad- 
casting to maximum of 
(A) 6 minutes (B) 12 minutes (C) 18 minutes 
6. Leading medium for cooperative advertising between manufactur- 
ers and retailers is 
(A) Newspapers (B) Radio (C) Direct mail 
7. Most daily newspapers charge a national advertiser more than a lo- 
cal advertiser. This differential averages close to 
(A) 20% (B) 40% (Cc) 60% 
8. In newspaper parlance ‘‘bogus”’ refers to 
(A) Type that is set but not used 
(B) Newsstand copies that are not sold 
(C) Advertising copy that is not acceptable 
9. Saturday Review is now owned by 
(A) Time Inc. (B) McCall Corp. (C) Curtis Publishing Co. 
10. Cost of a four-color page is highest in 
(A) Life (B) Reader's Digest (C) This Week 
11. Top advertiser in farm publications is 
(A) International Harvester (B) Ralston Purina (C) Ford 
12. In 1,000 of America’s leading four-year colleges advertising courses 
are taught by about 
(A) 50 (B) 200 (c) 500 
13. Biggest month of the year for department store volume is 
(A) June (B) September (C) December 
14. On which of these do Americans spend the most? 
(A) Cat food (B) Dog food (C) Baby food 
15. Company with largest number of stockholders is 
(A) General Motors (B) U. S. Steel (C) A.T.&T. 
16. There are now more people in 
(A) New York City (B) New York suburbs ‘ 
17. At the beginning of this century about half our population lived on 
the farm. Today those who make their living from the land represent 
(A) 5% (B) 10% (C) 25% 
18. During the next ten years our fastest population growth will be in 
the age bracket 
(A) Under 30 (B) 30 to 50 (C) Over 50 
19. One of these countries does not belong to the European Economic 
Community or so-called Common Market 
(A) France (B) Great Britain (C) West Germany 
20. Country with largest number of students, including colleges and 
universities, is 
(A) fUnited States (B) U.S.S.R. (C) China 


tent would like a brother-in-law in ad- 
vertising. When the same situations are 
presented to non-advertising people, it 
seems clear that despite the many ways 
in which they hold advertising people in 
positive esteem, they do not consider 
them first choice as a neighbor or as an 


in-law. 

Again, in research language, the fact 
that advertising respondents attribute 
many qualities of excellence to people 
working in advertising is in fact an in- 
direct vote for themselves as possessing 
these qualities. It is a way of expressing 
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3:39 pm, April 12, 1945: 


Where were you when FDR died? 


From the bleachers at Ebbets Field a fan booed 
Durocher at second base...a coal miner in 
Pottsville celebrated a $1.25 increase won by 
UMW...a GI took a sniper’s bullet in Okinawa 
... the 9th Army sliced 60 miles deeper into 
collapsing Germany ...it was 3:35 pm April 12, 
1945 ... and Franklin Delano Roosevelt died. 

Wherever you were, whatever you were 
doing, you remember the moment you heard 
FDR was dead. Everybody does. That’s the 


way it hit people. Winston Churchill said he 
felt he had been “struck a physical blow.” Joseph 
Goebbels telephoned Hitler and said “My Fueh- 
rer, I congratulate you!” General Dwight D. 
Eisenhower discussed the news with Generals 
Patton and Bradley, and wrote “we went to bed 
depressed.” And in New York, Chicago, San 
Francisco ...in towns and cities throughout the 
world .. . strangers stopped each other in the 
street and asked: “Have you heard the news?” 


Now, sixteen years after the event, April Good 
Housekeeping carries you back with FDR— 
THE FINAL HOURS, a condensation of a 
memorable book. Bernard Asbell traces hour by 
hour the events of that day in the Little White 
House, Warm Springs, when FDR died and an 
era ended. A reading experience —and typical of 
Good Housekeeping. 


Good Housekeeping 


Magazine and Institute/A Hearst Magazine 


Pocmtins by 
Good Housekeeping 
SS srnanaee 
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actual or potential job satisfactions as 
they perceive them, or wish them to be. 
It is reality as they see it. 

Similarly, the neighbors’ reality is real- 
ity as they see it. 

And one cannot tell whether the non- 
advertising neighbors express _ reality 
based on preconceptions of advertising 
people, or based on their experiences 
with the behavior of advertising people 
themselves. 


a The random comments to explain at- 
titudes are revelatory: an advertising man 
explains seriously that “the gray flan- 
nel suit without the mind and initiative 
doesn’t last very long,” and a non-ad- 
vertising neighbor scoffs at “ ‘Shooting 
for pie in the sky people’. They can’t be 
idealistic for very long. They must create 
a sale for something they may not have 
any faith in.” These are patterned reac- 
tions, as was the reaction of the neigh- 


Agencies Ask Us... 


bor who told an interviewer earnestly 
that “some of my best friends are ad- 
vertising people.” 

One thing is certain: advertising peo- 
ple and their neighbors look at the quali- 
ties and the character of the advertising 
man quite differently, and on the whole 
the judgment of the neighbors is more 
harsh. 

* * * 

In the next article in this series, the 
advertising men and their neighbors 
give their reactions to the question of 
what kind of business advertising is: 

e What kind of prestige does it have in 
the community? 


e Is it essential to the economy? 

e What kind of home life does it offer? 
e How does it rate for advancement? 
e What do advertising people like about 
advertising? 

e What do they dislike? + 


Three Policies Which Help Agencies 
to Survive in Recessions 


By Kenneth Groesbeck 
Advertising Agency Consultant 


It may be a little late to offer these gen- 
eral advices to agencies suffering from 
the reduced billings and increasing deficits 
which hit our business in bad times. Those 
shops which saw the tornado approaching 
are already in their 
cyclone. cellars; 
those which didn’t 
may well be already 
gone with the wind. 
All of us know how 
narrow the margin 
is upon which we 
operate. It’s no sur- 
prise, particularly to 
smaller agencies, to 
see again how frag- 
Kenneth Groesbeck ile is a business 

structure so _ easily 
shaken by fear and uncertainty, so de- 
pendent upon clients’ belief in advertising, 
not as a luxury or a necessary evil, but 
as a necessity for business continuance. 

Examination of agencies which are sur- 
viving the present recession shows sev- 
eral characteristics they have in com- 
mon. It may pay us all to consider the 
policies these well-run agencies have de- 
veloped and followed. This, not only to 
help us through present difficulties, but 
to guard our future business survival. 


s FIRST. Cash money. Agencies strong 
enough to weather bad times have built 
up their working capital steadily from 
years of prosperity instead of spending 
this money on larger quarters, unneces- 
sary improvements, too generous profit 
sharing. It has been a good rule to fol- 
low, many of these agencies have discov- 
ered, to plough back at least one-third of 
profits into the business, although such 
sums are subject to federal taxes. 

Where working capital has been small 
in relation to needs, many agencies have 
reinvested in themselves an even larger 
percentage of their good-time profits, 
aiming at an eventual working capital 
figure large enough not only to handle 
all normal needs such as cash discounts 
and excellent credit establishment, but to 
provide also the extra margin of safety 
desirable for any structure, mechanical 
or business. 

The human tendency to hope for the 
best, eat while the eating is good, has to 
be recognized and powerfully combatted. 
It’s not a popular policy, nor one easily 
accepted by optimists, but it is extreme- 
ly wise, especially in our business. 


This proper administration of money 
is rare. Agencies seem to hate to face 
reality. Only last week came in a letter 
deploring the fact that an agency was 
losing. money by giving its clients the 
same percentage cash discounts as the 
agency received. Obviously, the answer 
was give clients the same money you 
earn in discounts, not the same percent- 
ages, these being figured on two totally 
different base amounts. 


= Agencies, it seems, habitually waste 
money on long shot gambles. They get up 
expensive presentations where the pros- 
pect would respond more enthusiastically 
to a real selling idea, simply expressed. 
Most expensive of all, they pay liberal 
salaries in advance of goods delivered, 
to smooth individuals who are “close” to 
some desirable client, who have an “in- 
side track” to some big account. All such 
highly debatable “investments” drain off 
working capital and weaken the agency’s 
financial structure so that it is unable to 
resist adverse winds. 

A safe general rule is to build your 
working capital to a point where you can 
lose money on your operations for three 
years and still be in there pitching, with 
no cuts in necessary personnel in the 
meantime. How much yearly loss should 
we count on? The answer to that is dif- 
ferent for every agency. This is a ques- 
tion of judgment. All one can urge is 
realism, and a medium line between fool- 
ish pessimism or optimism. 

Too many agencies meet losses of bill- 
ings with immediate reductions in sala- 
ries. At the first sight of the coming 
storm, they begin to throw valuable as- 
sets overboard, in morale and good people 
they can never replace. 


® SECOND. Multiple ownership. The 
strongest agencies are those where valu- 
able people have been given or have 
been allowed to buy, part ownership in 
the agency. Profit sharing is fine, but 
real ownership is better. Too many agen- 
cies, built up by the ability of the found- 
er, strive to maintain this benevolent 
autocracy. 

Again, human nature is to blame, both 
for the blindness of the owner and the 
resentment, however well-hidden, of the 
recipients of his largess. Again a warn- 
ing must be sounded in connection with 
this principle. In selling or giving owner- 
ship, be sure first of the real value of the 
individuals concerned. Go slowly and 
surely. And give yourself an escape hatch, 
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by night.” 


tially, they fail. Not because what they 
say offers no surprise, no illumination. 


the tired, overworked sentiments. 


advertising are too relentlessly taught 


All at Sea 


Sailing ‘Round the World May 27 


Ship advertising is pleasant, unobjectionable, even romantic. It is as far re- 
moved as one could imagine from deodorant advertising, advertising for head- 
ache remedies or corn cures. Yet it suffers from the same malady. 

Listen to what this American President Lines copy has to say: 

. all is leisure and relaxation . 
your wishes. Master chefs make every meal a masterpiece. 
There is swimming and sunning by day, parties and movies 


These words, these lines, have appeared in countless ads since ship adver- 
tising was first launched. They seek to interpret shipboard life. Yet, essen- 


times, that the eye slides over the worn-smooth words, the mind yawns over 


One seeks desperately to learn the reason why. Is it because the tyros of 


than their own? In the end, one can only express himself—not somebody else. 
Hasn’t the great writing of all time been great because it expressed the per- 
sonality of the person behind it—rather than the unknown entity of the person 
in front of it? Is it not possible that advertising suffers because advertising 
writers are too concerned with what they believe their potential readers want 
to hear and ali too little with what they themselves believe and want to say? 
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say is not true, but because what they 
What they say has been said so many 


to speak the reader’s language rather 


in case the person concerned does not 
live up to expectations. 


® THIRD. Diversification of accounts. 
Agencies in seeking new business should 
beware of big accounts which will take 
up all the agency’s resources and abili- 
ties, so that the loss of such business prac- 
tically wrecks the agency. 

No one would be so silly as to advise 
passing up a big account, if you can get 
it. But at the same time be aware of the 
dangers inherent in this dépendence 
upon income from one single source. Go 
after many small accounts as well, take 
them on fees if necessary, don’t lose 
money on any one of them. 


Take bread and butter accounts, in- 
dustrial accounts, less glamorous, per- 
haps, but safe and sure, appreciative of 
the attention these find with difficulty 
among agencies. Diversify. This policy has 
paid off richly for agencies which are 
surviving these difficult times. 


There, then, are three basic policies 
practiced by agencies which are not too 
greatly disturbed by temporary reversals. 
They concern, as you see, money, people 
and new business. They formulate wise 
business judgment on how to cope with 
not only normal bad breaks, but also the 
particular hazards which characterize the 
agency business. + 
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One of a series appearing in The Wall Street Journal 


+ 


This person-to-person approach sells 


WOMEN and/or MEN 


Types of buyers? Different age levels? Men and/or women? 
Through the Blair Group Plan you can focus on any desired 
mass-market, concentrating your advertising where the pay-off 
in results will be greatest. 


Consider such users as Ac’cent, Beech-Nut Coffee, Dodge, 
Marlboro, M-G-M, Mennen, Philip Morris, Purolator, Scot 
Tissues, Tanfastic, United Artists, or the Tea Council of the 
U.S.A. Their markets differ widely. Yet in every case, these 
advertisers can tell you that the Blair Group Plan intensifies 
local sales impact. 


Reason—each Group Plan is custom-built for specific sales- 
goals. Using the exceptional flexibilities of spot radio— times of 
day, seasonal variations, pin-pointed copy appeals—it centers 
your advertising pressure where it can do the most good. 


So effective—because your product message is presented with 
person-to-person directness by established local personalities, 
backed by the prestige of the country’s outstanding stations. 


So economical—because geared to the potential of each market. 


So convenient—because you tap over 81% of America’s buying 
power with one order, one affidavit, one invoice. 


Check the special advantages of this spot radio technique that 
gets cumulative weekly ratings of 60.2—that can reach homes 
at costs as low as 42¢ per 1000. Phone your nearest John Blair 
office in Atlanta, Boston, Chicago, Dallas, Detroit, Los An- 
geles, St. Louis, San Francisco, Seattle. Or call Art McCoy, 


Executive Vice President of John Blair & Company, at 
PL 2-0400 in New York. 


BLAIR GROUP PLAN 


A service of hoten 
and Company 


Representing the nation's most influential group of radio stations. 
Headquarters: 717 Fifth Avenue, New York 22, N. Y., Plaza 2-0400 
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The Peeled Eye Department... 


Don't Ask This Boy to Climb 
Upon Your Knee, Frigidaire 


By Dick Neff 


And Stop Staring at His Piggy Bank 

No doubt you’ve heard the slogan, 
“Frigidaire is designed with you in mind.” 

Well, old Frigidaire, like a lot of other 
advertisers, had better have a more con- 
vincing war-cry than that by the time to- 
day’s moppets are in 
the market for their 
goodies. Our nine- 
year-old Nick, who’s 
mo more sophisticat- 
ed than any other 
tv-bred fourth grad- 
er, summarizes 
Frigidaire’s enlight- 
ened self-interest 
thusly: “Frigidaire 
is designed with 
your money in 
mind.” 

From this same compact philosopher, 
incidentally, comes an observation we 
find somewhat comforting—but not very 
—at tax time: “Well, the old government 
is playing Robin Hood again!” 

Both observations remind us, somehow, 
of our all-time favorite slogan—the motto 
of the famed Golden Ulcers luncheon 
club: “What good is happiness if it can’t 
buy money?” 


We Can’t See deForest for the Three's 

“Where will it all end?” asks the crea- 
tive director of Grant Advertising, Chica- 
go, pointing in dismay to the deForest 
three screen tv ad shown here. 

“If, as the copy says, I’m the head 
social lion in my neighborhood with a 
three-screen tv set, what happens when 
the nudnick next door gets one with four? 

“And will this ad, from the Chicago 
Sun-Times, Feb. 9, put the ratings serv- 
ices out of business? If all homes are 


Dick Neff 


CSTORBAGLT THE MBST QELIASLE TY im TRE 
SLL PORTS GQBARAATEED FOR | YEARS (@ WRITIO® 


~ 
— 


ifit 


tuned in simultaneously to all channels, 
how do you pick the winner? 

“Worse yet, what will Vance Packard 
say? 

“All shook up, 
Jack Rowan.” 

The idea shakes us up, too, especially 
when we read the copy: “Watch ‘Perry 
Mason,’ ‘Roaring Twenties,’ and ‘Bo- 
nanza’ at the same time! Telecasters com- 
pete for your attention ... Of course, 
the sound is on tap in your hand remote 
control button. When the show you are 
hearing drags, shift sound to another .. . 
There’s little doubt as to who is head so- 
cial lion in your neighborhood when you 
have a deForest three-screen combina- 
tion... You are never, never without tv.” 

This presents a slightly chilling prospect 


BIZ QUIZ 


1. (A) Newspapers get 3l¢ of every advertis- 
ing dollar. Television and radio together 
account for 22¢ and magazines receive 8¢. 


2. (B) U. S. Census Bureau reports that 
4,240 advertising agencies had billings of $4,- 
346,909,000 in 1958. 


3. (A) In millions of dollars grossed last year 
the figures are 274 for CBS, 248 for NBC, 
158 for ABC. 


4. (A) Chevrolet’s ten-year sponsorship of 
Dinah Shore’s show will end this fall. 
Dodge's six years with Welk will conclude 
in June. Ford will drop Wagon Train in 
June. 


ww 


. (C) National Assn. of Broadcasters has 
amended its radio code to provide that max- 
imum time for advertising announcements 
per hour should be 18 minutes and average 
should be 14 minutes. 


6. (A) Survey of cooperative advertising ex- 
penditures among Assn. of National Adver- 
tisers members shows that 102 spend co-op 
money in newspapers, 56 in radio, 45 in tv, 
23 in direct mail, 23 in outdoor. 


7. (C) Four A’s study shows that differential 
between general and retail rates averages 
59.4% for dailies, 73.5% for Sunday newspa- 
pers and goes over 100% in some cities. 


8. (A) “Bogus” involves the resetting of type 
in advertisements that have been plated or 
matted. It is required by the International 
Typographical Union. 


9. (B) Stock control of Saturday Review has 
been purchased by McCall Corp. but SR 
will continue as an autonomous corporation 


10. (C) Rates for full-color pages are $53,150 in 
This Week; $47,050 in Life; $43,500 in Read- 
er’s Digest. 


Answers to the questions on Page 94 


11. (C) Last year Ford was largest user of farm 
publications, followed closely by General 
Motors and International Harvester. Ralston 
Purina occupied sixth spot. 


12. (B) American Academy of Advertising re- 
ports that about 200 U. S. colleges give 
courses in advertising. 45 offer a major 
in the subject. 


13. (C) Despite graduations, weddings and 
back-to-school, December accounts for 16.1% 
of the year’s sales in department stores 
which is more than June and September 
put together. 


14. (B) In 1959 dog food sales amounted to 
$340,000,000, which was 16% more than baby 
food sales. Canned cat food totaled $60,- 
000,000. 


15. (C) American Telephone and Telegraph Co. 
has the nation’s biggest stockholder family 
—1,900,000. 


16. (B) Latest census shows that New York's 
suburbs have become more populous than 
the city. The five counties in the city itself 
have fewer people than the 16 counties 
which surround it. The pattern exists else- 
where in the nation and “marks the true 
beginning of the metropolitan age.” 


17. (B) About 90% of Americans now depend 
on business and industry for their income. 


18. (A) America is growing younger. In the 
next decade those under 30 will increase 
by one-third while the total population 
grows about 20%. 


19. (B) Great Britain belongs to the “Outer 
Seven.” The Common Market or “Inner 
Six” includes France, West Germany, Italy, 
Belgium, Netherlands and Luxemburg. 


20. (C) United Nations estimates millions of 
people going te school at 58 for mainland 
China, 44 for U. S. and 36 for Russia. 


for those concerned with creating tv 
commercials. (“Keep that Dristan com- 
mercial on, honey . . . it goes nicely with 
this Jell-O pudding commercial.”’) 

But what concerns us most is the ef- 
fect on family life with pictures on three 
channels and sound on only one. “Perry 
Mason” and “Bonanza” indeed! Here 
are some of the titles they should have 
listed: “Meant for Reading,” ‘“‘Concentra- 
tion,’ “Make Room for Daddy,” “Father 
Knows Best,” “Divorce Hearing,” and 
“Tl Had Three Lives.” 


How to Become a Fat Cat (Continued) 

Murray Goodwin, creative director of 
C. J. LaRoche, once told us of an agency 
man he knew who was a master of “the 
diagonal nod.” That is, he could move his 
head in such a way that those who wanted 
him to nod “yes” thought he was nodding 
“ves” and those who wanted him to 
shake his head “no” thought he was 
shaking his head “no.” This struck us 
as such a useful device that we pass it 
along to you with a phrase we’ve in- 


Tips for the Production Man... 


Advertising Age, March 27, 1961 


vented that could be used either alone or 
in conjunction with the diagonal nod: 
“Very uh-usual.” (Sounds like “very 
unusual” to the idea’s proponents and 
“very, er, usual” to its opponents.) 
Just stick with us, class, and you’ll be 
wearing diamond stick-pins. 


Peeled-Ear Division 

“Station WLNA, Peekskill,” writes 
Dave Kénnedy, our star reporter, “has 
an FM station which broadcasts into the 
night after the AM station shuts down at 
6. 

“A while back, they announced that the 
next program was a public-service thing, 
on behalf of the Committee of Higher 
Education. First musical selection: ‘Gee, 
Baby, Ain’t I Good to You?” Heard it with 
my own ears.” 


Building Bigger and Better Images 

Name of an employment agency that 
advertises in the good, gray New York 
Times of “I Got My Job Through the 
New York Times” fame: Snob Jobs 


Janus-Faced Paper Provides an Answer 


By Kenneth B. Butler 


If you’ve been looking for a way to 
achieve a vivid splash of multi-color work 
with no more than a single press run, one 
exciting answer may lie in the selection 
of duplex enamel paper stock. 

There are, of course, a number of book 
and cover papers offering cclor on one 
side and white on the other, with the 
range being greatest, as might be expect- 
ed, in cover weight. 

Recently, however, I have observed a 
number of quite interesting pieces em- 
ploying the Woodbine line of duplex 
enamel, which offers not only color 
backed by white but also color backed by 
a second color. 


® Combinations available include emer- 
ald and green, gray and rose, turquoise 
and india, tan and lime, goldenrod and 
primrose, and orange and fawn. The 
orange and goldenrod hues are of bludg- 
eoning intensity; the other tints, however, 
are all soft, warm and subtle. 

While there is considerable novelty val- 
ue in the use of a sheet which changes 
color when flipped, greatest effectiveness 
can be derived through the use of a fold 
which enables both sides to be viewed 
simultaneously. And each of the color 
combinations mentioned may be charac- 
terized as either harmonious or pleasingly 
contrasting. 

If work-and-turn imprinting is antic- 
ipated, you will, of course, have to accept 
in advance that half the pieces will front 
one color and the remainder will front 
the other color. But this can be an asset 
if, for example, you are preparing a mail- 
ing piece or ad insert which is to be used 
twice, because it will give you a chance 
to freshen up your message with an ap- 
parent change in paper color. 

The color effect can be heightened by 
imprinting in a color other than black. In 
work-and-turn situations, this will of 
course necessitate choice of an ink color 
which will contrast or harmonize satis- 
factorily with both sides of the stock. 


= In this respect, I have found that a dark 
wine or magenta ink works especially 
well with the gray-and-rose; a dark green 
looks well with both sides of the emerald 
and green; a rich chocolate brown has 
great impact on the goldenrod-and-prim- 
rose and on the orange-and-fawn. A green 
will be unobjectionable on the turquoise- 
and-india, although it flatters the former 
more than the latter; similarly, a dark 
brown will work with the tan-and-lime, 


coLorruti—Folding can be a vital consid- 

eration in achieving maximum impact 

from duplex paper stocks. Two effective 

folds, each of which can be varied accord- 

ing to dimensions of the paper cut, are 
illustrated here. 


favoring the tan more than the lime. In 
the latter two instances, however, you 
may prefer to order a press washup and 
use another ink color on the backup. 

Duplex enamels cost approximately 
10% more than regular single color enam- 
el, which, in turn, are approximately 10% 
more costly than white enamel of compa- 
rable weight and quality. Obviously, then, 
use will be restricted to those instances 
when the fiesta of color can make a dis- 
tinct contribution to the work, and, in 
such instances the increased cost will 
hardly be prohibitive. 

The Appleton Coated Paper Co., Apple- 
ton, Wis., a leading producer of a two- 
color duplex enamel, also produces a 
Woodbine coated duplex postcard in most 
of the aforementioned color combinations. 
This stock is excellent for self-mailers or 
similar items requiring color, strength 
and the ability to accept engravings of 
100-screen or finer. Cost is approximately 
17% higher than coated white postcard 
of comparable quality. + 
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Dimension 
0 


emotional 


environment? 


It’s considerable for SuccessruL FarminG subscribers — 
averages more than 300 acres. If you farm 300 acres, at 
today’s land values, current costs and farm prices, your 
emotional environment is large enough to include a 
subscription to SuccEssFuUL FarMinG, to help you stay solvent! 

Farm technology is changing as fast as missile guidance 


feeding. He doesn’t read it—he studies it, 
clips it, files it, refers to it again and 
again. SuccESSFUL FARMING contributes 
importantly to his production, profits, and 
success. It is his emotional environment! 

His wife, who knows far more about his 
business than your wife does about yours, 


finds SF of interest — helpful in her work \ 


routines, planning, meals, entertainment, 
and home furnishings. 

SF has been helping the country’s best 
farm families earn more, live better for 
fifty-nine years; and has won an influence 
reflected in extraordinarily high readership, 
and a warmer reception and response for 
the advertising in its pages. 

SF subscribers’ earnings are big, have 
exceeded the average national cash farm 
incomes by about 70% for the past decade. 
They are one of the best class markets. 

If you want your advertising to produce 
more, put it in SuccessFUL FarMiNG. Ask 
any SF office about the new opportunities 
in its twelve State and Regional Editions. 


SuccessFuL Farminc ... Des Moines, New York, 
Chicago, Atlanta, Boston, Cleveland, Detroit, Los Angeles, 
Minneapolis, Philadelphia, St. Louis, San Francisco. 


or Paris fashions, and what you don’t know this 
year may lose your shirt next year! For the 
volume producer of corn, wheat, hogs and cattle, 
SF is management consultant, operations guide, marketing 
forecaster. It is invaluable to his planning for crops 
apportionment, pest control, power applications, barn 
mechanization, fertilizer applications, animal breeding and 
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Gardner's Claggett Hits Broadcasters 
on Inconsistent Rates, Triple Spotting 


Cuicaco, March 21—Charles E.}| 


Claggett, president and _ board 
chairman of Gardner Advertising, | 
last week blasted the broadcast 
field on three major fronts—rates, 
triple spotting and ratings. 

Speaking at a meeting of the 
Broadcast Advertising Club of Chi- 
cago, Mr. Claggett charged that 
“there is the complete lack of uni- 
formity of advertising rates that! 
creates a mysterious mish-mash 
of quoted and actual figures with 
amazing differentials—differen- 
tials that are impossible to explain 
and often unfair both to clients and 
to agencies who are trying to get 
the most for their advertising dol- 
lars.” 

In backing up his charges, Mr. 
Claggett disclosed that Gardner’s 
media department conducted a ma- 
jor survey of radio and tv stations 


What they see on 


WJA 
a6 


C-TV 


Gust ahead— 


The way to sell your product is to 
make sure plenty of people see it! 
And more people see the products 
advertised on WJAC-TV than on 
any other station in the Johnstown- 
Altoona market. Take it from ARB 
and Nielsen . . . WJAC-TV delivers 
the audiences! 


But more important than size of 
audience, WJAC-TV also brings 
you a buying audience. Sales 
figures prove that WJAC-TV turns 
watchers into buyers. 


For Complete Details, Contact: 


HARRINGTON, RIGHTER 
AND PARSONS, INC. 


New York Boston Chicago Detroit 
Atlanta Los Angeles San Francisco 


/tions but within each station itself 


| particular type of advertiser, or 


|and we submit there is absolutely 


|ule for a client and obtained cer- 


/and offered him the exact time 


rate definition?” 


late last year. Following are some 
of the results: 


a “We sent questionnaires to 488 
stations throughout the country,” 
Mr. Claggett said. Of these, 422 
answered, so we have an excellent 
sampling. Of the 422, only one- 
third indicated that the rates pub- 
lished in Standard Rate & Data 
are the only rates available. The 
other two thirds—a large majority 
—came up with rate structures that 
included two combinations of na- 
tional, regional, local, retail and 
special prices charged for air time. | 

“Now maybe in itself this doesn’t | 
sound bad. You have to have some | 
classification system. But there are 
fuzzy lines within the classifica- 
tions themselves. 

“We could find no clear-cut pol- 
icy—not only among various sta- 


—as to who qualifies for national 
rate, who for regional, local, re- 
tail, and, possibly, the most abused 
category of all, special. 


es “Even so, we wouldn’* com- 
plain so bitterly if there were spe- 
cific, clear-cut categories with a 
reasonable differential based on 
the cost of selling and servicing a 


on the actual per cent of the sta- 
tion’s total coverage which repre- 
sents the true market for the ad- 
vertiser,” Mr. Claggett said. “But 
our survey showed amazing dif- 
ferentials—some as high as 75%— 


no justification for this. 
“Recently, we prepared a sched- 


tain rate quotations. Then the sta- 
tion rep went to that same client 


we had been offered—but at lower 
rates. In the face of this, gentle- 
men, is it any wonder that agen- | 
cies are demanding sounder pro-| 
cedures and a more reasonable | 


. Turning to triple spotting, Mr. 


Claggett contended that this prac- | 
tice is damaging the tv industry. 
He pledged that Gardner ‘will 
continue to fight this practice” and | 


|he asked for the industry’s coop- | 


... when it's Springtime in Chicago 
—the greatest of all premium expositions 


28th annual 
National Premium 
Buyers Exposition 


. hub of the premium and 
incentive merchandising industry 


NAVY PIER—CHICAGO 
APRIL 10-11-12-13, 1961 


YOU'LL GET IDEAS 


... you'll have a chance to talk 
with the experts of this great 2!/2 
billion dollar industry . . . you'll 
be able to lay out preliminary 
groundwork for merchandising - 
through-premiums or incentive pro- 
grams that can mean more profit- 


able sales for your company. 
¢ As NPBE is an exclusive trade ex- 
position, those 
ter in advance 


yho want to regis 
should write nou 


their business letterheads to 


A. B. COFFMAN ASSOCIATES 
Exposition Managers 
28 East Jackson Blvd. 
Chicago 4, IIlinois 
Phone: WEbster 9-0980 


on 


NPBE is under the auspices of the Premium 
Advertising Association of America, Inc. 


Things to do while the bartenders busy 


INTERRUPTER AD—Hiram Walker Im- | 
porters will run this “interrupter | 
ad” in The New Yorker April 22} 
as a break in its regular “cities by | 
night” series. The four-color page | 
ad will also run in five other mag- 
azines. C. J. LaRoche & Co., New 

York, is the agency. | 


eration to help stamp out the prac- | 
tice. 

“Television will not always be} 
the darling of the communications | 
business,” he said. “There will not | 
always be long lines of advertisers | 
vying for availabilities. Those | 
whose fingers are burned by pre 
questionable practices may start 
another line of customers at the | 
doorsteps of magazines and news- 
papers. Let’s seek a cure while 
there is yet time.” 


es Turning to ratings and the | 
“numbers game,’ Mr. Claggett| 


| 


urged broadcasters to come up| 


with a more qualitative rating sys- | 
tem. He praised the magazine in- 


| dustry ‘for the development of | 


qualitative studies. 

While criticizing the present} 
quantitative rating systems and| 
mediocre tv programs, Mr. Clag- | 
gett laid the blame for the situ-| 
ation on everyone—networks, sta- | 
tions, advertisers, agencies, reps | 
and the public. 

“Perhaps we agencies should be | 
more firm in our recommenda- | 
tions to clients to buy programs | 
with real artistic and intellectual | 
appeal instead of following the) 
leader and catching on to the coat- | 
tails of a mediocre but popular | 
program type,” he said. 

“Perhaps we should be more | 


| willing to stick our necks out.” # 


Advertising Age, March 27, 1961 


will be accepted. 


stated. 


Wanted: Current, Up-to-Date 
Market Data for AA Readers 


ADVERTISING AGE is looking for all the market data it can get 
from advertising media, trade associations and other sources. The 
data will be used in AA’s Market Data section, which will be 
published for the 14th consecutive year in the May 8 issue. 

The data will be described briefly, and classified by type of 
market or geographic area, thus providing a comprehensive index 
of all available market data in all fields. 

Last year, some 1,750 separate pieces of market data were 
listed in the section, and readers of ADVERTISING AGE sent in re- 
quests for more than 92,000 individual pieces. 

Advertising media, associations, trade groups and others are 
invited to submit market studies or compilations for inclusion in 
this master list. There is no charge for such listings, but the ma- 
terial must measure up to the following standards: 

1, It must be current. Nothing published prior to June, 1960, 


2. It must contain market facts. Booklets or brochures which 
contain media data only will not be listed. 

3. It must be available for distribution to advertisers and agen- 
cies, preferably without charge. If there is a charge, or other 
conditions are attached to its distribution, this should be clearly 


4. It must be received before April 3, 1961. 

Market data material scheduled for publication before Sept. 1, 
1961, will be listed in a “not yet published” tabulation, provided 
that a 50-word description of each such item reaches ADVERTISING 
AcE before April 3. The description must include probable date 
of publication and any conditions attached to distribution. 

Actual copies of all other material to be listed should be ad- 
dressed to the Feature Editor, ApvertisinG AGE, 200 E. Illinois St., 
Chicago 11, with any necessary explanatory notes. + 


Information for Advertisers 


A new study dealing with tele-| 
vision viewing habits of families | 


owning pets has been published by 
Television Advertising Representa- 
tives, 666 Fifth Ave., New York 19. 


e Modern Brewery Age has pub- 
lished its 21st Annual Blue Book 
Issue, directory and guide to the 
brewing industry. The 236-page 
directory contains an alphabetical 
listing of all U. S., Canadian, Mex- 
ican, West Indian and Central and 
South American breweries, along 
with the names and capacities of 
their executive, administrative and 
production personnel. The Blue 
Book, priced at $6 per copy, may 
be obtained from Modern Brewery 
Age Publishing Corp., 80 Lincoln 
Ave., Stamford, Conn. 


e “The Art of Packaging for To- 
day’s Market,” a fact file kit 


|covering design, production tech- 


Hitchcock Publishing Names 
Feiker, Roscoe, Peck 

Hitchcock Publishing Co., Whea- 
on, Ill., has appointed Theodore 
Roscoe district sales manager in 
the New England states and Wil- 
liam G. Feiker district sales man- 
ager, working out of the New York 
office. Mr. Roscoe formerly was 
with American Textile Reporter. 
Mr. Feiker was manager of the 
advertising service department and 
a sales representative of News- 
week. 

Hitchcock also has named James 
O. Peck a consultant, to assist in 
sales and marketing areas relative 
to providing assistance to Hitch- 
cock advertisers. Mr. Peck has 
been with McGraw-Hill Publishing 
Co. for 23 years, recently as as- 
sistant to the president, in general 
charge of sales, promotion and re- 
search. 


‘LH]' Boosts 5: Names Dedman 

John E. Fuller, Joseph E. Han- 
son Jr. and Henry P. Dain, former- 
ly advertising sales representa- 
tives of Ladies’ Home Journal, 
New York, have been named as- 
sociate managers of the magazine. 
W. Page Thompson and Donald Q. 
Davidson have been appointed as- 
sociate managers of the magazine’s 
Chicago office. Julien Dedman, 
formerly with Field & Stream 
has joined LHJ as creative direc- 
tor in the promotion department. 


niques, and merchandising advan- 


'tages of skin, blister and flexible 


film packaging, is available from 
the American Packaging Corp., 
1523 E. 45th St., Cleveland 3. 


e The completely revised second 
edition of the “Advertising & Pro- 
motion Guide for Dairies” has been 
published by the American Dairy 
Assn. The guide includes 16 sec- 
tions listing the complete 1961 pro- 
motional program of the associa- 
tion, new sales ideas, promotional 
aids and incentive plans, research 
data, premium suggestions, dairy 
product histories and a_ yearly 
planning calendar. Priced at $3 
each, the guide may be obtained 
from the American Dairy Assn., 20 
N. Wacker Dr., Chicago 6. 


e Sound Publishing Co. has pub- 
lished a 16-page booklet, “The 
Commercial/Industrial Sound 
Market in a Nutshell,” which de- 


tails the market for private inter- | 


communication systems utilizing 
electronic-telephonic and electric 
circuits offered for sale. Requests 
for copies of the booklet should be 
sent on company letterhead to 
Sound Publishing Co., 299 Madison 
Ave., New York 17. 


e Modern Talking Picture Service | 


has released its spring and sum- 


,/mer catalog of free films which 


are available for loan to school and 
adult groups. The films were fi- 


nanced by various corporations, as- 
sociations and institutes. The quar- 
ter-hour and half-hour movies, 


|most of which are in color, weave 
| subjects of interest to the sponsors 
|into the storyline. There are also 


closing credit lines for the spon- 
sors. Additional information may 
be obtained from Modern Talking 
Picture Service, 3 E. 54th St., New 


| York. # 


Falls City Brewing Likes Races 

For the tenth year Falls City 
Brewing Co., Louisville, is spon- 
soring the seven stake races of 
the Churchill Downs spring meet 
on WHAS-TV, Louisville. The 
beer maker also will back the full 
card of stake races in the fall meet; 


|/both attractions also are carried 


on radio on WHAS. In addition the 
company presents the feature race 
of the day from Keeneland, Lex- 
ington, Ky., on radio and three 
“Racing from Florida” events on 
tv. Prater Advertising Agency, St. 
Louis, handles this account. 


Pepsi Names Haworth 

William L. Haworth, a member 
of Pepsi-Cola Co.’s marketing de- 
partment since last April, has been 
appointed to the new post of as- 
sociate advertising director. Pepsi 
said Mr. Haworth will report to 
Philip B. Hinerfeld, vp and direc- 
tor of advertising, and “will act 
as advertising manager of the de- 
partment, coordinating the serv- 
ices and operation of Pepsi-Cola’s 
advertising agency [Batten, Bar- 
ton, Durstine & Osborn] and the 
company’s marketing services 
needs.” 


White Joins Doremus 

David S. White has joined Dore- 
mus & Co., Philadelphia, as art di- 
rector. He succeeds Barry E. 
Thompson who retired to open a 
free lance art studio at 1430 S. 
Penn Sq. Mr. White was formerly 
art director of Babcock, Homer, 
Carberry & Murray. 


Seidner Names Hockaday 

Otto Seidner Inc., Westerly, R.I., 
manufacturer of mayonnaise and 
related products distributed 
throughout New England, has ap- 
pointed Hockaday Associates, New 
York, to handle its advertising. The 
company has had no agency for the 
past year. 


e Re ee See er fg RS ee OR ee ee ee. tae Be Sy 7 ee oR etter oa Bee eae ioe eae : 
BEN oe SD anges eee te eerie | Sam ree it a Gh PRCaIO CE dee Rs th eee ate <4 - i oc eee eae 2 lk Sg eer ser eet See a ee fn eee 
Pe eee ey ee Re Oa ary men Ae Ree he gn eects Oli Re ee or ee ae |e eee ot ce ee eee ah? ae meaner ye Sate son ae races Pears 
Bc Ne eS gal hs NAB Seamer Bey hu Sige me Bs sist Ree oy oe masta? 8 = Ane Sree T eS. Seas See RCE Ae ers ~ Aci EE ae ge eg <I coors” ~<a ee a Bie mts a IE ORLEANS A poe OE TG S fie. eel a 
rt Te oe re, xe r7 - a pied uate TERN aN Sra ee ES OR Sie ierhen ms esc aig 1 ig ana ‘ > eee OS ee ee a rear > Bag Cel Vie an | Sp ee epee eens Ree ee ee iz 
Peete Teme eae ee ee eee ' a re ee eee Coa lS ee cree cr 
aah iv > i: Oe ae a S ties é 7 5 x . i i “ * = ees, eae ere a = eel r A i oy * t § iy * 
A : 
on 9 
PAN, J > 
: = ee ' 
ae nn JF 
2 im 
ig Paes ' 
Soe met 
5 ee se Se pete: ‘ue ' 
= a ee Sea aa i , a 
~ = - Beal l.1 s vie oe _ - pee Ar 4 p ' 
. ctr - a | 
a 
: 7 Ly - oe o 
g = pom f 
 . ae am 
: toe | ER 
toe - fo = sone 
i A am 2 ee 
rg peers en 7. Wits ee 
cok RS ees ame ie as ree - nae BE 
Bea eae gh, Seer e a a 7 
an — 
ayy mee 
ie ee) = 
ae — EES ee aa 
ey ? ee oo oan cecca a aden oe 
ba eee oe eee a 
ae oS ae 
ai Peete TSS ee a: 
a oe = 
Be a ae 
acs es 
Say - eee 
3 a a 
ws aoe. 
vs gs dea 
a cae i 
— eo 
eed ns 
esas bias 
a ee = — —_ EE ee 
Se 
eae oh oe 
; ae 4 
ees \ {A ae 
cae Z : oes, 
Plas piney 
artes Se, a“ s\ LARS 
Rae eae — a 1 
aha — dee 
i é : — po po Pe i 
oe (\\ “iss ee Pe Pe = 
ic A - load ap 
si “~~ ee 
eae - << ae 
ee = Ss ey 
ae * es Bene ik 
sane y ~ | aS 
a ar a CR De nn Ne Se Ree NS SA en E ‘ 
1 oe sae Lo 
‘3 Sete 
if ee 
ec —J ORNITUR 
— NN y, i 
Pe ww a 
ae SI /) wy : nae 
— <> f ies 
a6 SiS se 
a / ely 
ae Zz} gente 
ae Ne 
: a st se 39 
fe - _ - -_ *—_—" 7a 
. a pe = ts 
ae Po Sa 
zpos Sek, 
ce Be 
‘ Po : 
§, ia Wicd 
SOD line = oie 
- Fe ae 
et gees 
ees | see | 
oo Bie nN 
Bd pl oS 
as .. 
ai ad 
coi : , 
= + 
PO 
j Jae HE ALLEGHE 
» RPO DE EOP PP PPP PPP PPP i fy 4 
4. “st 


For 1960 (and for every 
one of the last 20 years, we 
might add) the Ladies’ Home 
Journal was No. 1 in circu- 
lation among women’s mag- 
azines. For the record: 


1960 AVERAGE 
CIRCULATION* 


LADIES’ HOME JOURNAL. ...........6.--.00-- 6,414,890 
NEE 6.06.55 950 45 Ue eye EREE OSA TEN edacgenns 6,386,351 
GOOD HOUSEKEEPING. .......sscsesecsescecees 4,817,228 


For 1960 (and for every 
one of the last 15 years) 
the Ladies’ Home Journal 
was No. 1 in newsstand 
sales among women’s maga- 
zines. Again, for the record: 


1960 AVERAGE 
SINGLE COPY SALES* 


LADIES’ HOME JOURNAL..............+--. -- 1,754,111 
McCALL’S .... Pe TT TTT Te 
GOOD HOUSEKEEPING. ............0+0.eee++0++ 1,024,555 


The February 1961 issue of 
the Ladies’ Home Journal 
was a newsstand sellout, 
with more than 2,000,000** 
copies sold...a whopping 
gain of some 200,000 over 
the February 1960 issue! 


WHEN THE JOURNAL SPEAKS-WOMEN LISTEN 


*ABC 1960 AVERAGES **PUBLISHER'’S ESTIMATE 
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Guild Blames ‘Unimaginative’ Bosses 
of Advertisers, Agencies for Ad Flops 


: )} “Today, the word ‘new’ means 
Agency Head Hits ‘radical’; ‘different’ means ‘un- 


Cigaret Ads as ‘Dull,’ sound’; ‘original’ means ‘danger- 


. 7. 1 ous’; ‘expansion’ means ‘merger’; 

Tuna Dealing as Bribery |and ‘creative’ means ‘screwball,’ ” 

Los ANGELES, March 22—The he said. 
creative shortcomings of manage- Accusing whole industries of 
ment were scored here last week by Operating “with the marketing 
Walter Guild, president of Guild, techniques of the late '30s, the ad- 
Bascom & Bonfigli, San Francisco.| Vertising techniques of the ‘20s 

Speaking before the local chap- and the administrative techniques 
ter of the American Marketing of the late 1890s,” Mr. Guild main- 
Assn., Mr. Guild charged that tained that “Most ad agencies are 
many large companies and indus- loaded with creative people, But 
tries have created idea-vacuums|SOmetimes they are just loaded.” 
of “pompous perfection.” Board He said creativity no longer is 
room atmospheres of certain com-| Considered as “inseparable as 
panies, he said, are reminiscent of 15%. 
Paris’ exclusive Jockey Club, 
where “members qualify by ac-| ® “Every big, successful agency | 
quiring the same reflexes and the| was founded by highly creative 
same way of looking at things. people with ideas, daring, and 


We're up nights too— 


but it’s a regular part of our cooperative service; 
taking care of some mighty important business — 
for our customers, that is. * Many's the time 
schedule-conscious production executives find the 
clock pointing to 4 P.M. as final O. K. comes 
through on dead-line-crowding advertising art. 
It's immensely comforting, they tell us, to know 
that a phone call to ROGERS, CAlumet 5-4137 
is all that's necessary to give them relaxing assur- 
ance of on time delivery of photoengravings mas- 
ter-crafted precisely in the brilliance and detail 
of original copy. * Possibly you've had this experi- 
ence—or will have. 


ROGERS 


engraving company 
2001 calumet avenue ¢ chicago 16 


master-crafismen of photo-engraving 


drive,” but, according to Mr. Guild, 
“success developed bigness. Big- 
ness brought problems. Then came 
the accountants, lawyers, finan- 
ciers and administrators, and they 
gradually took control. 
“Creativity became relegated to 
a minor role,” Mr. Guild indicated, 
agreeing with business psycholo- 
gists who “worry about the sur- 
vival of companies whose manage- 
ments aren’t constantly thinking 
about ways to improve.” 
Turning toward Detroit auto 
makers and their agencies, Mr. 
Guild rattled off a list of names 
“as dead as Pear’s soap” and 
referred to “the Gold Dust Twins” 
(on which producers spent mil- 
lions, but which “had the life span | 
of a May fly’). He named Edsel, | 


Ralston TV Ads to Push 
Career Essay Contest 
St. Louis, March 21—Ral- 

ston Purina Co. announced on 
March 20 a national contest 
promotion for its Chex ce- 


whereby Packer A offered dealers, 
outright, per-pack money allow- 
ances; Packer B outdid Packer A; 
Packer C outstripped Packer B; 
and so on, until the dealer was so 
far up-to-here in tuna that he 
couldn’t go for the 70¢-a-case deal 
his coffee supplier had offered. 


a “This is 1920-style marketing. 
A, B, and C have lost money buy- 
ing sales they could probably have 
had for nothing, and the consumer 
doesn’t average any lower price,”’ 
he pointed out. 

Mr. Guild was not without posi- 
tive creative Management exam- 
ples. He described two—both 
Guild, Bascom clients: Ralston 
Purina Co., St. Louis, and Skippy 
peanut butter, of the Best Foods 
division of Corn Products Co., 
New York. 

In 1954, in the face of declining 
profits and sales, Ralston pro- 
duced a “simple but dangerous” 
creative campaign. It took an op- 
posite tack, away from premium- 
loaded cald cereal promotions 


reals. Starting April 3, Ral- 
ston will push a “Head start 
in life” theme and will offer 
50 paid-up $2,000 life insur- 
ance policies to youngsters 
bent on careers. 

No proof of purchase is re- 
quired. Youngsters under 18 
—or adults designating a 
worthy child—are to simply 
complete, in 25 or fewer 
words, the following: “I 
think a career as ------- is 
important because. .. .” 
Grocers in ten geographic 
areas can win identical Ral- 


| beamed to children, and came up 


| with the “Look, Ma, no premiums” | 
|twist that boosted Ralston sales | 


| for seven consecutive years. 
“Skippy, on the other hand, 

| broke every rule of orthodox mar- 

keting and wound up with 30% of 


| the total national volume, with-| 
| standing the onslaughts of Procter | 


|& Gamble, Swift and others,” he 
| said. 


| s Non-client examples of creative 
management suggested by Mr. 
Guild were Revlon (“They proved 
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NOW...TRAVEL PROTECTED INSTANT 
INSURANCE THATS SOLD ON THE ROAD! 


POLICY-MATIC 


LANO TRAVEL INSURANG 


Get complete land vehicle coverage 
from a machine! 


FOR TRAVELERS—Policy-Matic Corp. 
of America will run this magazine 
ad prior to Decoration Day to in- 
troduce its land travel insurance 
dispensed from vending machines. 
Daniel & Charles is the agency. 


| formists,” according to Mr. Guild. 

“They are members of nobody’s 
herd. The key is their ability to be 
| objective, and to see clearly the 
true facts, no matter how unwel- 
come these facts may be.” + 


H&B Buys CATV Systems 
Transcontinent Communications 
| Systems, Beverly Hills, a subsidi- 
|ary of H&B American Corp., paid 
| approximately $1,300,000 for three 


|their creativity when they took a| community antenna tv systems in 
| long chance and bought ‘The $64,-| Prescott, Ariz., and Missoula and 


ston awards if winners des- 
ignate the stores in which || 
entry blanks were obtained. | 

Ralston, through its agen- 
cy, Guild, Bascom & Bonfig- 
li, San Francisco, has 
scheduled heavy contest pro- 
motion via its tv shows, 
“Leave It to Beaver,” 
“Guestward Ho!” and “Ex- 
pedition.” The contest, which 
will be judged by a commit- 
tee of educators, closes July 


15. + 
Pioneer, Windsor, Power-Flight, | 
and others. 


“T submit that this colossal non- 
sense on the part of the auto in- 
dustry is evidence of non-creative 
management. There is still such a} 
thing as personal identification 
with an automobile, and a con- 
tinuing pride of ownership,” Mr. 
Guild said. 


|@ After denting the auto makers’ 
| creative image, Mr. Guild next 
| rolled the cigaret industry out into | 
| the street and took aim: 

| “I wonder how George Wash- 
|ington Hill, coiner of the phrase, | 
| ‘Nature in the raw is seldom mild,’ 
would react to ‘air-softened,’ ‘high 
porosity,’ and the he’s and she’s 
| who romp to find togetherness and 
‘menthol mildness.’ ‘Reach for a} 
Lucky instead of a sweet’ may 
have been dubious ethics, but it 
wasn’t dull,” Mr. Guild said. 


s Fishing for more examples, 
Mr. Guild harpooned the tuna 
industry, today dominated by three 
companies. Mr. Guild had heard 
that all three lost money one year 
Nevertheless, they spent $2,000,000 
on “deals, a euphemism for com- 
mercial bribery,” he said. 
| (Guild, Bascom & Bonfigli was 
jone of a number of agencies to 
handle the Breast O’ Chicken tuna 
account in the past ten years. It 
moved from Barnes Chase Co., San 
Diego, to Foote, Cone & Belding in 
1952, then to Guild, Bascom in 
1957. After 15 months it switched 
to Robinson, Jensen, Fenwick & 
Haynes. When this agency ‘merged 
[temporarily] with Grant Adver- 
tising last year, the account moved 
again, to D’Arcy Advertising Co.) 
Mr. Guild traced the roundrobin 


leadership in weeks”) and Gillette, 


\*which risked its dominant posi- 
tion by bringing out a new product 


so improved that they obsoleted 


| their entire line, thereby creating 


new sales and a higher market 
share.” 
Mr. Guild said, however, “Too 


| often research is used as a crutch 


for non-creative management and, 


| in some cases, a high tv rating or 


favorable Starch report offering 
nothing more than interesting fig- 


| ures.” 


A current trend in some agen- 
cies, he reported, is to “substitute 


| research for creativity, but it will 


not write an ad or marketing pro- 
gram.” 

Who are people that believe in 
creative management? ‘Non-con- 


| 000 Question,’ and shot to industry | White Fish, Mont., plus an inter- 


city common carrier microwave 
relay system. 

‘Clover Names MacBain, Gale 
| Clover Farm Stores Corp. and 
Foodland Inc., Cleveland, have 
named James S. MacBain mer- 
chandising manager and William 
R. Gale advertising and publicity 
|manager of their combined opera- 
| tion. 


Jack Tar Names Hume, Smith 

Hume, Smith, Mickelberry, a 
Miami, Fla., advertising agency, 
has been named to handle the ac- 
count of the Grand Bahama Hotel 
and Marina, on Grand Bahama Is- 
land. The hotel is part of the Jack 
Tar chain. 


“America looks to the South 


for economic 


the Jackson T V 


market area 
leads that 
growth.” 


Past President, 
U.S. Chamber of Commerce 


BOYD CAMPBELL 


Pres., Mississippi 
School Supply 


growth, and 


| | —— | 
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Kennedy 


Reinsch 


TV HONOR—The 1960 gold medal for achievement of the New York 

Radio & Television Executives Society went to President John F. 

Kennedy at a White House ceremony. Making the presentation for 

his part in the great tv debates were Richard S. Salant, CBS-TV: 

C. Wrede Petersmeyer, Corinthian Broadcasting, and J. Leonard 

Reinsch, the Cox stations. A similar medal went to former Vice- 
President Richard M. Nixon. 


Salant Petersmeyer 


Kennedy Seen 


Naming Consumer Defend Ad Claims 


‘Watchdog’ Unit 


(Contipued from Page 1) 
Connecticut under Gov. Abraham 
Ribicoff, who is now Secretary of 
Health, Education and Welfare, and 
in Minnesota under Gov. Orville 
Freeman, who is now Secretary 
of Agriculture. 

The federal government itself is 
not without experience. The Food 
& Drug Administration has 18 
“consumer representatives” on its 


field staff, assigned exclusively to) 


contacting women’s organizations, 
and other groups concerned with 
consumer problems. In the 1940s 
the Department of Agriculture 
had a consumer advisory commit- 
tee for a brief period, and during 


World War II the Office of Price | 
|is merely the start of a proceeding 
| during which our evidence will be 


Administration had a unit which 
was supposed to represent consum- 
ers. 


The project represents a refine- | 


ment of a proposal that had been 
advanced in Congress last year to 
create a “department of the con- 
sumer.” 


@ In his Nov. 5 speech, Mr. Ken- 
nedy said the proposed office of 
consumer counsel “would help 
formulate an economic policy to 


keep a general rise in the wage) 


level from having a discrimina- 
tory effect upon the wage earners 
of the U. S.” 

Other functions he mentioned 


included: To scrutinize operations | , Ernie Kimpl, legal director of 


of regulatory agencies; to speak 
for consumer interests before con- 
gressional committees; and “to 
keep the President informed about 
any deficiences in administration 
harmful to consumers.” + 


_— 


Peugeot Moves from Needham 
to Papert, Koenig, Lois 

Peugeot Inc., French automobile 
maker, has moved its account from 
Needham, Louis & Brorby to Pa- 
pert, Koenig, Lois, effective May 
1. Peugeot, with sales of 12,475 in 
1960, was one of the three leading 
imports to show a gain last year. 
The car is sold largely through 
Renault dealers, and six of Peu- 
geot’s 11 distributors are factory- 
owned Renault distributors. 

Needham, Louis is the Renault 
agency and also handles most of 
Renault’s distributors. Papert, 
Koenig, Lois services Peugeot dis- 
tributors in the East and Midwest. 
Peugeot has been spending about 
$100,000. 


Bristol-Myers, 


| advertising 


Sterling, Plough 


(Continued from Page 2) 
were published in authoritative 
medical journals and widely re- 
ported in the trade and lay press. 
In addition, Sterling has endeav- 
ored to bring these results directly 
to the public through its advertis- 
ing. Sterling’s claims in its adver- | 
tising are based on firmly estab- | 
lished scientific evidence, and we | 
have consistently maintained, and | 
again repeat, the Bayer aspirin is 
the finest analgesic you can get.” 


# William M. Bristol III, president | 
of Bristol-Myers products division | 
of Bristol-Myers Co.: 

“T trust the millions who use 
Bufferin will understand that the 
Federal Trade Commission’s com- 
plaint does not mean that the com- 
mission has decided our claims are 
in any way wrong. The complaint 


considered for the first time. So 
far, the commission has not studied 


the voluminous evidence in our 
files. 
“Clinical research over more 


than ten years by eminent scien- 
tists at outstanding institutions, | 


|much of it published in recognized | 


medical journals, proves the relia- | 
bility of our basic advertising | 
claims, and the care we have taken 
to.offer the public a product of the | 
highest quality and effectiveness. | 
We are quite prepared to present 
this evidence at a full and fair | 
trial.” 


} 
Plough Inc., Memphis, told ApDvER- | 
TISING AGE that all advertising | 
claims made by Plough for its| 
St. Joseph aspirin can be sub-| 
stantiated. 

Mr. Kimpl said that his company 
“has not been guilty of the kind of | 
engaged in by some 
drug manufacturers.” He said that 
he reviews all of Plough’s adver- 
tising before it runs and main- 
tained that those “claims which 
can’t be backed up by proof are 
not used. 

“We know that our pills dis- 
solve faster than other brands, so 
our product is ready to go to work 
faster,” he said. “We have been 
using this claim for *everal years, 
and we plan to continue with the 
same program.” 

Mr. Kimpl said that Plough has 
entered into several stipulation 
agreements with the FTC in past 
years. One of the stipulations was 
for St. Joseph aspirin in about 
1938, he added. = 


Last Minute News Flashes 


Geritol Breakfast Vitamins in Test Markets 


NEw YORK, March 24—J. B. Williams Co. will introduce Geritol 
Breakfast vitamins next month in two test markets. A major promo- 


tional effort of 1961, it will move into three more test areas a few | 


months later. Split-run copy tests in progress here are headlined, “This 
one-calorie tablet lets you watch your weight and get all the vitamins 
you need take daily,” and—the second headline—‘Now, one-calorie 
tablet gives you all the vitamins you need take for an entire day.” 
Parkson Advertising is the agency. 


Four A’‘s Seeks Successor to Gamble for ‘62 


New York, March 24—American Assn. of Advertising Agencies— 
through Booz, Allen & Hamilton—is looking for a successor to President 
Frederic R. Gamble when he retires April 30, 1962. Mr. Gamble has 
headed the Four A’s staff since 1929. A committee composed of L. R. 
Brockway, Young & Rubicam; A. W. Hobler, Benton & Bowles; Robert 
M. Ganger, D’Arcy; and Mr. Gamble is in charge of the search. 


Shell Shifts to Mather & Crowther in Britain 


Lonpon, March 24—A major account shift was in the works here 
today, with Shell motor oil advertising slated to move from Colman, 
Prentis & Varley to Mather & Crowther, another Shell agency. The 
move follows Shell’s recent U. S. appointment of Ogilvy, Benson & 
Mather, an agency in which Mather & Crowther holds an interest. 


lst Western Bank to GB&B; Other Late News 


e First Western Bank & Trust Co., Los Angeles, has awarded its $350,- 
000 account to Guild, Bascom & Bonfigli, interim agency since Febru- 
ary, when First Western dropped Grant Advertising. GB&B was one of 
four finalists competing for the business. The others: Fuller & Smith & 
Ross; Kenyon & Eckhardt; and MacManus, John & Adams. 


e Jack R. Warwick, formerly with Geyer, Morey, Madden & Ballard, 
has joined Adams & Keyes as a vp. Mr. Warwick was a principal of 
Morey, Humm & Warwick before it merged with Geyer in 1959. 


e Katz Agency, New York, has reportedly been named to represent all 
the WAVE Inc. stations—WAVE and WAVE-TV, Louisville; WFIE- 
TV, Evansville; and WFRV, Green Bay, Wis. Katz is expected to give 
up WBAY and WBAY-TV, Green Bay. WAVE-TV was one of seven 
stations up for grabs since NBC-TV Spot Sales lost its court battle 
to upset the Federal Communications Commission ban on networks 
representing non-network owned stations. 


e American Dairy Assn. is considering a proposal made at its annual 
meeting in Chicago this week that it cancel its six-times-a-year ad 
schedule in Reader’s Digest. ADA feels it should have been informed 
in advance of two Digest articles on cholesterol and milk prices con- 
sidered detrimental to dairy men. They ran in the April issue, which 
also carried an ADA ad. oe 


e The Multiplicity of Newspaper Discount Plans is beginning to bother 
advertisers like Seagram, Schenley and National Distillers. These ad- 
vertisers have practically ceased buying space on an individual brand 
basis, in favor of “blanket” corporate contracts using continuity-im- 
pact-discount (C-I-D) and other discount plans. They reported today 
the blanket contracts save them money, but add that discount plan 
complexities are giving “headaches.” Seagram uses Warwick & Legler 
as its “master” 
Schenley places its own. 


e Laros Inc., Bethlehem, Pa., lingerie manufacturer, has appointed 
Vanguard Advertising, New York, to handle its advertising and sales 
promotion. The account was formerly with Gilbert Advertising. The 
company was acquired last September by Warner Bros. Co., founda- 
tion garment manufacturer, and Laros-Warner tie-in promotions are 
planned. Account supervisor will be Hugh H. Foss, who joined Van- 
guard last month from C. J. LaRoche & Co., where he was account 
exec on Warner before it moved to Doyle Dane Bernbach. 


e Dale Armstrong, formerly with Allied Public Relations and most | 


recently with Ted Bates & Co., has joined Colgate-Palmolive Co., 
New York, as manager of public relations, a newly created position. 


e Westinghouse Broadcasting Co. has named Grey Advertising its 
agency, effective April 1. Besides the Westinghouse radio-tv stations, 
the appointment covers the subsidiaries, WBC Productions, Television 
Advertising Representatives, and AM Radio Sales. Grey, which han- 
dled National Broadcasting Co. advertising until recently, succeeds 
Ketchum, MacLeod & Grove. 


e D. P. Brother & Co. is feeling the pinch of the recession through a 
general reduction in pay, effective the last half of March. Although the 
Detroit agency would not confirm the amount of the cut, it was under- 
stood to be in the neighborhood of 10%. The cut was interpreted as an 
alternative to layoffs; Brother’s billings have been affected mainly by 
budget cuts at Oldsmobile, the agency’s biggest account. 


e Metropolitan Miami’s $200,000-plus tourist advertising budget was 
the subject of presentations by ten agencies this week. Agey Adver- 


| tising has had the account for two years. Agencies which bid for the 


agency on blanket contracts; Natiorral uses Kudner; | 
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‘Justice Orders FTC 
to Check Out Old 
Anti-Trust Decrees 


| ’ 

| WasHInctTon, March 23—A “new 
era of cooperation” between the 
Justice Department and the Feder- 
jal Trade Commission opened to- 
day, as Attorney General Robert 
Kennedy dumped 56 old anti-trust 
decrees on the commission, with 
instructions to go out and learn 
| whether respondents are behav- 
| ing themselves. 

| Newly installed FTC Chairman 
Paul Rand Dixon—on the job fewer 
than three days—promptly an- 
nounced that he “welcomes” the 
assignment. A _ considerable in- 
crease in FTC’s staff will be nec- 
essary, he observed, but he is sure 
“the commission will receive the 
fullest cooperation in obtaining the 
funds necessary to execute and ful- 
fill this obligation.” 


# Announcement that Justice De- 
partment is turning its compliance 
problems over to FTC came at 
mid-day with the release by the 
Attorney General of a letter to 
Chairman Dixon. By mid-after- 
noon, FTC was sufficiently recov- 
ered from the shock to issue a 
brief statement by Chairman Dix- 
on expressing confidence “that the 
results which can be achieved 
through this program will fully 
justify whatever expense may be 
involved in developing these facts.” 


= The Attorney General’s move 
climaxed a week of anti-trust ex- 
citement at the Justice Depart- 
ment. 

His first major reference to anti- 
trust came last weekend in a tv 
interview with Sen. Kenneth Keat- 
ing (R., N. Y.). On the tv program, 
|Mr. Kennedy promised anti-trust 
action in a variety of consumer 
product lines—particularly foods 
and drugs. 

As an indication of what is 
ahead, the department yesterday 
indicted eight milk companies and 
|'four of their executives in Balti- 
more on charges of fixing prices 
and rigging bids in selling milk to 
city and county schools. At least 
45 grand jury investigations and 
| 200 civil anti-trust probes are also 
| known to be under way, most of 
‘them carried over from the pre- 
| ceding administration. 
| # In this letter to Chairman Dixon 
|today, the Attorney General said he 


| was utilizing an “unused tool” to 
check up on companies that have 
been hit by anti-trust decrees in 
recent years. The Attorney General 
|noted that FTC can be called on to 
|make compliance investigations for 
ithe Justice Department, but that 
this power has been used only once 
| since Congress created it in 1914. 

| The Justice Department refused 
|to divulge the list of companies 
FTC has been instructed to in- 
vestigate. It said 56 cases were in- 
volved and that they date back to 
| 1940. The Attorney General said 
the cases involve price-fixing, il- 
legal allocation of markets and 
orders for large corporations to 
break up into smaller ones. 


account are McCann-Marschalk; Grant Advertising; Agey; William M. | 


Spire; Tally-Embry; Harrison Co.; Keyes, Madden & Jones; E. J. 
Scheaffer & Associates; Bishopric/Green/Fielden; and Miller, Bacon, 
Avrutis & Simons. 


e Rootes Motors, New York, will attempt to capitalize on this week- 
end’s Sebring 12-hour endurance race for sports cars by launching a 
$125,000 spring ad campaign for the Sunbeam Alpine (four are en- 
tered). Win or lose, 600-line ads will break Monday in nine markets. 
However, the hopeful Sunbeam agency, Mogul Williams & Saylor, 
will be standing by for good news and plans to take up an extra 132- 
line space with the heading “Sebring Extra.” 


e Music Corp. of America has asked U. S. district court of appeals here 
to set aside a Federal Communications Commission order which re- 
quires its officers to testify on relationships with tv talent, program 
producers and networks. MCA reiterated its contention that FCC has 
abused its discretion by refusing to accept information in confidence 
and that FCC has denied witnesses the right of counsel. The action was 
taken as Justice Department weighed an FCC proposal that the gov- 
ernment bring criminal contempt prosecution against MCA and Taft 
Schreiber, MCA vp, for refusing to testify (AA, March 20). 


s The assignment raised a serious 
problem for Chairman Dixon, who 
took office with plans of his own 
in mind. From his work as chief 
counsel of the Kefauver anti-mo- 
nopoly committee, he came to FTC 
deeply sensitive to “administered 
price” situations in steel, autos, 
drugs and bread. 

The statute which the Attorney 
General invoked is Section 6 of 
the FTC Act, which specifies that 
FTC is to investigate compliance 
with anti-trust orders for itself 
and for the Department of Justice. 
“If the investigations disclose that 
defendants are not complying with 
the court judgments,” the Attor- 
ney General wrote, “we'll seek 
contempt citations.” + 
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Ratings Fair; Abused by 


Admen, Congress Told © : ve 


(Continued from Page 1) | 
ering Hooper, Nielsen, ARB, Pulse, | 
Sindlinger, Trendex and Videodex, 
it was proposed by Rep. Oren 
Harris (D., Ark.), the committee 
chairman, in order to determine 
whether the services are techni- 
cally sound. 

The study group seemed to feel 
that rating services are more 
sinned against than sinning. It 
suggested one reason rating serv- 
ices take such abuse is that very 
little is known about their actual 
influence in program selection. 
After contacting 95 stations and| 
88 advertisers, the study group | 
said, its own information was still 
too confused to provide an answer. 

That ratings enter into the de- 
cision process hardly requires 
proof, the group observed, since 
it would be foolish to spend mil- 
lions of dollars for research if the 
research wasn’t to be used. 


s Some companies use ratings and 
cost per 1,000 simply to guide| 
their immediate decisions, while | 
conducting further research on the 
relation of ratings to sales and 
profits, the report observed.- Oth-| 
ers examine audience composition, | 
and some are interested in com-| 
pany image. 

| 


“In the absence of specific meth-| 
ods of using these data in connec- | 
tion with the other information on | 
which business and industry make | 
their programming policy, there is | 


lices to provide 


have been made against ratings: 
e 1. That they show low ratings 


‘for “high quality” programs, and 


bring about their removal: 

“We feel,” said the group, “that 
it is better to know what programs 
are being viewed or listened to and 
then make informed decisions. 

“We are certain,” the report 
said, “that the full spectrum of 
utilization of ratings occurs. Some 


/users may make brusque decisions 


based solely on ratings. Others will 
use varying amounts of informa- 


|tion in addition to the ratings. Still 


others will have an exceedingly 


|careful, documented approach to 


any major conclusions reached in 
which rating data are used. 


“We do feel that ratings are | 


sufficiently accurate, that their 
defects are sufficiently known, and 
the willingness of the rating serv- 
information on 
quality sufficiently clear, at least 
when specific questions are asked, 
for the users to have the main 
responsibility for decisions made 
on the basis of the ratings.” 


e 2. There are inconsistencies 


among appraisals of the same pro- 
gram or station: 

Often this is because the surveys 
were made at different times, the 
report said, consequently reflect- 
ing different situations. 


e 3. Ratings are manipulated by 
“hypo” techniques: 
Occasionally this can be done, 


an inevitable tendency not only for | the study group acknowledged, but 
decision makers to rely primarily |the rating services now make 


on the sizes of the rating and |<tudies over such long periods that 


changes in them, but also for that | 
reliance to appear to be even larger | 
than it is, since no other aspect of | 
the decision making process is | 
known.” 

In the report, the study group 
commented, “Our task does not 
include who, if anyone, is to be 
blamed for the programs that are 
presented. But it should be noted 
that to a larger extent the ratings 
are merely a tool, a servant, not a} 
master. 


s “If ultimate blame is to be at-| 
tached, it should be shared by the) 
type of master whose decisions 
would be guided in any case by 
the kind of information which the 
rating services simply make avail- 
able to him in convenient ‘pocket- 
piece’ form, cast in a precise quan- 
titative mode and available ef- 
ficiently and quickly.” 

The analysis noted that the rat- 
ing services provide a wide variety 
of supplementary data which could 
be used to reduce greatly any tend- 
ency to decide the fate of programs 
exclusively in terms of “the crude 
and gross criterion” of total au- 
dience size. “The selectivity that 
leads to using audience size as the 
primary element of the decision— 
to accepting one item of informa- 
tion and rejecting, or not stressing, 
the rest of the statistical assort- 
ment displayed by the rating serv- 
ices—supports the conclusion that 
the rating services are not the sole 
object of blame for programming 
policy,” the report said. 


es As the report was submitted 
today, Dr. William G. Madow, of 
Stanford Research Institute, chzir- 
man of the three-man group, said 
that, “on an average,” he believes 
the services are doing a good job, 
“despite errors.” He said the re- 
port found technical weaknesses in 
all the major forms of operation— 
telephone directory sampling, diary 
methods, and meters. He said the 
services were aware of all the 
problems which the study group 
mentioned, and generally were try- 
ing to deal with them. 

The study group commented on 
four kinds of complaints that 


this becomes exceedingly costly. 
“While we do not wish to mini- 
mize this complaint,” the group 
said, “we do doubt that the re- 
turns for collusion to an individual 


| rating service would be sufficiently 


great for the service to have a pol- 
icy of collaborating in hypoing at 
the possible cost of losing the busi- 
ness of clients who wish to have an 
accurate picture of the viewing or 
listening audience.” 


e 4. Station or producer com- 
plaints that their rating has been 
too low: 

Even low-rated programs can 
have important sales results, and 


bring communications from many | 
people, the group explained. Some- | 


to refute | ore carefully 


times special surveys 
ratings are made by mail, by an- 
nouncements, or by questionnaires 
in newspapers, the group noted. 

“Our opinion is that the quali- 
ty of the surveys made by the 
rating services is very likely to be 
higher than that of the ordinary 
mail or newspaper survey.” 

Rating services, the study group 
noted, must constantly choose be- 
tween quality and price. “The rat- 
ing services reflect the fact,” it 
said, “that where a low price is 
important, people will accept lower 
quality.” 


s The study group said its chief 
criticism of the industry is that it 
isn’t supporting any methodologi- 
cal research. In line with its rec- 
ommendation that users try to get 
their hands on comparable ratings 
by two or more services, the report 
firmly opposes suggestions for a 
single industrywide rating serv- 
ice. It suggests, however, that in- 
dividual rating services contribute 
toward the support of an office 
of research methodology, so tHat 
technical progress can be made 
without placing unbearable re- 
search costs on any one service. 


® Among the points discussed in 
the report were these: 

e Fuller disclosure of technical 
information. The committee said 
users should get in printed form 
full information about procedures 


Robert F Lloyd, Florida Engineer says... 


“Infiltration 91% below 
specified allowance” 


At Vero Beach, Florida, maximum allowable infiltration 
was 6,000 gal. per mi. per day. But tests proved infiltration 
averaged only 500 gallons 91 
That's because the new sewers are built with Dickey 


below the allowance 


Coupling /Pipe. The Dickey 


compression-type Coupling 
locks sewage in 


locks ground water out. By reducing 
infiltration to a minimum, pump stations handle only 
actual sewage flow. And, the Dickey plastisol Coupling is 
flexible, too holds tight even under normal deflection. 


> 
Send today bor free fact-lilled Bulletin 718 j 


Providing improved sanitation tor better living 


Ic 


W 8. DICKEY CLAY 
ee ee 
0 Lowes, a Sa Antone, Tou, Tevarhana, Ten, teh 


sanitary 


clay pipe 
ra.co. 


Hf it's made of clay it's good if i's made by Dickey it's better 


salt-glazed ’ 


A firm push...a sewage-tight joint 


Dickey Coupling speeds and simplifies sewer construction 


ray 


sanitary San glazed clay oe 


WwW 8 DICKEY CLAY MFG CO 


a IckEY 


CHANGE—W. S. Dickey Clay Mfg. Co. is breaking away from its prior 

campaigns which featured case histories and testimonials and forced 

it to use “the same old photographs of another guy in a sewer 

trench” (left) and switching to action type photographs (right). Ads 

will break in April in issues of more than 70 regional publications in 
an 18-state area. Robertson Advertising is the agency. 


and limitations of each service. 
, 


e More audience composition data. 
While not all clients want these, 
the data will be more widely used 
if they are regularly available, it 
said. “Each rating service should 
issue, one or more times annual- 
ly, the ratings of programs by 
various population groups.” 


e Technical improvements: More 
frequent technical evaluation of 
the data and better policing of 
interviews. Services using “per- 


| with what stations to put some 
|spot programs or commercial an- 
nouncements, by going down a 
| list of stations—stopping at the 
| stations having the highest rat- 
| ings that provide sufficient num- 
| ber of commercial announcements 
| or spot programs for its purpose— 
then obviously a station may be in- 
cluded or excluded just on the ba- 
| sis of certain rating information.” 

But rating may not occur very 


‘Net Profits Drop 


Advertising Age, March 27, 1961 


Curtis’ ‘60 Ad, 
Gross Revenue Up; 


PHILADELPHIA, March 24—While 
gross operating income for Curtis 
Publishing Co. for 1960 was up 
more than $5,000,000, net profits 
after taxes fell off sharply to 
|-$1,079,361. 
| Gross operating income totaled 
| $248,607,091, compared with $243,- 
| 043,688 for 1959. Operating income 
for 1960 was $186,894,956 after 
|commissions and discounts, com- 
|pared with 1959’s $182,494,938, the 
| 1960 annual report to stockholders 
said. 

Robert E. MacNeal, president, 
reported that the net profit after 
| tees of $1,079,361 compared with 
| $3,960,810 the previous year. 

He also reported that the ex- 
panded program of making avail- 
able a wide selection of print 
spectaculars continued successful, 
with a total of 46 such inserts in 
the Post, Ladies’ Home Journal, 
Holiday and American Home, with 
a gross revenue of $4,435,000. 


® Referring to complaints by the 
FTC against Curtis Circulation 
Co. charging the granting of cer- 
tain allowances to Union News 
Co. and other railway news agen- 
cies, Mr. MacNeal said that even 
though a consent order was signed 
the net over-all effect should not 
be substantial. 

He also predicted the first quar- 
ter of 1961 will find Curtis in the 
red because of a sharp decline in 
linage over the past two months. 
He disclosed that all expenditures 


are being reevaluated. 


| often for that station, if it is in a| Gross ad sales of the Post for 


| small market. “Thus, not only does 


manent” samples are particularly | the station lose for the time be- 


| similar result, 


| 


| 
| 


vulnerable here, since population 
characteristics change. 


e Avoiding “dollar-per-1,000” 
measurements: When the sample 
is small, and the rating small— 
less than ten—the estimates in 
terms of dollars per 1,000 will in- 
evitably be high, since the esti- 


mated rating has been used as) 


part of the denominator. For a 
with less danger 
of bias, the study group suggests 
“homes per $100” or “audience 
per $100.” 


e Don’t rely on small market rat- 
ings: Samples are small and poor- 
ly planned, so relatively larger 
errors will occur more often than 
in larger markets where large and 
selected samples 


|}are used, the report said. Adver- 


tisers who use many markets will 
make out all right under the law 
of averages, but in individual in- 
stances bad choices are possible. 


® “Rating services make many es- 
timates, and a certain number of 
them will differ considerably from 
the values they are supposed to 
estimate,” the report explained. 
“This proportion will not neces- 
sarily be excessive, but it cannot 
be avoided. 

“This means that in the issu- 
ance of 1,000 ratings, perhaps 50 
out of the 1,000 may differ more 
than one would like. But anyone 
who is concerned with all 1,000 


ratings will certainly not be too, 


greatly handicapped by the fact 
that some 50 of them are poor. 
“The batting average will be 
quite good. Thus, the big adver- 
tisers, the big broadcasting chains, 
will not have any problem be- 
cause what they lose in one way 
they will probably gain in an- 
other. Some programs will look 
poorer than they are, others will 
look better than they are, but on 
the whole there will be an 
portunity to balance out. 


op- 


s “For the small stations, and for 
programs having smaller audi- 
ences, however, the situation can 
be more serious. If, for example, 
an advertising agency is deciding 


| ing; it also has little opportunity 
| to reverse the error, and may find 
| the mere fact that it does reverse 
the earlier error counts against it 
on the ground that it is unstable 
when, in fact, it has been simply 
unfortunate from a sampling point 
of view. 
r “Again from the point of view 
|of the advertising agency, this is 
probably not a very serious loss 
| to it, because the station that was 
unnecessarily graded low may well 
| have been replaced by another 
station whose rating was not real- 
ly much different.” 

Study group members besides 
Dr. Madow, were Dr. Herbert H. 
Hyman, of Columbia University, 
and Dr. Raymond J. Jessen, of 
CEIR Ince. 


= 
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Webcor Promotes Simkowski, 
Stern to New Positions 

Webcor Inc., Chicago, has ap- 
pointed George R. Simkowski mar- 
keting manager of Webcor Sales 
Co. and Edward C. Stern Webcor- 
Dormeyer advertising and sales 
promotion manager, both new po- 


George R. Simkowski Edward C. Stern 


sitions. Mr. Simkowski, Webcor ad- 
vertising manager for the past two 
years, will coordinate advertising 
and promotion with sales for all 
Webcor products. 

Mr. Stern joined Webcor in No- 
vember, when Webcor acquired 
Dormeyer Corp., where he had 
been advertising manager for the 
past three years. He now will head 
advertising for both Webcor and 
Dormeyer products. 


1960 reached a new high of $103,- 
930,494 (compared with $97,456,- 
146 for 1959), as did average net 
paid circulation of 6,301,789. Mr. 
MacNeal also reported that ad sales 
for the Journal declined in 1960 to 
| $28,366,234 from $31,048,653 in 
| 1959. In 1959, average net paid cir- 
culation rose sharply to 6,414,890. 


s Gross advertising sales of Holi- 
day for 1960 also reached a new 
high of $11,126,981, compared with 
$9,599,314 for 1959, with average 
|net paid circulation up slightly to 
936,749 from 930,701. Advertising 
|revenues for American Home in 
1960 were down to $8,341,385 from 
| $9,292,709 for 1959, while average 
inet paid circulation in 1960 in- 
creased to 3,689,877 from 3,557,269 
for 1959. The average net paid cir- 
|culation for “Jack & Jill,” which 
does not accept ‘advertising, in- 
|creased sharply in 1960 to 834,068 
| from 671,798 for the previous year. 
“LHJ' TO BOOST RATE 
BASE IN OCTOBER 


PHILADELPHIA, March 24—Ladies’ 
Home Journal will beost its cir- 
culation rate base to 7,000,000, ef- 
fective with its October issue. The 
present base is 6,500,000, and the 
Journal several months ago had 
announced it would institute a 6,- 
700,000 rate base as of its July 
issue (AA, Jan. 2). 

In the earlier announcement, the 
Journal had announced effective 
in July the b&w page rate would 
be increased to $31,490, up from 
the current $28,275. A new rate 
card is expected to be announced 
shortly. + 


McCulloch Sets Print Push 

McCulloch Corp., Los Angeles, 
will launch the largest print cam- 
paign in its history in April. Bew 
spreads and two-color inserts are 
scheduled in American Forests, 
Chain Saw Industry, Crow’s West- 
ern Equipment & Timber News, 
Forest Farmer, Forest & People, 
Journal of Forestry, Northeastern 
Logger, Pacific Logger, Pulpwood 
Production, Timber Operator, Tim- 
berman, Trees and Western Con- 
servation Operator. 
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PORTRAIT OF A BUYER WITHDRAWING HIS VALUABLES 


He plays it safe. Maybe you should, too! Because 
sources are worth more than money sometimes. Which 
explains why Thomas Publishing has such a good thing 
going—buyers of industrial equipment know Thomas 
as their best source of product information. 


They use the four fat volumes of Thomas Register 
because they know it’s the most complete industrial 
directory there is. TR weighs nearly as much as the 
young man in the picture—TR, 48 lbs., buyer, 97 lbs. 
But he lugs TR around anyhow because he knows that 
25,000 other buyers use it too, and this gives him moral 
support. 


Buyers also check the Thomas product information 
newspaper which comes out every month, Industrial 


Bring your industrial promotions full circle—from 
first announcement to final sale. Advertise in IEN and 
TR. Both are published by Thomas, product information 
headquarters for the men who buy. 


Equipment News. IEN enlists their ardent readership, 
81,000 strong, because it tells all about what’s new— 
even uses cutaways and how-it-works drawings to put 
the facts across. 


THOMAS 


PUBLISHING COMPANY 
Product Information Headquarters 
461 EIGHTH AVENUE, NEW YORK 1,N. Y. 
Phone: OXford 5-O500 
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Westinghouse Goes All Out for TV 
Spectaculars: 18 on Three Networks 


(Continued from Page 3) | sponsors, Bristol-Myers and R. J. 
only until July. During the sum- | Reynolds, who dropped “I’ve Got 
mer the time period will be filled |a Secret” when they were asked 


by pilots of unsold series. to move to make room for a new 
Westinghouse, which has long| General Foods’ Gertrude Berg 

leaned toward major tv production | series. + 

efforts, chose to return to hour 


length, which has given it its Doublemint Spots 


greatest impact. 


| 
= Placed through McCann-Erick- Aim at Repe at Sales, | 
son, the specials will be scheduled 
two a month for October through Says Meyerhoff Team 
March and one monthly for March Evanston, ILL., March 21—Wrig- | 
through September. Commercials ley’s Doublemint chewing. gum | 
will be devoted mainly to con- campaign went to college this 
sumer products, but there will month, as members of Arthur 
also be video breaks covering cor- Meyerhoff Associates, Chicago, | 
porate research, engineering and explained the soft sell push of the | 
atomic power. Commercials for ‘Double your pleasure” jingle and 
radio and tv sets will be prepared | the Doublemint twins. 
by Grey Advertising; all other; The scene was a meeting of 
product and corporate commer- Northwestern University’s Adver- 
cials will be prepared by McCann. tising Society. On hand were 

about 50 NU students and four 
s Meanwhile, there was equally members of the Meyerhoff Wrig- | 
good sponsor news from Detroit. ley account team: Roger Mohr, 
The networks which had reason account executive; Stuart Novy, 
for worry about the hard-pressed head of radio-tv; Bill Doscher, re- 
auto makers’ reluctance to commit | search director and Thomas Mag- 
themselves to regular tv schedules | sino, creative director. The Meyer- 
can begin to relax. hoff staffers rolled off movies of 

Chevrolet is already committed 14 different versions of the Dou- 

to regular fall schedules. This! blemint commercials. 
week NBC drew renewal promiscs Mr. Mohr explained that the 
from Ford Motor Co. and a new theory of the campaign called for 
contract from Buick. Ford will re-| frequent exposure relying heavily 
sume weekly sponsorship of the}on 10, 20 and 60-second tv spots. 
Hitchcock dramas in the fall, along| Because the commercials were 
with alternate half hours on ““Wag- | booked into almost all the major 
on Train” and probably partial! markets and were aired frequent- 
backing of the “Ernie Ford Show.” |ly, the agency wanted to create 

|“palatable” advertising that didn’t 
® Buick is dropping the Bob Hope annoy or irritate. 
specials, but the company will ; ; 
carry a half hour of Mitch Miller’s|" 4 second consideration was 
“Singalong” every other week. | Consistency, Mr. Magsino said. 
Also on NBC, a new show starring | Since the agency is promoting a 
Bob Newhart is due to come in as | 5¢ Product, a prospect who buys 
Sealtest’s replacement for “Bat | Doublemint today is also a pros- 
Masterson.” pect tomorrow. The aim was to 

CBS has agreed to make room | develop a campaign that was con- 

on its fall schedule for “Father of | Sistent rather than coming up with 
the Bride,” co-sponsored by Gen- | “Something new and amazing 
eral Mills and Campbell Soup. The | €Very other week,” he pointed out. 
pilot for this tv serial adaptation | On both counts the Doublemint 
of an old movie was financed by jingle and the Doublemint twins 
General Mills through BBDO. Lost filled the bill, the students were 
at CBS were a couple of miffed told. The twin idea was “a natu- 
ral,’ Mr. Mohr said, because “we 
m didn’t have to go way out of our 
Westinghouse Backs way” to find a unifying theme. 


He noted that the twin idea was | 
| 
| 


Four-for-One Offer first used for Doublemint back in 
¥ the mid-’30s, when Wrigley spon- | 
vid $2,000,000 Push sored a radio show with double | 


announcers and twin = singing 
groups. Unlike the current cam- | 
paign, the mid-’30s push was| 
backed by heavy newspaper} 
schedules and car card and out- 
door advertising. The present 
campaign is bolstered in the U.S. 
by five-minute radio inserts on 
NBC’s “Monitor.” In Canada, 
Wrigley is using comic supple- 
ments to enlarge the visual im- 
pression, because tv’s penetration 
is substantially lower there. 


CoLumeBwus, O., March 22—West- 
inghouse Electric Corp.’s major ap- 
pliance division will spend more 
than $2,000,000 for advertising sup- 
port of its April-through-June 
“Four for One” retail promotion. 

“Buy a Westinghouse major ap- 
pliance and get three portable ap- 
pliances free with it” is the slogan 
and plan of the promotion, pre- 
tested in Detroit during the last six 
weeks of 1960. The three-appli- 
ance lagniappe will consist of a 
carton containing an electric can|@ Because the “double” angle is 
opener, a hot dog cooker and a| played to the hilt (about 24 men- 
portable mixer. Excluded from the | tions of the word in 60 seconds), 
promotion will be purchases of| the agency wanted to make the 
water heaters, dehumidifiers and | spots “grind” as little as possible 
food waste disposers. on viewers’ eyes and ears. One 

Advertising will include key city| way they accomplished this was 
newspaper ads, beginning during |to vary the beat of the “Double 
the week of April 3, and radio and | your pleasure” jingle, from waltz 
tv announcements. Smaller news-| to cha-cha-cha to swing. Another 
papers will also be used. In addi-| was to avoid pictures of the Dou- 
tion, dealers will get a catalog of | biemint package, using just the 
mats and suggested radio and tv| jogo at the end of the commercial. 


spots. + | ““Nobody’s ever pushing the pack- 
|age in your face,” Mr. Magsino 

McKenna, Marsh Promoted | told the NU advertising group. 
Thomas J. McKenna, sales pro-| Mr. Magsino gave credit for the > 


motion manager of Encyclopaedia|jingle to copywriter-musician 
Britannica Inc., has been ap-| Mike Chon. “A good jingle is a 
pointed director of advertising and| good song,” Mr. Magsino said. 
sales promotion, and Guy Marsh,|“The music has to do the same 
assistant sales promotion manager,|thing the words are doing. We 
has been promoted to sales pro-| were lucky to have a guy who 
motion manager. }could write both.” = 


Advertising Age, March 27, 1961 


100 Top Magazine, TV Advertisers in 1960 


Compiled by Leading National Advertisers Inc. and Broadcast Advertisers Reports 


P.1.B. Sunday LNA-BAR 


Total P.1.B. Magazines Total Magazine Network 
Company Expenditure General Farm P.1.B. Sections Television 
1. General Motors ...........000 $ 66,377,052 $ 37,963,619 $1,155,255 $ 39,118,874 $ 4,273,145 $ 22,985,033 
2. Procter & Gamble .............. 50,186,401 3,556,864 3,695 3,560,559 219,163 46,406,679 
3. American Home Products .. 41,492,211 6,820,355 250,034 7,070,389 1,045,765 33,376,057 
4. General Foods .................... 35,663,339 9,194,991 185,200 9,380,191 7,659,500 18,623,648 
Wi) IIE cai cesiciesvseacnesuessace 33,834,149 3,189,259 17,265 3,206,524 2,014,485 28,613,140 
6. Colgate-Palmolive .. 27,271,321 2,747,867 68,963 2,816,830 1,943,211 22,511,280 
7. R. J. Reynolds ..... 23,877,499 _ 5,222,030 361,456 5,583,486 2,402,597 15,891,416 
8. General Mills ..... 23,613,122 5,351,056 92,344 5,443,410 3,518,005 14,651,707 
By NE gaevorccsevecssenceneess 23,558,208 10,882,179 854,101 11,736,280 661,995 11,159,933 
WG. Ghepater Corp. ........:.........:. 22,761,375 12,746,684 245,110 12,991,794 1,131,380 8,638,201 
1. American Tobacco 19,530,866 : 6,714,711 242,480 6,957,191 2,871,710 9,701,965 
Bee UU: se sinscctsstscsncies 18,757,706 «* 1,984,590 92,938 2,077,528 1,321,259 15,358,919 
13. Bristol-Myers ..................005 18,075,022 6,255,306 14,472 6,269,778 1,057,956 10,747,288 
14. Campbell Soup. .................. 16,932,375 8,991,565 —_————_ 8,991,565 2,636,110 5,304,700 
BG PR III os sisesccicsiccceseses 16,605,386 4,517,451 sitet 4,517,451 842,487 11,245,448 
16. General Electric ................ 16,541,227 9,547,245 233,100 9,780,345 1,015,164 5,745,718 
17. _National Dairy Products .... 15,747,927 6,267,562 157,710 6,425,272 792,844 8,529,811 
18. Liggett & Myers ............00. 14,632,805 3,197,856 11,690 3,209,546 431,635 10,991,624 
19. National Biscuit .................. 13,989,283 3,162,396 41,500 3,203,896 437,465 10,347,922 
Be II Ge wsessicccssscesic 13,890,447 3,328,776 a 3,328,776 2,806,390 7,755,281 
Bee, I PR cai dcnactiabicrseiunctarice 13,836,124 5,383,174 140,787 5,523,961 753,541 7,558,622 
22. Brown & Williamson .......... 13,450,425 422,971 4,410 427,381 489,895 12,533,149 
Se a, cscncscckashscssieh 13,425,385 1,256,188 sanceinpstaiatie 1,256,188 93,895 12,075,302 
UR | III ha cedaet hv navsncanniinesionenen 13,109,529 747,177 200,530 947,707 ————— 12,161,822 
25. American Tel. & Tel. .......... 13,025,190 10,768,628 313,448 11,082,076 38,750 1,904,364 
De) ~ MIN ist hingantesoseecastnaceaaes 12,666,791 2,572,947 71,830 2,644,777 121,818 9,900,196 
27. Bastman Kedak .............c0000 11,859,542 6,377,992 scnieaiiainine 6,377,992 209,756 5,271,794 
28. Westinghouse Electric ........ 11,812,258 2,204,208 146,310 2,350,518 636,575 8,825,165 
29. Distillers Corp.-Seagrams .. 11,127,593 10,876,273 10,876,273 251,320 ssiepesitiin 
MI as sxcnscaaneastentcecnnc’ 10,200,318 741,467 741,467 619,405 8,839,446 
31. Warner-Lambert ................ 9,251,898 °3,173,336 3,173,336 614,502 5,464,060 
es ee 8,822,038 —_— 8,822,038 
Se, Corn Preeets ....ccccccss..s.:5. 8,803,025 3,442,979 19,430 3,462,409 1,998,260 3,342,356 
34. S$. C. Johnson & Son ........ 8,723,011 616,589 2,675 619,264 ncesmectniaiaaiad 8,103,747 
ls “MIEN. Shrtatadesichosisssencxesounicais 8,719,767 4,254,906 sontnineihieasii 4,254,906 244,981 4,219,880 
BB, BeMOUT ] GO. cocccssssssicsccscre 8,286,891 3,884,155 91,701 3,975,856 322,665 3,988,370 
le PE IID er sisekcccevensevess: 8,129,864 4,075,655 16,600 4,092,255 1,015,035 3,022,574 
38. Goodyear Tire & Rubber .. 8,109,952 5,864,944 332,740 6,197,684 92,360 1,819,908 
Be, IIE ects nexineaxcoartsoncibeine 7,972,521 2,061,002 43,589 2,104,591 940,620 4,927,310 
40. J. B. Williams Co. ............. 7,801,556 5,535 natin 5,535 166,395 7,629,626 
41. Radio Corp. of America .... 7,726,161 3,923,797 3,750 3,927,547 63,247 3,735,367 
42. Standard Brands 7 537,777 4,194,052 163,675 4,357,727 292,910 2,887,140 
43. Ralston Purine ....... me 7,175,267 222,225 496,367 718,592 389,635 6,067,040 
44. Armstrong Cork - 6,971,675 2,790,641 a 2,790,641 nsnuniaimmaliiian 4,181,034 
DA Fe PIU sasenseccsscsssveces 6,680,410 4,747,008 355,744 5,102,752 9,500 1,568,158 
46. Johnson & Johnson ............ 6,555,581 1,815,208 65,410 1,880,618 377,333 4,297,630 
47. Carter Preuets .......cccscccses: 6,472,286 283,854 14,257 298,111 cnmentsiasncmmsisia 6,174,175 
GB. GEG POOF do. .cesesccccsseseses 6,441,750 1,886,951 ieee. 1,886,951 533,851 4,020,948 
49. Kimberly-Clark 6,214,530 2,397,424 13,560 2,410,984 279,260 3,524,286 
50. National Distillers ....... nasene 6,105,702 6,077,070 2,627 6,079,697 26,005 <isltiiainimnent 
51. Hunt Foods & Industries .... 6,038,697 5,962,317 5,962,317 76,380 es 
52. Aluminum Co. of America .. 6,008,939 2,107,143 26,460 2,133,603 382,410 3,492,926 
ee 5,850,686 4,156,360 57,881 4,214,241 270,225 1,366,220 
EN 5 ccs ccosacsianveessasbecnse 5,835,399 2,387,736 149,045 2,536,781 ———— 3,298,618 
55. Firestone Tire & Rubber .... 5,740,401 3,741,078 208,540 3,949,618 1,573 1,789,210 
56. Bayuk Cigars .............0... 5,705,471 —_—_—_—- 5,705,471 
Six, IIR chseréiessncisausceacnsavtnns 5,704,857 2,270,895 133,835 2,404,730 290,980 3,009,147 
i Fs I ecncienetcincccenacies 5,667,278 1,740,942 62,000 1,802,942 924,285 2,940,051 
Be BE MEE. scesnonsninnssioconeases 5,512,573 2,358,358 328,496 2,686,854 42,535 2,783,184 
60. Beech-Nut Life Savers ........ 5,498,812 679,695 aliens. 679,695 sunconieninngn 4,819,117 
61. Prudential Insurance ......... 5,445,766 350,490 15,120 365,610 1,313,295 ee. 3,766,861 
es | FD vxcsniesscnscestcscssseses 5,271,765 29,375 29,375 cctesiuniaamena 5,242,390 
63. Helene Curtis Industries .... 5,131,765 817,143 ae 817,143 964,580 3,350,042 
64. Chesebrough-Pond’s ........ 4,930,355 3,132,026 ae 3,132,026 12,180 1,786,149 
65. Kaiser Industries .......... - 4,913,691 383,249 82,402 465,65) cinta 4,448,040 
66. Hiram Walker ................ ; 4,907,953 4,907,953 Pane ni 4,907,953 —— sasiietiniabiicial 
67. Richardson-Merrell _........... 4,791,263 1,387,856 347,545 1,735,401 681,335 2,374,527 
68. Jos. Schlitz Brewing ....... 4,735,870 1,930,610 Pa 1,930,610 179,730 2,625,530 
69. California Packing ....... ; 4,704,050 3,056,746 93,105 3,149,851 1,066,090 488,109 
70. American Chicle ......... ; 4,612,913 —_—_— 4,612,913 
FE, CR cvcsesssecsce: . 4,421,877 3,860,797 een iemicina 3,860,797 onauatiaimenss 561,080 
+; a enn ; 4,349,678 722,869 49,285 722,154 a 3,577,524 
73. Columbia Broadcasting «4,279,868 3,907,335 aie 3,907,335 372,533 ——— 
74. Dow Chemical ................ 4,203,939 2,401,775 85,856 2,487,631 102,695 1,613,613 
75. Reynolds Metals wats 4,143,655 752,210 5,565 757,775 567,720 2,818,160 
76. Sears, Roebuck & Co. ....... 4,101,704 1,271,189 2,750 1,273,939 onmuguntinne 2,827,765 
77. Standard Oil Co. (N.J.) 3,912,352 3,068,791 57,406 3,126,197 onmenimeene 786,155 
78. Studebaker-Packard .......... 3,868,110 2,644,610 109,101 2,753,711 50,150 1,064,249 
79. General Telephone ............ 3,851,981 3,546,185 nteiaaiinn 3,546,185 190,500 115,296 
80. Mutual Benefit H&A .......... 3,685,242 133,786 as Re 133,786 515,020 3,036,436 
81. American Motors ................ 3,641,527 2,670,770 38,310 2,709,080 506,150 426,297 
Bs MINED tesacosvnceesstcsssstvesenese 3,532,522 1,707,092 318 1,707,410 —— 1,825,112 
83. New York Life insurance .. 3,513,681 2,183,378 252,780 2,436,158 1,077,523 ———_ 
Be IEE. Seciescnsassssnecvnnstniievins 3,484,282 935,506 dunia 935,506 19,375 2,529,401 
85. Schenley Industries ............ 3,452,075 3,429,290 a ae 3,429,290 22,785 a 
86. Renault .................. ms 3,441,210 1,539,342 ere one 1,539,342 3,751 1,898,117 
87. Polaroid ....... Sidi tecciasniaaisibied 3,378,120 622,934 622,934 aanmmiiieain 2,755,186 
88. Book-Of-The Month Club 3,358,666 2,870,885 rs in oe 2,870,885 487,781 -_ 
89. Union Carbide Werte Oe 3,356,399 1,923,255 30,390 1,953,645 98,292 1,304,462 
90. Borden ..... pabibebeictieletied 3,348,076 2,716,266 17,890 2,734,156 a ae 613,920 
91. Seven-Up .. ' eieaeatie 3,320,145 2,213,795 15,500 2,229,295 anne 1,090,850 
Se II, ctiticecesesssesbestniascstopes 3,279,331 2,954,943 15,500 2,970,443 169,310 139,578 i¢ 
93. Olin Mathieson nace 3,251,455 831,707 63,400 895,107 165,865 2,190,483 
94. Doubleday & Co. ............. 3,228,884 1,119,962 Pe ion 2 1,119,962 2,108,922 oe a 
95. American Can ............. 3,215,587 3,115,287 ae 3,115,287 100,300 onmasiinmanian + 
96. Anheuser-Busch ; 3,200,589 1,905,241 a 1,905,241 648,775 646,573 : 
i ae 3,148,470 1,699,135 2,100 1.701,235 1,447,235 comsmmmetnnes 
98. John H. Breck aad 3,118,956 1,170,001 pees tae 1,701,001 95,400 1,322,555 
99. Gulf Oil ......... sie 3,118,154 1,402,657 45,658 1,448,315 335,230 1,334,609 
100. Purex , * 3,070,618 597,271 _——— 597,271 193,395 2,279,952 


en .. $1,004,638,195 $350,559,964 $8,822,991  $359,382,955 $65,148,085 $580,107,155 
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This Week in Washington 


Dixon Pitches in to Tie FTC Efforts 
to Kennedy's Anti-Monopoly Program 


By Stanley E. Cohen 
Washington Editor 


WASHINGTON, March 23—It is 
sometimes said that nobody can 
make a first rate agency out of the 
Federal Trade Commission. But 
Paul Rand Dixon, who worked 
there 20 years, took over the 
chairmanship this week confident 
that he has. the formula. 


To provide a sense of mission, | 
he will tie FTC closely to the anti- |! ; 
~ c es | ing stage. Then, after the evidence 
|is collected, he finds the cases 
|are turned over to hearing exam- 


monopoly program of the Kennedy 
administration. To eliminate de- 
lay, which has typified FTC’s 
performance in. the past, he will 
propose extensive reorganization. 


As chief counsel for the Kefau- | 
ver anti-monopoly subcommittee | 
during the past four years, Mr. | 


Dixon directed far-reaching in- 
vestigations into such industries 
as steel, autos, bread and drugs. At 
FTC Mr. Dixon will have hundreds 
of investigators, economists and 
lawyers ready to follow the leads 
he turned up with the relatively 
limited investigating resources of 
the Kefauver committee. 


s He has made no secret of his 
willingness to tie FTC to the pro- 
gram of the White House, even if 
this means more Presidential in- 
fluence over the commission than 
FTC has even felt in the past. “It’s 
not truthful to talk about having a 
free enterprise system, if we tol- 
erate the conditions which our 
investigations uncovered,” he has 
said. 

Mr. Dixon’s entire career has 
been at FTC and the Kefauver 
committee. In college he had been 
among Vanderbilt’s football greats. 
But in 1938 he arrived here job- 
less, with a new law degree in his 
hands. His fellow Tennessean, 
Judge Ewan Davis, then chairman 
of FTC, gladly added him to the 
commission staff. 


s At FTC he handled some of the 
commission’s most complicated 
anti-monopoly cases. But just 
after taking his oath of office 
Tuesday, he observed: “During my 
service in the Senate, my eyes 
were opened to the seriousness of 
the monopcly problem that con- 
fronts this nation of ours.” 

In the cold war, the nations of 
the world must choose between 
communism and our free way of 
life, he ‘observed. “Our economic 
way of life is part of that struggle. 
Whether our economy remains 
free or not depends in part wheth- 
er this small agency does its part.” 


s In addition to this sense of mis- 
sion, Mr. Dixon hopes to introduce 
procedural changes which will 
help shake off FTC’s lethargy. 

When it was set up in 1914, 
sponsors hopefully promised FTC 
would become a major influence 
over the ethics of the market 
place. Soon, however, it became | 
embroiled in legal hair-splitting. | 
By the time it decided a case, | 
business men had lost interest in4 
the original issue. 

FTC became known as “The Old | 
Lady of Pennsylvania Ave.” Dedi- 
cated young government lawyers 
preferred to work elsewhere. In 
only one instance has an FTC 
commissioner moved on to higher 
federal office. 


es As Mr. Dixon takes over, how- 
ever, FTC was already on the up- 
grade. Under Earl Kintner, FTC 
learned how to influence the eth- 
ics of the market place without 
bogging down in time-consuming 
litigation. Investigations were 
planned on an industry-wide basis. 
Through consultation, bad prac- 


| examiners?” 
tices were eliminated while they | 


were still fresh on everyone’s 
mind. 

Much FTC effort necessarily in- 
volves fight-to-the-finish litigat- 
ing of cases. And Paul Rand Dixon 
thinks he knows how to accomplish 
this much more efficiently than 
FTC has been doing it in the past. 


® FTC cases drag out, he believes, 
because there has been too much 
paper shuffling at the investigat- 


iners who already have far more 
work than they can handle. 

He expects to do a complete 
house cleaning on the investigat- 
ing process. As it stands now, 
cases are picked, legal strategy 
planned and evidence collected by 
the bureau of litigation. He plans 
to center the planning with the 
lawyers who have to arrange the 
prosecution of the case. The in- 
vestigators will function only as 
legmen, collecting the information 


Linares 
Toro 


THE BRANIFF TEAM—Representatives of the advertising 
agencies now handling Braniff International Air- 
ways in Latin America met for two days in Lima, 
Peru, to get details of the 1961 ad program worked 
out by Cunningham & Walsh. On hand were Wal- 
lace Lawrence, vp, and John Lucinatelli, media su- 
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Lawrence Lucinatelli 


Jennings Garfunkel Arosemena 


pervisor, of Cunningham & Walsh; Juan Linares, 
Publicidad Eter, Buenos Aires; Guillermo Toro, 
Publicidad Toro, Bogota; Burns Jennings, Publici- 
dad Jennings, Lima; Pierre Garfunkel, Publitec, Sao 


Paulo; and Ramon Arosemena, Mykland Publicidad, 
Panama City. 


that the prosecutors need. 

His determination to do some- 
thing about the hearing examiner 
situation illustrates the  back- 
ground that he brings to his job. 
Every litigated case is heard and/| the anti-trust prosecutions of the 
decided by a hearing examiner.| Department of Justice. Because 
But FTC has only 15 of them, and our cases are in the trial calendar 
there are nearly 400 cases backed/|so long, investigations are rela- 
up waiting to come to trial. | tively brief, with the remainder of 

the investigating completed while 


® Because the hearing examiners | the case awaits trial. On the other 


elapsed time in our cases, from 
beginning of investigation to final 
order,” said this hearing examiner, 
“T think you will find that the FTC 
record compares favorably with 


have such heavy loads, each case | hand, the Justice Department in- | 


gets only a few days of attention vestigates exhaustively and con- 
before the examiner moves on to|sumes much more time preparing 
the next. A complicated anti-|its cases. Its cases get to trial 
monopoly case may require eight | sooner, but the time had already 
to ten weeks of trial. Under the! been lost in the investigation.” + 
present system, with examiners | 


devoting only a few days at a time | CBS Formalizes Policy 
to any particular case, there are at on Conflict of Interest 


least a dozen complicated cases ; : 
which have been “in hearing” for | The Columbia Broadcasting Sys- 


six years or more, moving labo- | *™ New York, has formalized its 
sleuaie touserd Geeininn | policy concerning conflict of inter- 
One examiner recently held a| St 2nd has asked company execu- 


few days of hearing on a difficult | tives and top ranking employes to 
case, then discovered that he can’t | inform a special committee, headed 
fit it into his schedule again until | by Lawyer Robert F. Colin, of — 
some time in earty 1968. | outside interests which might be in 
The new chairman feels strong- | Conflict with the policy. 
ly that there is no justice in a Among the prohibitions set forth 
system which lets cases drag on in this policy are: Any interest by 
ponte veers. at @ ory “In many | 2 employe or his immediate fam- 
joatemaes * he eave ' “the email ily in an organization doing busi- 
firm that lodged the complaint has nega a a her employe a 
been forced out of business before |" 2 Position to intiuence sal 
FTC gets the case decided.” transactions; any interest by an 
Besides increasing the number | &™Ploye ~~ his immediate family 
of hearing examiners, he proposes | ood eg Organization which com- 
to change their method of oper- | Petes with any of the CBS opera- 
ation. Instead of keeping 15 to 20 


tions; any interest by an executive : ; 
classified employe or his immediate | Entertainment First 
family in a radio-tv station, equip- | 


|ment manufacturer, broadcast pro- | Choice of Milwaukee 


gramming producer, music pub-| s 
lisher, radio-tv station rep, and ad TV Viewers: WTM]-TV 


agency, among other companies, MILWAUKEE, March 21—The 


,and acceptance by employe or his | overwhelming proportion of Great- 


family of commissions, profits,|er Milwaukge’s tv viewers feel 
loans, gifts, etc. from any compa-/|their needs are best served by 


nies doing business with or com-| pure entertainment programs, a 


peting with CBS. | preference survey by WTMJ-TV 


| showed. 

Rumrill Elects Four; Adds Two | The station said westerns do not 

Rumrill Co., Rochester, N.Y., has|have the high popularity that is 
elected four new directors. All vps, | enerally expected. Many respond- 
they are Donald B. Miller, sales| Mts said they want fewer pro- 
manager and director of market- | 8tams of this type. 
ing; Alfred W. Vitale, comptroller;| The favorite program types, on 
Donald J. Atkinson, general man-|the basis of most mentions in the 
ager of the Buffalo office; and | top 50 preferred shows, were, in 
Bruce W. Jones, general manager | °rder of preference: Popular music 
of the New York office. The agency 8nd variety; drama; mystery-de- 
has been named to handle adver- |tective-adventure; westerns; mov- 
tising for General Railway Signal |i¢s; news and weather; and sports. 
Co., Rochester. Rumrill’s Utica,| There was only one primarily 
N.Y., office has been named to informational program in the 
handle advertising for New York | “favorite” program list of the top 
State Electric & Gas Corp., Ithaca. | 50 shows, and it was in 47th place. 
| There were no strictly religious 
| programs in the list. The first re- 
ligious program was in 7lst place 
in the survey, which was conduct- 
ed in January. 


Fawcett Appoints Plante 

Robert B. Plante, formerly cir- 
culation promotion manager of 
Coronet, has been appointed pro- 
motion manager of Fawcett Pub- 
lications Inc. women’s group and | 
Mechanix Illustrated. He succeeds 
Ron Schiff, who recently moved to 
True, a sister magazine, as pro- 
motion manager. 


# An interesting paradox was 
found in the opinions concerning 
discussions of serious subjects. Ap- 
parently certain classes of pro- 
grams which “best meet the view- 
ers’ needs” are not necessarily the 


cases active at a time, he suggests 
that the cases be handled in series. 
Once a case goes to hearing, the 
hearing would continue until the | 
evidence is in. 


s His first sense of frustration | Rank 


Videodex Network TV* 


Feb. 1-7, 1961 - | women surveyed listed discussion 
Copyright by Videodex Inc. 


same classes they would like to 
have more of on the air. 
For example, only 4.3% of the 


|of serious subjects as “first class” 
|choices. But, answering the ques- 
| tion, “Would you like to have more 


Program (%) | or less programming in these class- 
may arise when he starts discuss-| 1 Gunsmoke (Liggett & Myers, Sperry Rand, CBS) .........ccccccccssssseesseesseenneeens 37.1|es?” 39.7% of these same women 
ing his new hearing examiner pro-| 2 The Untouchables (Armour, L&M, Whitehall, Beecham, ABC) .................. 33.4| said they would like to have more 
cedure with some of the FTC’s | 3. Wagon Train (Ford, National Biscuit Co., R. J. Reynolds, NBC) ............ 32.4|programs on serious subject dis- 
“old guard.” | 4 Have Gun, Will Travel (Lever Bros., Whitehall, CBS) .......0......00000:cccceeeeeees 31.0 | cussion. 

One examiner observed the| 5 €d Sullivan Show (Colgate-Palmolive, Eastman Kodak, CBS) .. 30.6, Further analysis showed that 
other day that there’s a lot to be | 6 — 77 Sunset Strip (Several spomsors, ABC) ......0..cccscssssessssssssssessseessseenseceesveenees 30.1 | Viewers do not necessarily look at 
said for the existing way of doing| 7 Candid Camera (Lever Bros., Bristol-Myers, CBS) ..........c:scssssssesssssessseesveees 29.4\the programs they say they want 
business. “Now I move ahead! 8 Rawhide (Parliament, General Foods, Drackett, Nabisco, CBS) .............. 28.8, more of on tv schedules. # 
steadily on 15 to 20 cases, giving| 9 Pit can ie ames hig SUED scares ceccerasiniicrentesvinnveieanttsivnsetercenven 
each of them some of my time,” he | 10 —_ Jack Benny Show (Lever Bros., State Farm, CBS) ........ccssssessssssnssnnnnnneeee Ivey Switches to Client Side 
pointed out. “If I took them in Mare C. Ivey, formerty Masco 
series, some of these cases couldn't | Rank Program dog food. parte AF posses Pros at 
be scheduled for trial until 1963) 1 Gunsmoke (Liggett & Myers, Sperry Rand, CBS) 


or 1964.” 2 
“Doesn’t this demonstrate that) 3 
the existing system tends to hide! 4 
the fact that hearing examiners 5 
are handling much more than they 6 
7 

8 

9 

10 


The Untouchables (Armour, L&M, Whitehall, Beecham, ABC) 
Wagon Train (Ford, National Biscuit Co., R. J. Reynolds, NBC) 
Have Gun, Will Travel (Lever Bros., 
Ed Sullivan Show (Colgate-Palmolive, Eastman Kodak, CBS) 


Donahue & Coe, New York, has 
joined the Best Foods division of 
Corn Products Sales Co. as vp and 
manager of Kasco sales. 


Whitehall, CBS) 


eee BO 5 aera e eeE 13,000 
ought to be handling? By schedul- Candid prt (Lever hag Drtetaligete, COB) sicsescicseccecsessocesssenscosssse 12,900 McCourt to ‘Philadelphia News’ 
ing the cases in series, couldn’t Rawhide (Parliament, General Foods, Drackett, Nabisco, CBS) ................ 12,500 David B. McCourt, formerly with 
the commission prove beyond Re a + nce nee Enmore NI ee Ne 12,400 Hearst Advertising Service, has 
doubt its need of more hearing Jack Benny Show (Lever Bros., State Farm, CBS) 


“If you examine the total 


* Homes viewing in cities where program is telecast. 
**Listed in sequence of rating level from first table. 


been named national advertising 
manager of the Philadelphia Daily 
News. . 
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The Advertising M 


AVERAGE 


PAID CIRCULATION 


HELP WANTED | HELP WANTED 


Advertising Age, March 27, 1961 


Rates: $1.25 per line, minimum charge $5.00. Cash with order. Figure all cap lines 
(maximum—two) 30 letters and spaces per line; upper & lower case 40 per line. 
Add two lines for box number. Closing deadline: Copy in written form in Chicago 
office not later than noon, Wednesday 5 days preceding publication date. Pacific 
Coast Representative (Classified only): Classified Departments, Inc., 4041 Marlton 
Ave., Los Angeles, 8. Axminster 2-0287. Closing deadline Los Angeles: Monday noon, 
7 days preceding publication date. Display classified takes card rate of $18.75 per 
column inch, and card discounts on size and frequency apply. 


FOR 6 MONTHS ENDING DEC. 31, 1960 


POSITIONS WANTED 


50,026 


Latin American animated film producers 
need top notch agent in the States to 
promote business among agencies & pro- 
ducers. 2 year contract, expense account | 
& office will be provided for the right 
person. Minimum production—per month 
—will be required, m.o.l. 180 ft. of fully 
animated answer print. Applications will 
be examined until April 15. Letters to: | 
Manager, AVA, Alsine 1535-Buenos 
Aires, Argentina. | 
COPY EDITOR for leading engineering | 
industrial magazine. Chicago. New posi- 
tion. Liaison with art and production. 
Will report to Executive Editor. 
Box 4682, ADVERTISING AGE 


200 E. Illinois St., Chicago 11, Illinois | for young man who wants to be noticed 
PHOTO RETOUCHERS—Want to get out | and who has 5 years experience in con- 
of the big city; work on national ac- | sumer promotions. 
counts, in color; make money year | stuffers, broadsides, 
around with paid vacation? Write or call | counter cards, 
D. R. LIGHT COMPANY, 1516—15th | 
Street, Moline, Illinois, Phone 762-5537. 
Do not apply unless you are experienced | 


WANTED 
COPY WRITER—COPY CHIEF 
One of America’s. best-known 
publishing houses offers a once- 
in-a-blue-moon career opportuni- 
ty for all-around ad man whose 
x1 strength is common sense 
copy. Recent book experience re- 
quired. Know copy layout and 
production. Too good an oppor- 
tunity for only a mimeo resume. 
Sell yourself by letter. Write: 


Box 4685, ADVERTISING AGE 
630 Third Ave., New York 17, New York 


Consumer Sales Promoter 


window streamers, 
merchandise displays and 
other collateral material. Well established 
| premium product sold through distribu- 
tors and dealers to drug, hardware, radio- 


ASSISTANT MAGAZINE EDITOR 
Prefer journalism graduate with science 
or engineering major, under 25. Proved 
ability to handle technical subject matter 
essential. Must be able to learn fast, 
| produce good copy, meet deadlines. Send 
complete details, photo, and sell yourself 


ANdover 3-4424, 105 W. Adams St., Chgo 3 
ART DIRECTOR 

For one-man Art Department in new, 

fast-growing advertising agency. Need | 

original thinker with taste and initiative 

to develop art plans for present accounts 

and new business—all products and serv- 


and good. TV, photographic, auto supply and de- 
MOLENE PERSONNEL SERVICE | partment stores. Consumer product back- 
co Sie eee Ri ERT TI ; editors | €Found essential. Located Midwest. 
AdV. MAMNAGETS .........-.0.e000000- copywriters | Box 4686, ADVERTISING AGE 
Artists ...... media ...... production .. sales | 200 E. Mlinois St., Chicago 11, Illinois 
“All is grist which comes to our mill’ 
| 


ices. Must know sources of finished art, | Box 4687, ADVERTISING AGE 
with knowledge of production. Flair for 200 E. Illinois St., Chicago 11, Illinois 
good copy helpful but not necessary. Will | 990-1.000 new Executive job openings 


consider young man with experience who | 


reported monthly. Write 


oe 6 ver in confidence 
knows he’s “got it’ and wants a place to| for free Report. National Employment 
grow. Good spot for “about to retire’ | Reports, 20 E. Jackson, 902-G, Chicago 4. 
creative Director to get away from the | 
rush of New York City but stay active | Call Beth Turnbull 
on consulting or full-time basis. Southern BARNARD PERSONNEL 
20) 9.99 
New England location. Please send|, 770 S. State St., Room 910, WA 2-2306 
resume and all details to— for the right type of talent to face any 
Box 4683, ADVERTISING AGE art job. 

630 Third Ave., New York 17, New York EXECUTIVE & CLERICAL 

ASST. ADVT. DEPT. MGR. EXPERIENCED & TRAINEE 
For large retail chain in Cleveland. | Publishers Employment 
Supervise 7 people. Must know copy, | 154 E. Erie St., SU 7-2255, Chicago. 


lay-out and finished art. Some admin- 
istrative duties including budget and 
media contracts. Age under 40 preferred 
Company will assist with moving ex- 
penses. Previous experience desirable in 
department, variety or drug chain ad- 
vertising. Give details including salary 
Box 4684, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


ADVERTISING SPACE SALES 
Excellent opportunity for young energetic 
man to learn space sales. National repre- 
sentative firm has opening in Chicago 
| office. Write giving personal background 
|}and employment history to: 


Box 4706, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


| stewie created position with big potential | 


Create and produce | 


COPY CHIEF WANTED | 


Top quality persuasive copy needed. 
Position requires mastery of direct 
mail copy, printed media and col- || 
lateral. Must be good writer, also 
supervise staff writers and agency 
copy. Work in ad dept. of aggres- | 
sive company, leader in its field. } 
Small midwestern city, 40 miles || 
from Chicago. Salary depends upon 
your qualifications. Describe how 
your experience fits our needs. 
Box 663, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, 


LAYOUT ARTIST 


Medium-size, Chicago advertising 
agency needs another experienced 
layout artist for its expanding art 
department. He must be able to 
render layouts fast—in a crisp, ori- 
ginal, highly creative manner with 
minimum direction. Should be fa- 
miliar with type faces, marking up 
copy and preparing art for produc- 
tion. Agency experience preferred. 
Excellent salary. Call or write: 
Creative Director, Stern, Walters & 
Simmons, Inc., 201 E. Erie, Chicago 


iW. 11, Illinois, Michigan 2-4990. 


VERSATILE WRITER 


Wanted 
For a New England Chemical Manufacturer 


A writer who does not flinch at the prospect of dropping a speech 
to push a news release; who can shift smoothly from a product booklet 
to an external house organ; to a direct mail piece. 
Terrific opportunity for a college grad, 27-33. Prospects excellent 
for a second spot in advertising—public relations department. Chem- 
ical industry experience not critical: willingness to learn essential. 
Company and working conditions excellent—so is starting salary. 
Send complete resume in confidence. 
Samples will be requested later. 
BOX 662, ADVERTISING AGE, 

630 THIRD AVENUE, NEW YORK 17, NEW YORK 


ADVERTISING JOB COUNSELING 


A new job counseling service for those in the advertising, marketing and media 
fields either thinking of moving or actively searching. Get expert guidance in 


planning an efficient job search, invaluable in today’s highly competitive em- 
ployment market 


Backed by solid experience in marketing, advertising and personnel evaluation, 
. this service, for a practical fee, will help you: write an effective resume (100 
copies produced and delivered to you), create a hard-sell written and verbal 
presentation of yourself, and target your objectives. 

Our job search format is simple, effective, and confidential. 


PHONE OR VISIT: 
SHERMAN HOYT 
420 Lexington Avenue, New York, N.Y. Phone LE 2-0042-3 
No obligation for initial interview 


| POSITIONS WANTED | 


CIRCULATION MANAGER 
Thoroughly experienced all phases na- 
| tional business publications audit, pro- 
motion and fulfillment. Interested in 
change. 
Box 4610, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illineis 
| FREE LANCE COPY, LAYOUT, PROD. 
| ads, catalogs, folders, sales lit. Skilled pro, | 
| imaginative ideas. Varied cons.-indust. | 
|}exp. Art-to-prod. Reasonable. | 
Box 4667, ADVERTISING AGE 
630 Third Ave., New York 17, New York 
| FOR SALE TO AGENCY OR INDUSTRY 
| Over 35 years of FUTURE productivity. 
Ideas unlimited and a love for copy 
writing included. One year Adv. Megr., 
3 college degrees, 2 years teaching ad- | 
vertising at University. Yours for $8000 
and St. Louis location. 
Box 4688, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 
VISUAL COMMUNICATIONS 
Unique bg. in TV programming. Mot. Pix 
Prod. & A-V Aids. Inventive mind. Strong 
on accomplishments with team members. | 
Best spot-Group head or Right hand man 
Box 4644, ADVERTISING AGE 
630 Third Ave., New York 17, New York 


CREATIVE COPY ACE 
Can spark result-getting advertising for 
Chicago agency or manufacturer. Top- 
notch idea man and wordsmith, strong on 
all creative phases of marketing—any 
product, any medium. 10 years 4A agency 
seasoning, plus broad manufacturing 
background. Costs slightly above average 
—and worth it! 4 cents gets you details. 
Box 4689, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 
Writer getting experience and bus ‘fare 
at leading electronics distributor wants 
to turn pro. Offering BS ‘Journ/Adv.}, 
liberal education, horse sense and 2'2 
years industrial, electronics and financial | 
copy experience (catalogs, articles, sales 
letters, house organ, proofreading, press 
releases). Chicago area. $450-500. 
Box 4690, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 
COPYWRITER 
Experienced wordsmith with active mind 


print media, collateral 
handle publicity. 12 
Chicago area only. 
Box 4691, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 
FREE LANCE PR and 
SALES PROMOTION 
Seasoned PR _ specialist, strong mktg., 


aids. 
yrs. 


Also can 
ad _ business. 


full of new, exciting ideas. Work on all | § 


Available now. 
| 
| 


Editor or Managing Editor 
Age 34, Master’s Degree in journalism, 
2% years’ 
association magazine, also experience 
public relations, sales promotion, 
advertising. Desire editorial position 
trade magazine field in Chicago area. 
Box 4693, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 
COPYSMITH SEEKS FORGE 
Agency copy director offers 12 yrs ex- 


in 
and | 
in 


| perience channeling market motivations. 


Persuasive talent in all media; 
consumer, hard, soft lines. Background | 
posts include Sales Prom Mgr for na- 
tional publishers and Ad Mgr for top 
mfrs. Ambitious idea man, 37, knowledge- 
able in mktg, mdsg, client/customer 
contact, planning, prod, art and traffic. 
Cogent personality. Confirmed cosmopo- 
lite. BA-English. 
Box 4694, ADVERTISING AGE 
630 Third Ave., New York 17, New York 
ARE YOU SHOVELING MONEY 

DOWN AN ADVERTISING RATHOLE? 
90% of industrial/businesspaper ads can 
be improved. Satisfied with yours? Top 
copywriter will give 
barred evaluation of your ads and show 
you exactly how to make the most of 
your message. Confidential. You pay 
nothing if not satisfied. Mail proofs to- 
day. 


industrial, 


INDUSTRIAL CONSULTANT 

Box 4695, ADVERTISING AGE 
630 Third Ave., New York 17, New York 
DEAR NORTHWESTERN U.S. AD AGEN- 
CY—If you are looking for a highly 
creative, ambitious, experienced young 
art director, let’s talk. 

Box 4696, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Illinois 


experience as editor of trade | 


you a nodnekie- | 


| REPRESENTATIVES WANTED 


| New publication, only one of its kind 

in its field, needs aggressive space repre- 

sentatives. Unlimited potential. P.O. Box 

| 3568, Detroit 3, Michigan. 

| New electronic publication seeks space 

representatives in all sections of country. 

If you know this field and can handle a 

potentially hot magazine write 

| Box 4697, ADVERTISING AGE 

| 200 E. Illinois St., Chicagp 11, Illinois 

| New York Advertising Rep. wanted by 

national, special-interest monthly. ABC. 

| Accounts, blue chip. Publication five 

years old; growth record exceptional. 
Box 4698, ADVERTISING AGE 

630 Third Ave., New York 17, New York 


REPRESENTATIVES AVAILABLE 
| Experienced Publisher's Rep. Chicago 
| area. Available to represent additional 
| pubs. 
| Box 4593, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Illinois 
| FLORIDA Coverage in depth. Experi- 
|}enced rep. can handle 2 more consumer 
| or trade publs. 
Box 4699, ADVERTISING AGE 
| 630 Third Ave., New York 17, New York 
PUBLISHER’S REP—EAST COAST 
Available to represent growing consumer 
or trade magazine. 

Box 4700, ADVERTISING AGE 

630 Third Ave., New York 17, New York 


PUBLISHERS’ REPRESENTATIVE 

A developer and producer with an 

excellent record seeking publica- 

| tion in the Chicago territory. 
Commission basis. 

| Box 4705, ADVERTISING AGE 

| 200 E. Illinois St., Chicago 11, Illinois 


Production Art Director and Revamper— 
14 yrs. studio and agency exp.—All types 
of adv.—Desires position—Female 
Box 4703, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 
TOP GIRL FRIDAY 
IF YOU CAN WAIT 
Experienced executive secretary formerly 
assistant to publisher seeks position 
Arm injured. Will do anything at half | 
salary until arm recovers in 3 to 6 mos 
Reception, filing, etc. Then full duties 
Chicago only. Write 
Box 4704, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 
Ad, Editorial, Production § skill in 
young package. 
mail order. 


| of dept. Low 5 figures. 


| sales prom., consumer and trade product | 


| publicity background. Working knowl- 

| edge, good press contacts top 50 markets. 

Available for special promotion 

specific assignment. Will travel. 
Box 4692, ADVERTISING AGE 

630 Third Ave., New York 17, New York 


and/or | with 


200 E. Illinois St., Chicago 11, Illinois 630 Third Ave., New York 17, +. 
| Young, well-rounded AD Man, bursting | ENGINEERS AT THEIR HOME AD- 
all ‘round “know-how”. Radio-TV, 


Box 4707, ADVERTISING AGE 


P.R., Direct Mail, 
cy Experience! Want position L. 
5228 Hermosa, L.A., 41. CL6-6077 


one 
Extra strong in copy and | 
Desire to head or assist head | 


Sales Promotion, Agen- | 
A. area. | 


BUSINESS OPPORTUNITIES 


NEW YORK BROKERS 
Your inquiries handled promptly and 
accounts protected by AAA rated Mil- 
waukee lithographer. Quality sheet fed 
77° four colors, Plate Department, com- 
plete Bindery. Write for further plant 


Box 4701,, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 
For Sale 
Small profitable agency located in Chi- 
cago for sale due to death of partner. 
Box 4708, ADVERTISING AGE 
| 200 E. Illinois St., Chicago 11, Illinois 


} MISCELLANEOUS 
Rhymes for commercials, advertisements 
|} and radio programs. No charge unless 
| accepted. CH-2-3797- 

| Box 4702, ADVERTISING 
| 


| and service details. 
| 
| 
| 


DRESS. Over 125,000 Select by types. On 
Speedaumat Plates. Lowest rates. DECI- 
SION, INC. 4617 Red Bank Rd., Cincin- 


nati 27, O. BR 1-3200 


Need a Copy-Contact Pro 
Who produces reams of copy and 
keeps clients happy? Grass roots ex- 
perience on both sides of desk: Mostly 
writing. Flair for selling copy, all 
media; industrial or consumer. 

Box 670, Advertising Age 
200 E. Illinois St., Chicago 11, Illinois 


COPY WRITER WANTED 
to meet continued growth of top 
Chicago food agency. Must have 
3 or 4 years Radio-TV writing 
experience with agency, or 
proven professional ability. Ex- 
cellent opportunity to join 
highly creative staff on top na- 
tional accounts. Out-of-town 
| applications welcome. Salary 
open. Reply, with full resume, 
to: 


Box 672, Advertising Age 
200 E. Illinois St., Chicago, Il. 


NEW YORK ART FIRM 
SEEKS MERGER 


Well established, highly 
reputable, nationally 
known New York firm 
organized and fully 
equipped to provide art, 
photography and pro- 
duction services for ad- 
vertisers and advertis- 
ing agencies seeks 


merger. Have large 
space in mid-Manhat- 
tan, good sales force, 


excellent talent. 


Box 666, Advertising Age 
630 Third Avenue 
New York 11, New York 


ecaeeingmencenarianmanet 


SPACE SALESMAN 
Leading metalworking magazine re- 
quires young man for N. J.-Penn.-Md. 
territory. Salary first year. Prefer resi- 
dent of Philadelphia or vicinity. 

Box 674, Advertising Age 
200 E. Illinois St., Chicago 11, IMlinois 


Fine, Fast, Fairly Priced Photography 


pics 


Photographers 


DEARBORN 2-1062 


| 


167 WORTH LASALAZ STREET CHICAGO | KINO 


PUBLICITY COMMERCIAL 


TOP CREATIVE MAN 
FOR S.E. AGENCY 


Growing southern agency primari- 
ly in national and regional packaged 
goods seeks a copy chief who can 
quickly prove himself capable of 
becoming creative director. 

Must be able to find major sales 
idea in a product and convert it into 
a unique sales approach that sells 
the product. 


Copestunity ta become stockhold- 
er. Profit Sharing Trust Plan now in 
effect. 
Send complete resume of experi- 
ence, education, salary range to: 
President 


Henderson Advertising Agency, Inc. 
P.0. Box 5308 


Greenville, South Carolina 


| CONVENTION INDUSTRIAL 
} 


COPYWRITER 


Our 37 year old, highly regarded 
Chicago agency now has a newly 
created opening for a young copy- 
writer 

If your talents lean toward the in- 
dustrial field, yet you are versatile 
enough to write copy for real estate, 
trade accounts, etc., then you should 
investigate this position. Salary to 
start is $6,000 

This position entails hard work, but, 
if you can produce, it will be a life- 
time job with a limitless future. 


For the proof, contact: 


Box 667, ADVERTISING AGE 
200 E. Ilinois St., Chicago 11, Illinois 


PUBLICATION FINANCING 
IS AVAILABLE IN DULUTH 


Liberal credit or outright capital investment in worthy 
publications is available in Duluth, where banks and 
graphic arts suppliers are reaching out to expand an 
already growing graphic arts center. 

Over 25 periodicals are now being produced in this low- 


cost, centrally-located community. May we discuss your 
needs in confidence? 


. 


The Duluth Industrial Bureau 
Duluth 2, Minnesota 
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COPYWRITING STUDIO 
Confidential Work 


Add 26 copy experts to 
your staff—but not to 
your poyroli—get a 
top creative team for a 
pre-agreed per-job fee. 
Persuasive Communication 
any kind — any medium 


eH, 
MU 3-1455 


Sales Promotion Supervisor 
Seeks Assistant 

This is an interesting and chal- 
lenging opportunity for college 
woman under 40 to help write 
direct mail, trade ads, and assist 
our ad space salesmen. Figure ap- 
titude and secretarial skills pre- 
ferred. Excellent starting salary 
and many exceptional fringe 
benefits. Send resume. All held 
confidential. 


Box 673, Advertising Age 
200 E. Illinois St., Chicago 11, Il. 


POINT OF SALE EXECUTIVE 
Rare combination of creative 
ability, production foresight 
and administrative capacity. 
15 years on top-flight accounts, 
4-A agency experience. All 
phases of retail level direct- 
sell, all agency-client echelon, 
all graphic arts personnel. 
Needs responsible position as 
Point of Sale Manager, Display 
Director or Group Art Direct- 
or. Write for complete resume. 

Box 675, Advertising Age 
200 E. Illinois St., Chicago 11, Illinois 


IN CHICAGO: 


© ADVERTISING 
FOR: + PUBLIC RELATIONS 
© SALES PROMOTION 


EDWARD F. PAZDUR, INC. 
WRITE: 185 6. WABASH AVENUE 


CHICAGO 1, ILLINOIS 


WRITE OR PHONE US FOR A 
BROCHURE ABOUT OUR SERVICES! 


WANTED 
COMBINATION ADVERTISING 
MANAGER AND SALESMAN 
A fast-growing food company has a 
wonderful opportunity for a young, hard- 
hitting man who can do the following 
spend at least 50 per cent of his time 
calling on the Institutional and Restaurant 
trade selling. The balance of his time will 
be spent in writing direct mail and de- 
veloping promotional ideas, etc. Must be 
able to write good copy. This is an unusual 
opportunity for an unusual guy with ex- 
perience in both selling and general adver- 

tising. Salary open 
Sell yourself in a letter giving complete 
background, present salary, etc 


Box 671, Advertising Age 
200 E. Illinois St., Chicago 11, Dlinois 


Opening for 
brilliant, young 


MEDIA PROMOTION 
COPYWRITER 


If you can plan and write excit- 
ing, unusual media promotion— 
that makes strong sales sense— 
a wonderful opportunity awaits 
you with a group of prestige 
magazines. 

Applicants should have at least 
3 years solid copy experience with 
a major consumer magazine or 
top-rated business publication. 
Portfolio must include heavy, re- 
sultful direct mail, sales presenta- 
tions, research booklets. Age 25- 
30, college grad preferred. Finesse 
in human relations important. 


Successful candidate will join an 
award-winning promotion depart- 
ment where the standards are 
high, the creative challenge great, 
and financial rewards far above 
average. 


Write us a good brief sales letter 
telling why you qualify. Enclose 
resume, state current and ex- 
pected salary. 


Box 677, Advertising Age 
630 Third Avenue, New York 17, N. Y. 


8000 DOCTORS READ 
THE BULLETIN, official twice-monthly 
magazine of the Los Angeles County. 
Medical Association. 
Consumer Items Accepted—Agency Commission 
1925 Wilshire Blvd. 
Los Angeles 57, Calif. HUbbard 3-158) 


KENT 


CHGARETTES 


EDITOR-EXECUTIVE 


Top flight editor and creative writer 
with heavy marketing and publish- 
ing background seeks responsible 
position requiring broad knowledge 
of public relations and communi- 
cations. Sblid record of extensive 
business and trade association ex- 
perience. Box 678, Advertising Age, 
630 Third Ave., New York 17, N.Y. 


Our 50th Year 
COPYWRITERS (2)— indus. & gen. 
a/c’s—(1) Chgo. (1) Wis $8-10,000 
ASST. MERCH. MGR.—food exp. 
a ‘‘must’’—good potential 
JR. COPYWRITER—man or woman 


ee te = a 
GLADER CORPORATION 


110 S. Dearborn St., CHICAGO, ILL 
Phone: CEntral 6-5353 


SELF-SERVICE—P. Lorillard Co. is distributing these 5”-high paper- 
board buckets to enable retailers to tie in Newport and Kent cig- 
aret sales with matchbook merchandising. 


109 


tired in 1951 as a vp of Bankers 
| Trust Co., New York, died March 
16. He was ad manager of the Na- 
tional Bank of Commerce for five 
| years, before joining Payson & 
| Clarke, book publisher, as a vp and 
| director. Mr. Clarke joined Bank- 
| ers Trust in 1927 and was named a 
| vp in 1940. + 


Flynn Gets Two Posts 


Ralph Flynn, president and own- 


| er of American Salesman, has been 
|mamed general business manager 

of Show, a performing arts month- 
|\ly which bows next September 
(AA, March 6). Mr. Flynn, who 

recigned as president of Popular 
|Science Publishing Co. in Decem- 
| ber, 1958, subsequently purchased 


John D. Jackson, 92, 


| 
| 
Editor-Publisher of 


Harttord Dailies, Dies 


Mr. Account Executive: 

Do you have a client who is scout- 
ing around for a top-notch, exclu- 
sive promotion? I can deliver same 
in terms of a first-class Clydesdale 
six-horse draft team. Direct in- 
quiries to: Lorence Raim, 420 Briar- 
wood, Ames, Iowa. 


New Haven, March 21—John 
Day Jackson, 92, until last year 
|editor and publisher of the New 
Haven Register and New Haven 
| Journal-Courler, died March 17 in 
| Grace-New Haven Community 


Hospital 


es Illinois. 


ASST COPY CHIEF 


LARGE AAAA AGENCY 


St. Louis. Must have experi- 
ence and ability in creating 
campaigns, judging the work 
of others, leadership. There’s 
a real lifetime opportunity 
here. Box 676, ADVERTIS- 
ING AGE, 200 E. Illinois St., 


y, 


| Son of a Civil War general, 
| Mr. Jackson was born in Hartford 
|and began his newspaper report- 
| ing career with the old New York 
| Herald. 

| In 1896 he began managing the 
| Register’s business, became a part- 
| ner three years later, and, in 1905, 
assumed complete control. Mr. 


| Register and the Journal-Courier, 
which he had edited and published 
| since 1925, until 1958. He had been 
| co-owner of the Worcester Gazette 
| from 1899 to 1920. 

| 


ROY S. POLLOCK 
| LITTLE Rock, March 21—Roy S. 


Expanding in 
CANADA? 


Energetic, mature, versatile . . . this 
top Canadian advtg-mktg executive 
will give your new or expanding 
operations in Canada sound admin- 
istrative & creative leadership. 
Thoroughly experienced: dept. store 
advtg. & sales prom. mgr.; pub- 
lisher; agency A/E to VP. Well 
versed in all media, marketing 
plans, mass merchandising. Senior 
man who welcomes senior respon- 
sibilities. Toronto-based, re-locate 
if desired. 

BOX 664, ADVERTISING AGE 


200 E. Illinois St., Chicago 11, II. 


| Pollock, partner in the Atlas Ad- 
| vertising Agency here since 1953, 
| died here March 2. He had former- 
|\ly been associated with Fawcett 
|Publications and the old Sterling 
Advertising Agency in New York. 


|GLENN C. MILLER 

CINCINNATI, March 21—Glenn 
Clark Miller, 47, assistant general 
manager of WCPO tv and radio 
stations, died yesterday, following 


The Midwest's 


outstanding placement 
service for Adv. + Art & 


BIRCH 


TOP LEVEL ADMINISTRATIVE 
EXECUTIVE OR TREASURER 


Interested in associating with 
good sized, dynamic agency 
in Chicago or New York. Cap- 
ital available for investment. 


Under 40 years old. Have out- 
standing record as business 
manager and management 
consultant to advertising 
agencies. 


Box 669, Advertising Age 


200 E. Illinois St. 
Chicago 11, Ill. 


allied fields. 

By appointment only 
67 E. MADISON « SUITE 1418 
CHICAGO 2, Ill. 
CEntral 6-5670 


Service, 
le 


ART DIRECTOR 


Excellent opportunity and 
starting salary for a top-flight 
art director. Must be gen- 
uinely creative, thoroughly 
experienced pro, age 30-40. 


Furniture experience helpful. 
Chicago location. 


DON HARRIS NEEDS: 


CREATIVE DIRECTOR. Probably an as- 
sociate now in a top agency supervising 


art and copy, consumer accounts. Job is 
in important office of big agency. Usual 
plus-benefits to $25M 


ASSISTANT COPY CHIEF, big agency, 
headquarters office, ultra plus-benefits. Ef- 
fective in internal and client meetings. A 
whole-ad-concept man, not a writer only 
Can be young if a rising star in prestige 
agency on consumer accounts to $19M 
PRINT-TV WRITER, special strength in 
TV. widely varied product experience in 
respected if not huge agencies. New York 
to $15M+ 
ART DIRECTOR for high-standards« 
agency in which he, writers and AE's will 
work as teams from first planning stages 
Probably in 30's. Profit-sharing, retire- 
ment to $15M 
COPY-CONTACT. Animal-health products 
farm chemicals. Ag or ag journalism grad- 
uate preferred to $15M 
RESEARCH-MEDIA DIRECTOR, big- 
agency branch, to supervise 3 in research 
10 in media $12M 
COPY, print-TV. Multi-office agency. Ex- 
ceptional young writer who'll be worth a 
lot more some day $12M 


DON HARRIS, DIRECTOR 
Advertising and Marketing Division 


MONARCH PERSONNEL 
28 E. Jackson. Chicago. WA 2-9400 


Box 665, Advertising Age 
200 E. Illinois St., Chicago 11, Illinois 


| Jackson remained active with the | 


|a series of heart attacks. 


Mr. Miller joined the radio sta- | 


| tion in 1944 as an announcer. 


JAMES CLARKE 


|its subsidiary, American Salesman 
| Inc. 


| 

Klasing Appoints Clendenin 

| Robert G. Clendenin, Deerfield, 
|Ill., has been named advertising 


CLEARWATER, FLA., March 21— | counsel for Klasing Hand Brake 
James Irving Clarke, 75, who re-!Co., Joliet. 


You get 


KING-SIZE 
= ACTION 


yp from a 
low-cost 
classified ad 
in Ad Age 


The secret, of course, is that your ad can cost as little 
as $5 per week —- yet it’s read by over 177,000 top 
marketing men. If they like what you offer — you'll 
| get a fist-full of replies. Risk a few bucks with the 


coupon below and see for yourself. 


Use This Space to Print or Type Your Classified Advertising Message 


Classified Rates: $1.25 per line, minimum charge $5.00. Cash with 
order. Figure all cap lines (maximum—two) 30 letters and spaces 
per line; upper and lower case 40 per line. Add two lines for box 
number. Closing deadline: Copy in written form in Chicago office 
no later than noon, Wednesday 5 days preceding publication date. 


Display Classified Rates: take card rate of $18.75 per column inch, 
and card discounts, size and frequency apply. 


FREE Son 


KNIFE and CASE 


New knife in plastic case is highly effective pre- 
mium. Folks welcome it, keep and use it. Has 
safe, retractable, easily changed razor blade; 
twine cutter slot, hang-up hole. Ideal office knife 
For home, store, factory everything from seam 
ripper to package opener. Aluminum. So light it 
goes postage free as envelope enclosure. Low as 
12¢. Free Sample. 


THE HIGHSMITH CO., FORT ATKINSON 1, WIS. 


ANOTHER HIGHSMITH Mailable PREMIUM & 


|My Name 


1 am enclosing $ 


Street 


| (Gity 


1 State 


Clip and mail 


this form to: 


THE ADVERTISING MARKET PLACE 


ADVERTISING AGE 
200 E. Illinois St. 
Chicago, Illinois 


4041 Marlton Avenue 
Los Angeles 8, Calif. 
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Nielsen Says Re-Runs Pull Well, Cost 
Less; There'll Be Plenty This Summer 


Audience Averages Only 
4% Smaller for Second 
Go ‘Round, Study Shows 


New YorkK, March 23—Any 
broadcaster or adman whose con- 
science is bothering him about 
what summer re-runism may be 
doing to impede television can 
drown out the small still voice by 
reading aloud to himself the latest 
Nielsen analysis on re-runs. 

This study tells the decision 
makers, who chose to stretch thejr 
tv budgets by running 13 to 26 
repeats a year, that they have made 
a sound judgment on a cost per 
1,000 basis—the prime criterion | 
for many advertisers and agency 
men. 

To determine the effect of re-runs 
on audience size and program cost 
per thousand, Nielsen analyzed 
share of audience figures for 57 
programs aired between October, 
1959, and September, 1960. Audi- 
ence shares covering identical 
shows for October-May, the origi- 
nal telecast season, and for May- 
September, re-run time, were com- 
pared. Altogether 534 pairs of | 
matched episodes were studied. 


@ The average share of audience 
for the summer re-runs was only 
4% less than the average for the | 
original winter telecast. But the 
individual variations on specific 
shows were highly marked, rang- | 
ing from shares that were 50% | 
better to 50% worse than the win- 
ter score. Nielsen suggested such 
sharp variances could be due to| 
change in competition, shifts in 
adjacencies, weather, or ads for 
repeat shows stressing the good 
reviews of the original. As to cate- 
gory types, adventure and mystery 
dramas held up best in this audi- 
ence test, while suspense stories, 
situation comedies, westerns and 
general drama fared less well. The 
average loss in shares was the 
same for early and prime time 
repeats as for late evening repeats, 
that is 4%. 


@ Having established that audi- 
ence shares for winter original vs. 
their summer repeats vary slightly 
on the average but markedly on 
the specific, Nielsen then moved 
on to the subject of re-run econom- 
ics. 

The researcher pointed out that 
an equivalent audience share rat- 
ing for summer means about a 30% 
smaller audience than it does for 
winter since sets in use are down 
about a third. But, Nielsen noted, 
the tv networks in 1960 recognized 
this fact and introduced summer 
incentive discounts. In all time pe- 
riods, the decrease in time charges, 
ranging from 40% to 48%, exceeds 
the decrease in average audience 
rating. 


s Nielsen concludes with this ra- 
tionale for the cost-per-thousand 
disciples: 

“The talent and production costs 
incurred in airing re-runs are us- 
ually much lower than the cost of 
the original telecast. If production 
costs for the re-runs are 40% below 
the cost of the original telecast 
(they usually are), then the total 
cost of airing the re-run will be at 
least 40% lower than the original, 
and the re-run will represent as 
good a buy as the original on a cost 
per 1,000 basis.” 


— 
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Thornton Moves to Marina 

Miss Pat Thornton has been ap- 
pointed to the new post of promo- 
tion and publicity director of Ma- 
rina Del Mar, Los Angeles. She 
was formerly with Rose Marie 
Reid, parent company of the swim- 
wear manufacturer. 


Stars’ Vacations, 
Budget Considerations 
to Fill Air with Repeats 


New YorK, March 23—But- 
tressed by arguments of budget- 
watchers and decimal-minded stat- 
isticians and the preference of 
stars for a vacation, most sponsors 
of regular shows will take the safe, 
easy route and roll the re-runs 
this summer. 

The trend to film programming, 


always sold with the lure that a/| 


little money 
through 
helped 


could be saved 
summer repeats, has 
to entrench the re-run 


philosophy as one of the financial 
| facts of life for television. 


s Second showings will be offered 


for popular films such as “Wagon | 


Train” and ‘The Untouchables,” 
as well as scores of other regulars 
that will return with fresh stories | 
in the fall. An estimated 32 lame- 
duck programs that aren’t sched- | 
uled for fall spots on the schedule 
will finish their network runs with 
repeats. 

Even long-working Ed Sullivan, 
who in other years’ has. pro- 
grammed mainly summer originals | 
to keep his followers faithful, will | 
slow down somewhat this year | 
with a warm weather schedule of | 
five originals and eight repeats for | 
his Sunday night CBS variety | 
show. } 

Other CBS offerings that will | 
use the formula of originals mixed | 
with repeats include the “USS. | 
Steel Hour,” “Armstrong Circle | 
Theatre,” and the panel peren- | 
nials, ‘“What’s My Line,” “I’ve| 
Got a Secret” and “To Tell the 
Truth.” The prime time public 
service entries, “Face the Nation” 
and “CBS Reports,” will program | 
fresh material. 


| “Silents 


Uh-One and Uh-Two 

ABC’s Lawrence Welk will con- 
tinue to provide his special brand 
of music live every Saturday night 
on ABC. With Dodge bowing out 
as alternate sponsor, Sinclair Re- | 
fining Co. will come in as summer 
alternate with incumbent co- 
sponsor J. B. Williams Co. Mr. 
Welk will be followed by two live 
telecasts, the Gillette and Consoli- 
dated Cigar fights and the post- 
fight show, “Make That Spare.” 

Several Bell & Howell specials 
are booked for the vacation season 
and these will be first-timers on 
tv. Re-runs will be aired for about 
30 film shows. 

Regular performers on NBC 
who are scheduled to work 
through the summer include Hugh 
Downs, with a new nighttime 
“Concentration” for P. Lorillard 
Co.; Bill Cullen on “The Price Is 
Right” for Lever; and John 
McCaffery on “The Nation’s Fu- 
ture.” Also sticking around to 
share the airwaves with a plethora 
of repeats is the late evening tv 
king, Jack Paar. 


_ . Summer Entries 

So much for the stay-ons and 
the repeats. What new programs 
can the viewers look forward to 
seeing this summer? Not very 
many, at this writing. 

Johnny Wayne and Frank Shus- 
ter, the Canadian comics who 
have done very well in their ap- 
pearances on Mr. Sullivan’s hour, 
will get an opportunity to fill 
their own half-hour starting June 
25, at 9:30 p.m. EDT. Backed by 
Lever and State Farm Mutual In- 
surance Co., they will keep the 
Jack Benny CBS time period 
warm until fall. 

“Way Out,” 
will replace 


an offbeat 
Jackie 


drama, 
Gleason for 


‘ 


| “Danger 


Dulles 
HONORED—Theodore S. Repplier, president, Advertising Council, re- 


ceives the distinguished service 


Repplier Murrow 


award of the U.S. Information 


Agency in recognition of his contribution toward international good 

will. Present at the ceremony were Allen W. Dulles, director, Cen- 

tral Intelligence Agency, and USIA director-designate, Edward R. 
Murrow. 


L&M cigarets starting March 31. 
Man,” the story of an 
international cop, replaces ‘‘Want- 
ed Dead or Alive” for Brown & 
Williamson and Kimberly-Clark. 
“Playhouse 90” will come off the 
shelf to relieve Garry Moore and 
Red Skelton, and new and old 
“Person to Person” visits have 
been scheduled. 


s Among the blanks on the CBS 
summer schedule are a couple of 
General Foods spots where shows 
are to be brought in by agencies. 

Coming up on this network are 
a few spring specials featuring 
Harry Belafonte for Revlon; Jackie 
Gleason for Timex; and Arthur 
Godfrey for Bulova. 

Nearest thing to a new night- 
time summer series at ABC is 
Please,’ a 1960 warm 
weather entry. This year Ernie 
Kovacs has been added as host, 
with Dutch Masters cigars, Ralston 


| Purina and Campbell Soup as ad- 


vertisers. Pat Boone will star 
an April spec for Bulova. 


in 


es Sunday nights at 9 p.m., NBC 
will program a live mystery drama 
while Chevrolet takes a_ hiatus, 
before it starts “Bonanza” in Di- 


| nah Shore’s old time spot. No spon- 


sors have been announced yet. 
“Five Star Jubilee,” a country 
music show from Springfield, Mo., 
will have a summer run on NBC 
under the sponsorship of Massey- 
Ferguson. Westinghouse will pro- 
gram a series made up of pilots of 
rejected series. Several periods are 
still marked ‘“‘to be announced” on 
the tentative summer lineup. 


— 
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Anaconda Shuffles Marketing 
Staff; Sets 3 Divisions 


Anaconda Aluminum Co., Louis- 


ville, has eliminated the various 
product-line sales groups and es- 
tablished marketing groups in the 
three major divisions. Named mar- 
keting managers of the three divi- 
sions are G. Roger Smith Jr., mill 
products; J. E. Bouhl, foil products; 
and Arthur W. Mengel, containers 
and Chef-Foil products. The com- 
pany has also named William R. 
Cory field sales manager. 


Everett-McKinney Named 

WLEU, Erie, Pa., has appointed 
Everett-McKinney, New York, as 
its national representative. The 
station formerly was represented 
by Donald Cooke Inc. 


Mutch Joins Vanguard 

Rodney W. Mutch, formerly an 
art director with C. J. La Roche 
& Co., has joined Vanguard Ad- 
vertising, New York, as a vp, cre- 
ative director and a principal. 


AIA to Revive 
Ad Reserve Fun 
Plan at Confab 


(Continued from Page 1) 
money in the fund, whether the 
extra ad dollars were needed or 
not, he explained. “This would be 


throwing good money down the| 


drain. 


“There were real reservations | 
| at the time this thing was hottest,” 


he maintained. “It didn’t 
like a practical thing to do.” 
AIA (nee National Industrial 


seem 


|, Advertisers Assn.) was one of the 


groups to champion the plan in 
1952-’53. Such a system was first 
reported in AA in 1947, when 


| A. C. Beane, then partner of Mer- 
| rill 


Lynch, Pierce, Fenner & 
Beane, proposed that the govern- 
ment allow admen to set up a 
non-taxable advertising fund for 
promotion and future product 
development. 

Mr. Beane, now a senior partner 
of J. R. Williston & Beane, told 
AA this week that he still is in 
favor of the plan. “I feel strongly 
about this idea,’ he said. “It’s 
just as important now as it was 
then, for the same reasons.” 


® Since then, many admen and 
well-known tax experts have rein- 
forced or embellished Mr. Beane’s 
plan. Among them are Dean C. 
Rowland Collins of New York 
University; former National In- 
dustrial Advertisers Assn. presi- 
dents Jack Apsey and Gene Wed- 
ereit; Robert A. Schulman, tax at- 
torney and a partner in Wenchel, 
Schulman & Manning; Gwilym A. 
Price, former president of Westing- 
house Electric; the late J. K. Las- 
ser; and, most recently, Martin R. 
Gainsbrugh, chief economist of the 
National Industrial Conference 
Board. All advocated some sort of 
advertising reserve plan at one 
time or another. 


® Dean Collins outlined his ver- 
sion of the plan at the Chicago 
Tribune’s forum for advertising 
men back in 1951. 

He said: “If our tax experts 
would aHow the individual busi- 
ness enterprise to set up a funded 
reserve for future product devel- 
opment and promotion subject to 
a complete tax deduction as a 
normal business expense in the 
year in which such reserves are 
created rather than in the year in 
which they are spent, any possible 


Advertising Age, March 27, 1961 


{inflationary effect of advertising 
expenditures would be rather gen- 
| erally controlled by top level busi- 
ness management. 
“Relatively less money would be 
|spent for advertising when busi- 
ness was easy to get, and relative- 
ly more advertising money would 
_be available and could be spent 
when volume was hard to get,” he 
explained. 


® This kind of tax law would iron 
out the peaks and valleys in the 
economy, an ADVERTISING AGE edi- 
torial argued in 1951. Under the 
present system, AA said, “When 
business is good, more money is 
available for, and is spent on ad- 
vertising, and business gets better. 

“But when business is not so 
good, less money is spent on ad- 
vertising because less money is 
available,” and a vicious cycle is 
|engendered in which bad business 
in itself makes for worse business, 
because advertising, the effective 
selling arm of business, has to be 
curtailed when it Should be ex- 
| panded. 

“Under a system of deferred or 
contingent advertising funds, 
| business could budget consistently 
\for advertising—setting aside 
|larger funds when larger funds 
were available, and smaller funds 
| when prudent business judgment 
dictated such a course—and still 
invest the advertising funds so 
| that larger amounts were put to 
| work when the job to be done was 
harder, and smaller amounts were 
|expended when the job was rel- 
atively easy,” AA pointed out. 


|@ While some _  non-advertising 
people termed the proposal “an- 
other tax dodging device” and 
| others said it was “greedy,” since 
advertising was already deducti- 
| ble, many others found merit in 
| the idea. 

Mr. Apsey, for instance, in a 
speech to the Chicago Business 
Papers Assn. in September, 1951, 
said the NIAA would appoint a 
committee to study the proposal. 
He said that investigating the 
idea would be a major project. In 
1953, NIAA Président Wedereit 
urged legislation so corporations 
could create an advertising re- 
serve fund. J. K. Lasser was com- 
missioned by NIAA to work out 
details of the proposed law. 

In February, 1954, however, the 
NIAA decided to set aside the 
plan. This action was prompted by 
the Eisenhower administration 
proposed tax program which 
would have permitted faster legal 
depreciation of capital goods. An- 
other factor was the mixed re- 
action of corporate managements. 

Nothing much was heard about 
the proposal again until 1959, 
when Mr. Gainsbrugh of NICB 
proposed that advertising be con- 
sidered a long range investment in 
a company’s stability, along with 
research and development. 


® In a speech to the American 
Marketing Assn., Mr. Gainsbrugh 
declared: “As business philosophy 
and techniques begin to harness 
all three investment forces—phys- 
ical capital goods, research and 
development and  advertising— 
over the full business cycle, the 
results may well be a steady and 
more effective stabilizer for the 
traditional source of economic in- 
stability, the volatility of private 
investment.” 

Mr. Gainsbrugh’s remarks dealt 
with the notion that the private 
section should give way to the 
public sector, as espoused by the 
Galbraiths and the Schlesingers. 

In contrast to these ideas, he 
said, “Advertising, given its proper 
place in the available tool kit of 
management policies, would help 
smooth the course of an individual 
company’s activities. In so doing 
it would serve as a major counter- 
cyclical device—private, rather 
than governmental.” = 
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Be More Aware of Agency Aims, Shun 


Art Field Ivory Tower, Directors Told 


N.Y. Directors’ Visual 
Communications Session 
Gets Art Exec’s Profile 


NEw York, March 23—Construc- 
tive criticism was handed out on 
all sides during the sixth annual 
Visual Communications Confer- 
ence sponsored by the Art Direc- 
tors Club of New York this week. 
After two days, 15 speakers and 
at least 1,000,000 slides, the art 
directors had learned they should 
take the offensive, contribute more 


to the creative team, take a course | 


in public speaking, learn to listen, 
learn more about management’s 
objectives, and associate more 
with people outside the art world. 

The art directors were exhorted 
to “get on the creative team for 
trade ads” by John DeWolf, re- 
search vp of G. M. Basford Co. 
Lamenting the tendency for art 
directors to “draw little rings 
around their sphere of work,” Mr. 
DeWolf said that the trade ads 
that get the best Starch ratings 
are the ones that show definite 
teamwork between art director and 
copywriter. 


s “Unfortunately, in too many 
trade ads it is obvious that what 
the art director contributed had 
nothing to do with the copywrit- 
er’s contribution,” he said. The re- 
sult—a Starch rating of low or 
average. 

“Take the offensive,” he urged. 
“Be the expert. Learn what kind 
of ads sell which industries. Learn 
that architects do not like people 
in their ads—they want to see the 
buildings as they were designed, 
not cluttered up with people. 
Learn that purchasing agents like 
catalog pictures far better than 
product-in-use pictures. Learn that 
design engineers are very much in- 
terested in cutaway views. Learn 


| stead it showed the average execu- 
| tive art director to be a solid fam- 
|ily man and homeowner, 47.6 years 
|of age, married, with two children, 
who has been with his present em- 
ployer 14 years. 

Only one man in the group was 
single, and only 7% had been di- 
vorced, compared to the national 
divorce rate of 9%—and this fig- 
ure should be lower since it was 


pulled out of line by one respond- | 
ent who had been divorced four | 


times, Mr. Fields said. 

The survey also showed: 

The executive art director is a 
good provider: 20% of the men 
surveyed reported they earn be- 
tween $20-$25,000; 15% 
tween $25-$30,000; 20% earn be- 
tween $30-$35,000; 20% earn 
| between $35-$40,000; and 5% earn 
between $40-$45,000. Another 20% 
refused to answer. 


ws They also receive an average of 
$9,500 a year each in bonuses, 
profit-sharing and other emolu- 
ments. About 25% did not answer; 
3% reported they receive nothing 
over their base salary; 31% report- 
ed $5,000 over their base; 18% re- 
ported $15,000; 16% reported $10,- 
000; and 7% reported $20,000. 


The average working day was di- 
| vided thus: Meetings, 17%; office 
paper work, 7.3%; 
|5.8%; 


16.9%; consulting and supervising 


| staff, 29%; working on board, 34%. False Advertising 


| The average work week has ap- 
| proximately 44 hours, plus an av- 
|erage of six additional hours a 
| week with homework. Three or 
|four men reported working be- 
|tween 50-60 hours a week, while 
|one man estimated 70 hours a 
| week in his office. The average 
|executive art director supervises 


| or an auto ad headlined, “think | 


|small”—Mr. Caples confessed, “I 
wish I knew how to measure it, 
but I don’t.” 

The visual conference went off 
on an audio tangent when Dr. 
Robert Haakenson, manager of 
community education at Smith, 
Kline, & French Laboratoties, 
spoke on “the courage of listen- 
ing.” The typical American, he 
said, spends more than eight hours 
a day listening to someone talk. 
Yet within 24 hours, he will have 
forgotten 50% of what he heard, 
and within two weeks, 75%. About 
40% of a man’s salary is paid for 
time spent listening, he said. 


® As the four basic aids to listen- 
ing, he recommended: 


earn be-| 
| than 


e Disciplining oneself to listen, 
by not tolerating or creating dis- 
traction. 


e Listening for substance, rather 
concentrating on 
facts. 


|e Being objective and not letting 
|personal prejudices enter in. 


/e Making 


listening a _ creative 
process by contributing to what is 
being said. 


The average man talks at about 


125 words a minute, but he thinks 
at about 500 words a minute— 
consequently the listener can use 
this time gap between thought 


}and .speech either to add or dis- 


How do they spend their day? | 


visiting clients, | 
at studios or on location, | 


| 33 people; the range was from 150) 


| to 6 employes. 


that when you’re talking to rail-| 
\s What led to their getting their! 


roaders, the ad should have a train 
in it. The same is true of the ma- 
rine industry they want to 
see a marine subject ... and of 
the oil and the airlines industries,” 
he said. 

To help learn what techniques 
work in which industries, he sug- 
gested seeing “what the editors 
are doing in the books in which 
your ads are to appear.” 


e Jerry Fields, head of the per- 
sonnel agency bearing his name, 
had this advice for the audience: 
“A good course in public speaking 
should be mandatory in all art 
schools, and any artist with ex- 
ecutive ambitions should jolly well 
learn how to stand up and sell or 
defend his work with the same 
skill as he uses his pencil or brush. 
Art directors also should join some 
nice ‘friendship’ clubs and cross- 
pollinate with people outside the 
commercial art world.” 

This counsel resulted from a 
survey made by Mr. Fields among 
the executive art directors in 40 of 
the largest agencies. The com- 
posite psyche of the art director, 
as revealed in the survey, showed 

im to be a man “beset with a 
mass feeling of inferiority because 
of his lack of formal, academic 
training and because he does not 
possess the articulateness of his 
copy co-workers,” Mr. Fields said. 


a Another recurrent response in 
the survey was a feeling of an 
“ivory tower” existence with the 
art director spending his life “pro- 
tecting his stuff from the enemy,” 
and limiting his business and so- 
cial friendships among others in 
the art world. 

The survey shattered the popu- 
lar image of the art director as a 
beret-wearing bohemian type. In- 


|executive jobs? Creative ability 
was named by 57%; administrative 
ability by 23.7%; timing and luck 
by 7.9%; and ability to get along 
| with clients and agency top man- 
agement by 21.3%. 

Only 42% of those surveyed had 
attended college and only 26% of 
these had received a degree. Ev- 
eryone had attended art school, 
with the average attendance of 
3% years. Many of the art directors 
attributed their failure to achieve 
greater agency status to this lack 
of college education. 

The client’s view of the art di- 
rector came from James V. Ryan, 
vp of American Telephone & Tele- 
graph Co. His opinion: “Art di- 
rectors have too little knowledge 
of what management is trying to 
do. Art directors should—but rare- 
ly do—insist on having access to 
the basic delineation of manage- 
ment’s problems and should insist 
on being brought into the sessions 
solving these problems.” 


s John Caples, vp of Batten, Bar- 

|ton, Durstine & Osborn, in his talk 
on tested ads, outlined the eight 
principles for making ads produce 
immediate sales: Make your ad 
select the right audience; be easy 
to understand; be believable; be 
specific; feature the manufactur- 
er’s name; promise quick results, 
if possible; include a complete 
sales talk; and appeal to the read- 
er’s self-interest. 

To make ads believable, he said, 
“use testimonials, tell a dramatic 
test of quality, state approval by 
experts, give proof of popularity, 
and include a money-back guar- 
antee.”’ 

However, when asked how to 
test image-building advertising— 
such as an eyepatch to sell shirts 


tract from what is being said, Dr. | 


Haakenson suggested. + 


Washington State 
Adopts Law Banning 


OLYMPIA, WASH., March 22— 
Legislation that prohibits “false, 
deceptive and misleading advertis- 
ing’”’ went on the Washington state 
lawbooks today. 

The new law, backed by the 
Washington Consumer Advisory 
Council, was signed by Gov. Al- 
bert Rosellini 


today. It sets out 
this flat prohibition: 
“Tt shall be unlawful for any 


person to publish, disseminate or 
display, or cause directly or indi- 
rectly, to be published, dissem- 
inated or displayed in any manner 
or by any means, including solici- 
tation or dissemination by mail, 
telephone or door-to-door contacts, 
any false, deceptive or misleading 
advertising, with knowledge of the 
facts which render the advertising 
false, deceptive or misleading .. .” 


s An exemption covers radio, tv, 
newspapers, magazine, outdoor and 
other advertising media which 
carry “such advertising in good 
faith without knowledge of its 
false, deceptive or misleading 
character.” 

Enforcement is left to the state 
attorney general and to county 
prosecuting attorneys, who are 
authorized to go to court to re- 
strain persons from violating the 
act. Criminal penalties of a fine 
up to $5,000 and imprisonment up 
to 90 days also are provided. The 
legislature approved the bill two 
weeks ago (AA, March 13). + 


Mel Blanc Opens Own Shop 

Mel Blanc Associates has been 
organized, with offices at 819 Taft 
Bldg., Hollywood, Cal. The new 
company will work creatively with 
advertising agencies in devising, 
developing and producing humor- 
ous tv and radio commercials. Mel 
Blanc, president of the new shop, 
has been a featured performer on 
the Jack Benny tv show since it 
began, and is the voice of Bugs 
Bunny and other Warner Bros. 
carton characters. 


‘Bridgeport Herald’ Names A-K 

The Allen-Klapp Co., New 
York, has been named to fepre- 
sent the Bridgeport Sunday Her- 
ald, succeeding Gallagher-DeLisser 
Inc., New York. 


isolated | 


Miller 
MEN BEHIND PICTURE—Relaxing before the premiere of “America’s Big 


Echols 


” 


Picture, 


Offringa Cooper 


Kawneer Co.’s nationwide presentation, are, in Chicago, 


David Miller, Kawneer marketing vp; David Echols, vp of Fuller & 
Smith & Ross, Chicago; Robert Offringa, Kawneer sales vp; and 
William Cooper, Kawneer advertising manager. 


Kawneer Shows 


Line in 48 Cities 
via TV Circuit 


CHIcAGO, March 23—Kawneer 
Co., Niles, Mich... used closed cir- 
cuit tv and telecast film to intro- 
duce four new architectural prod- 
ucts in simultaneous presentations 
sent from here to 48 cities across 
the U.S. last week. 

More than 5,000 architects, con- 
tractors, chain store executives, 


building managers and Kawneer 


dealers were in the nationwide 
‘audience, the aluminum fabricator 
estimated. 


. The presentations centered 
/around three color motion pictures, 
| produced by Fred A. Niles Produc- 
tions. The closed circuit tv network 
was established by TelePrompter 
Corp. Both the network and indi- 
vidual film showings were used. 

Robert J. Offringa, Kawneer 
sales vp, said this method of prod- 
uct introductions should help over- 
come the “very difficult” problem 
of premiering products quickly and 
simply. 


Kawneer, a $200,000 account, 


is handled by Fuller & Smith & 
Ross, Chicago. 


Pe a | SA : — Fs os 
COMIC RELIEF—Bob Baron, a Chicago actor, injects comedy into Kaw- 
neer’s presentation, “America’s Big Picture.” 


Use ‘Small, Anxious’ Research Shops to 


Get Low-Cost Studies, 


New York, March 21—Small 
agencies may not have husky ex- 
perimental research budgets, but 
they can take inexpensive steps to 
“reinforce, challenge and stimulate 
advertising thinking” on clients’ 
products. 

This suggestion was made to the 
League of Advertising Agencies by 
Cyrus C. Young, director of de- 
velopment and services of the Ad- 
vertising Research Foundation. 

Mr. Young posted these ways to 
initiate and augment low cost 
studies: 


e Via scores of small, “anxious” 
research shops which, although un- 
known at the levels of Gallup, 
Politz, and Nielsen, will conduct 
research with “surprisingly good 
results.”” A small agency should 
“shop” for the research company 
best suited to its pocketbook and 
products; a publication, “Brad- 
ford’s Directory of Research Or- 
ganizations,” is chock full of such 
companies, Mr. Young said. 


e Through simple, hidden tape 
recording devices, whereby ten 
people gathered in a room with 
products might provide “an inter- 
esting basis of comparison.” The 
risks of this full and forthright 
reporting to a client were, Mr. 
Young noted, apparent. 
“If it’s a long tape—say, three 
| hours—you might consider leaving 


Small Agencies Told 
it with the client,” he said. 


e By competent telephone or mail 
surveys (“These are among the 
cheapest forms”) performed by 
the agency or a hired researcher. 
“The other advantages are that 
these will give you a good sample, 
and do everything but ‘show’ the 
consumer the product,” he said. 

“Guard against the prestige-type 
question,” he warned, citing a 
previous survey in which 80% of 
those questioned said they had 
read “Gone with the Wind,” but 
hadn’t. 


e With the help of students at 
nearby colleges and universities 
who may be recruited for field 
research for “minimum amounts 
or without cost, as part of their 
term projects.” 


# Other miscues frequently are 
committed in statistical studies, 
Mr. Young said. “For example, a 
100-sample survey may elicit a 
positive response by 70% of 30 
men, and 30% of 70 women, or a 
total 21 men and 21 women. Yet, 
positive replies by 30% of 30 men, 
and 70% of 70 women—it still 
gives you 100%—bring your men 
and women totals to nine and 40, 
respectively, an enjirely different 
result. 

“Set your survey accurately. and 
watch your sample proportions,” 
he advised. + 
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Doner Wins 14 
Baltimore Art 
Directors Awards 


BALTIMORE, March 21—W. B. 
Doner & Co. last week received 14 
of 33 best-of-category awards in 
the 11th annual ad competition of 
the Baltimore’ Art Directors Club. 
Nine awards went to Barton-Gillet 
Co. and four to VanSant, Dugdale 
& Co. 

Six hundred entries in all cate- 
gories were received from 63 agen- 
cies, photographers, art directors 
and art studios in the Baltimore 
area. Awards of merit were given 
for 185 entries, chosen for an ex- 
hibit at the Maryland Institute of 
Art opening April 18. Medals were 
awarded for the best work in each 
category. 

Best-in-category 
cluded: 

Full color consumer magazine ads, one 
page or more—W. B. Doner & Co., for 
Wilkins coffee; full color consumer maga- 
zine ads, less than one page—Doner, for 
National beer; b&w consumer magasine 
ads, page or more—Doner, for WBAL ra- 
dio station; newspaper ads in two or more 
colors of less than 1,200 lines—Doner, for 
WBAL-TV. 

B&w newspaper ads of 1,200 lines or 
more—Doner, for WBAL; b&w newspaper 
ads of 300 lines or less—Doner, for 
WBAL,; trade magazine ads, two or three 
colors, one page or more—Doner, for 
Maryland Cup Corp.; 24-sheet posters— 
Doner, for WBAL-TV 

Posters, car cards, taxi cards, bus cards 
—Doner, for Lexington Market; all other 
posters—Doner, for Hochschild-Kohn; 
point of purchase and display counter- 
cards, streamers, ete.—Doner, for Fair 
Lanes; poster art, three or more colors— 
Doner, for Fair Lanes. 

Tv commercials, 20 seconds—Doner, for 
Wilkins coffee; tv commercials, 10 sec- 
onds—Doner, for Allegheny Pepsi-Cola 
Bottling (Cloverdale soft drinks). 

Full color trade magazine ads, one page 
or more—VanSant, Dugdale & Co., for 
National Lumber Assn.; b&w trade mag- 
azine ads, less than one page—VanSant, 
Dugdale, for Olin Mathieson. 5 

Annual reports—Barton-Gillet Co., for 
Church Home & Hospital; letterheads and 
trademarks—Barton-Gillet, for Amos Co.; 
institutional art, annual reports—Barton- 
Gillet, for Greater Baltimore Committee; 
typographic design, stationery, announce- 
ments—Barton-Gillet, for Loyola College; 
annual reports—Barton-Gillet, for Greater 
Baltimore Committee. 

Company magazines—Barton-Gillet, for 
Eastern Stainless Steel; direct mail book- 
lets, in two or three colors, four or fewer 
pages—Barton-Gillet, for U. S. Fidelity & 
Guaranty Co.; direct mail booklets, in 
two or three colors, over four pages— 
Barton-Gillet, for Bryn Mawr; full color 
direct mail booklets—Barton-Gillet, for 
James W. Rouse & Co., and for Greater 
Boston Committee (two medals) 

Point of purchase and display-packages 
—William Schneider, for Pemco Corp.; 
trade magazine covers—Lionhill Studios, 
for Baltimore Art Directors Club; institu- 
tional announcements—Herman Ehudin 
Advertising, for itself; editorial art other 
than coser—Mossman Munchauer Studios, 
for America Illustrated 

Typographic design, announeements— 
Kern Derrin for Bruno Woernle; maga- 
zine advertising art, product illustration— 
VanSant, Dugdale, for National Lumber 
Assn.; and beoklet, direct mail art in 
three or more colors—VanSant, Dugdale, 
for CCC 

Judges 


winners in- 


were John Murray of 


4 


MEDALIST—This business publication 
color page for Maryland Cup Corp. 


won another top medal for W. B. 
Doner & Co. 


WINNER—This 20-second tv spot for 
Wilkins Coffee Co. won a medal | 
for W. B. Doner & Co. 


Doherty, Clifford, Steers & Shen- 
field, New York; Woodie Ishmael, | 
free lance illustrator, New York; | 
Bruce Knight, 
phers, New York; and Jack Weav- | 
er, designer with Mel Richmond | 
| Studio, Philadelphia. + 


| 
| 


Robert Pendergast, 
Readex President, | 
Is Dead at 54 


St. Paut, March 21—Robert E. | 
(Bob) Pendergast, 54, president 
of Readex Inc., died of cancer here 
March 16. 

Born in Hutchinson, Minn., Mr. 
Pendergast was a graduate of the 
University of 
Minnesota. He 
worked for Er- 
win, Wasey & 
Co. and Camp- 
bell-Mithun 
prior to forming 
his own agency, 
Bob Pendergast 
Advertising, in 
1945. 

In 1949, Mr. 
Pendergast and 
his wife, Lenore, 
organized Read- 
ex Inc., a readership survey com- 
pany for ads and editorial items in 
newspapers, magazines and busi- 
ness publications. Readex current- 
ly employs 40 people and has of- 
fices in St. Paul and New York. 


Robert Pendergast 


GE to Run Color 
Spread on Transit 
_ .- . a 
in April ‘Holiday 

PHILADELPHIA, March 23—Gener- 
al Electric Co. is going into Holi- 
day’s April issue with a full-color | 
spread on San Francisco to discuss 
solutions to mass transit problems 
plaguing most large cities. 

General Electric selected San} 
Francisco to present its concept 
partly because the magazine’s April 
issue is devoted exclusively to this | 
city, and partly because San Fran- | 
cisco has made progress towards | 
a solution. 


The ad features a watercolor by | 
John Gould, showing the Golden | 


Pagano Photogra- | 2% bridge with a rapid-transit Problem-Solvin 


deck below the roadway. Facing | 


SAN FRANCISCO—This watercolor is part of GE’s color spread in April 
Holiday. It shows proposed rapid transit system for Bay Area. 


g Techniques Aid in 


that page is a drawing of a resi-- Producing Creative Ideas: Bristol 


dential area with aerial transit- 
train service and a conception of a 
proposed San Francisco-Oakland 
rapid transit tunnel. 

Ad copy describes plans proposed 
by the Rapid Transit District, call- 
ing for modern, computer-con- | 


|trolled trains capable of 80 mph} 


speeds, to operate at 90-second in- | 
tervals during rush periods. The| 
district is now engaged in a pr 
campaign in advance of a bond is- 
sue vote. 


@ ADVERTISING AGE learned that 
GE was undecided where to place 
this institutional spread after plan- 
ning it. The San Francisco issue 
was a coincidence, Holiday told} 
AA. GE finally selected Holiday | 
because it would reach both “opin- 
ion molders” and the “proper type”’ 
of mass audience. Since GE plans 
additional insertions on other areas 
with similar problems, the compa- 


|/ny wanted to get to community 


leaders and legislative leaders. 

To help merchandise the GE 
project, Holiday’s promotion de- 
partment has prepared an eight- 
page brochure telling the story be- 
hind the spread. It will be mailed 


to advertisers, agencies, mayors 
and legislators throughout the 
country. 


In addition, General Electric has 


| requested 20,000 brochures to make 


es Mr. Pendergast was a member | 
of the American Marketing Assn. | 
He is survived his widow, Lenore, 
who will become president of Rea- 
dex. 


LEE HOOD 

MIAMI, March 22—Lee E. Hood, 
74, senior vp of Richard A. Foley 
Advertising Agency, Philadelphia, 
died today while vacationing here. 
He was a resident of Cynwyd, Pa. 

Mr. Hood joined the Foley agen- 
cy in 1910. He had attended Hav- 
erford College. He was a founder 
of the National Outdoor Advertis- 
ing Bureau, and was a former 
board member of the American 
Assn. of Advertising Agencies and 
had served as president of its 
Philadelphia council. He was a 
former director of the Poor Rich- 
ard Club and was a member of 
the Advertising Club of New York. 
A son, Clifford C. R. Hood, is asso- 
ciated with the Foley agency. 


FRANCIS FITZGERALD 


New York, March 22—Francis B. 
Fitzgerald, 40, vp and assistant 
treasurer of Ridder-Johns, news- 
paper representative, died last 
night of a heart attack. 

Mr. Fitzgerald entered an East 
Side restaurant here about 11 p.m. 
and complained of feeling ill. He 
rested on a cot for half an hour, but 
the manager could not rouse him 
then. He was pronounced dead by 
an ambulance team. 

First with the circulation depart- 
ment of the Telegram, Superior, 
Wis., Mr. Fitzgerald subsequently 
worked in the national advertising 
department of the Duluth Herald & 
News-Tribune. He came to New 
York in 1947 and became a Ridder- 
Johns vp in 1959. 


its own mailings. 
George R. Nelson Co., Schenec- 
tady, is the agency handling this 


|spread. + 


ROBERT J. BURNS 


Cuicaco, March 22—Robert J. 
Burns, 33, a member of the broad- 
cast department of Foote, Cone & 
Belding here, died suddenly yes- 
terday. He was in charge of all 
editing and recording on commer- 
cial film projects and all projection 
equipment. He had been with the 
agency 11 years. 


Conde Nast Reports Sharp 
Sales, Earnings Rise 

Net sales of Conde Nast Publica- 
tions for the year ended Dec. 31, 
1960, amounted to $52,865,988—a 
41% increase over the $37,256,786 
reported the year before. At the 
same time, Conde Nast’s net profit 
was $1,010,000, compared with a 
$622,835 loss in fiscal 1959. The 
company attributed its improved 
showing to advertising volume in- 
creases by its principal magazines 
—up 10% in total ad pages—and 
expanded publishing activities via 
the 1959 purchase of Street & 
Smith Publications (AA, Aug. 31, 
1959) and Bride’s Magazine (AA, 
Jan. 5, 1959). 

Its publications’ newsstand sales 
increased 11% in the past fiscal 
year, Conde Nast said. 


Thomson Names Weyeneth 

Thomson Advertising, Peoria, 
has named Carl] H. Weyeneth man- 
ager of its new directory division, 
which will handle directory ad- 
vertising for its clients. Mr. Weye- 
neth has been working in the 
agency’s production and account 
services departments. 


CHICAGO, 


ability with training in problem- 
solving techniques, Lee Bristol Jr. 
asserted to the Women’s Advertis- 
ing Club of Chi- 
cago last night. 

Mr. Bristol, 
public relations 
director of the 
Bristel - Myers 
Prodfcts Divi- 
sion, Bristol- 
Myers Co., and 
president of the 
Creative Educa- 
tion Founda- 
tion, said that 
problem §sensi- 
tivity is the beginning of problem 


Lee Bristol Jr. 


|solving and often marks the cre- 


ative person. 

“Sensitivity to problems is one 
of the characteristics that sepa- 
rates the sheep from the goats,” he 
said. To develop this quality with- 


|in ourselves, ‘““‘we want to develop 


a kind of constructive discontent,” 
he said. ‘We must be aware of the 
invisibility of the obvious.” 
Before beginning his address, 
Mr. Bristol, a composer of sacred 
music diverted his audience with 
several piano interpretations of 
how the Pepsodent jingle—‘You 
wonder where the yellow went...” 
—would sound if Bach, Mozart and 
Rachmaninoff had written it. 


# As examples of good creative 
ideas—all conceived to solve some 
problem—he cited: A balloon con- 
tainer brought home by his wife 
that doubled as a pump to blow 
up the balloons packaged inside; 
a dress with detachable pocket 
flaps which may be mailed to the 
manufacturer for monogramming; 
a sign he saw in a commuter train 
which read “no smoking, not even 
Winston”; and a package of two 
steaks, which he found in a gro- 
cery meat department, marked 
“his” on the large steak and “hers” 
on the small steak. 

Once one is aware of a problem, 
the next step is to assemble and 
analyze the facts, eliminating 
opinions and impressions, and 
then to carefully define the prob- 
lem, Mr. Bristol said. 


# As an example, he told of a man 
at one of the Bristol-Myers’ plants 
who was trying to find a way to 
make one of the Bufferin ma- 
chines work faster. The man 
stopped and asked himself, “Is 
this my real problem, to get the 
machine to work faster?” He then 
decided, “No, it is to get the raw 
materials at the top down to the 
area below the machine faster.” 
The man saw what was impeding 
the progress and moved a filter 
down, the momentum thus forcing 
the material through the machine 
faster. 

Mr. Bristol said, ‘““We in the drug 
business can become so bogged 
down thinking in terms of what 
others in the drug industry are 
doing that we fail to look outside 
our field for patterns or principles 
or ideas we could borrow and ap- 


March 22—Almost | 
anyone can improve his creative | 


ply for the first time in our own 
area.” 


® Good marketing people must 
look around for ideas to adapt to 
their own problem, he said. 

He listed two techniques useful 
in testing the definition of a prob- 
lem: (1) The question “why 
(Sometimes, asking “why” to the 
basic problem leads to a redefini- 
tion of the problem, he said). (2) 
Synonyms (A _ useful technique, 
he said, is to paraphrase the first 
statement of a problem). 

He cited a Bufferin brand man- 
ager who asked himself, “What 
shall I put in this form letter to 
physicians about our new Bufferin 
arthritis study?” The manager 
then paraphrased the question: 
“How can I best communicate with 
doctors about our new Bufferin 
study.” Mr. Bristol pointed out 
that the brand manager released 
himself from the restriction that 
it must be a form letter. 

After defining a problem, Mr. 
Bristol said the next step is to 
break it down into small, more 
manageable bite-size sub-prob- 
lems. The more specific you make 
each of your sub-problems, he 
said, “the greater your chance of 
hitting your target.” 

Next, he said, pile up all pos- 
sible solutions. The more solutions 
you pile up, the more intelligent 
your decision is likely to be. 
“You still may pick out the first 
solution, but you will pick it out 
with greater confidence, after hav- 
ing explored a number of solu- 
tions.” 

He also advocated a “let-up” 
period after having worked on a 
solution. Often, he said, the solu- 
tion is simpler after coming back 
to a problem. 


9” 


# Last, he said is the evaluation of 
ideas, selection of the solution and 


|}action on the problem. To do a 
| good job of evaluating our ideas, a 


check list of criteria should be 
developed. It could be a simple list 
such as “is it suitable, feasible, 
and acceptable.” Or the list may be 
geared to a particular situation. 

He summed up the nine steps to 
problem solving: (1) Observation 
—assembling and analyzing the 
facts; (2) definition—defining the 
basic problem; (3) preparation— 
gathering other pertinent data;(4) 
analysis—breaking down the rele- 
vant material; (5) ideation—piling 
up alternatives by way of ideas; 
(6) incubation—letting up, to in- 
vite illumination; (7) synthesis— 
putting the pieces together; (8) 
evaluation—judging the resultant 
ideas; and (9) development—plan- 
ning the implementation of those 
ideas. = 


Move to D. C., AFA Urges 

The board of directors of the 
10th (Southwest) district, Adver- 
tising Federation of America, has 
adopted a resolution urging the 
permanent establishment of AFA 
headquarters in Washington, D. C. 
AFA’s headquarters currently are 
in New York. 
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LIFE reaches quantity—32 million readers each 
week. LIFE reaches quality —more households with 
$7500 and over income than any other weekly or 
biweekly magazine. Reach and sell them in LIFE. 
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